Abrams Leaves 
Hudnut-DuBarry 
in Policy Hassle 


De Tarnowsky Won‘t 


Comment; Past Statements 


Reveal Underlying Conflict 


For an illuminating sidelight 
on the resignation of Mr. 
Abrams see massive excerpts 
from a recent Hudnut-Du- 
Barry sales conference talk 
on Pages 109 and 110. 


New York, Aug. 11—Opposing 
forces appear to have collided 
head-on at Warner-Lambert Phar- 
maceutical Co., and the result has 
been the resignation of George 
Abrams after 16 months as presi- 
dent and chief executive officer of 
the Hudnut-DuBarry division. 

Mr. Abrams, who has a reputa- 
tion as an aggressive advertising 
and merchandising man, apparent- 
ly found his tactics in sharp con- 
flict with what he describes as “the 
conservative approach” at Warner- 
Lambert. 


Simultaneously with the resigna- 


4 


George Abrams 


Walter P. Kuenstler 


tion, Warner-Lambert announced 
the promotion of Walter P. Kuenst- 
ler, director of marketing devel- 
opment of the W-L consumer prod- 
ucts divisions, to the new post of 
(Continued on Page 12) 


Second Class Postage Paid at Chicago, lll. Copyright, 1960, by Aad 


THE NATIONAL NE 


eee ee Vee Spee ene, Serene meee i at 


With which is incorporated Advertising Agency Magazine, formerly Advertising & Selling 


dvertising Age ; 


rtising l'ublications, Inc. 


PAPER OF MARKETING 


| 


A 


more information on the subject. 


products they advertise? 


An open invitation 


to Senator Church, 
| Governor Brown, and | 
| Governor Stratton 


THE recent national conventions you three men spoke disparagingly about 


ng to a nationwide audience. 
Like most critics of advertising, you stuck to innuendo and avoided specifics. 
As a matter of fact, you all sounded suspiciously like people in need ofa little 


We think you might feel differently about advertising if you knew more about it. 
Accordingly, we invite you to spend a week at our agency as our guests. We'll pay 
all your expenses. We'll hide nothing from you. 

We urge you to sit with our management in Creative Review Group meetings 
where we evaluate campaigns, to visit with our research, marketing, and creative 
people, or anyone else in the agency with whom you'd like to talk. 

When you have done this, ask yourself these questions: 

1. Do these people work hard and conscientiously to tell consumers the truth about the 
2. How do the ethics, intelligence, and practices of advertising people compare with those 
of the people entrusted with the conduct of our state and national governments? 


After that, you might like to apologiee to the advertising business. 


LEO BURNETT CO., INC. 


HEADQUARTERS, PRUDENTIAL PLAZA, CHICAGO 1, ILL. 
Other Offices: New York, Hollywood, Detroit, Torente, and Montreal 


Four Finalists Strove 
for Account; Switch 
Recalls Aylesworth Deal 


New York, Aug. 10—Announce- 
ment is expected next week that 
| | Cities Service Oil Co. has moved its 
$3,500,000 account from Ellington & 
|Co. to Lennen & Newell. It had 
|been with Ellington since 1947. 

The award of the account fol- 
lowed a four-agency competition, 
which had Ellington; Lennen & 
Newell; Sullivan, Stauffer, Col- 
well & Bayles and Reach, Mc- 
Clinton & Co. as finalists. 

Ellington acquired the account 
through the services of the late 


Canadian Shell 
Names Ogilvy 


Switch Follows U. S. 
Company's Move; It’s 
Ist Non-N.Y. Ogilvy Office 


TorRONTO, Aug. 9—Shell Oil Co. 


TELEPHONE: CEntral 6-5959 


Y'ALL COME—Leo Burnett Co., Chicago, took this page ad in the Wall 
Street Journal to invite three political figures to visit the agency to 
| see how advertising works. The three men “spoke disparagingly” of 
advertising at the political conventions. 


-_ Learn More About Ad Field, Then Sicsledten, 
Says Burnett Ad; Politicos Silent or Beg Off 


Cuicaco, Aug. 12—Leo Burnett 
Co.’s “open invitation,” issued this 
week to three political figures who 
“spoke disparagingly about adver- 
tising,”’ had drawn a reply from 
only one of the three by today, but 


a heavy flow of mail commenting 


of Canada Ltd. yesterday ap- 
pointed Ogilvy, Benson & Mather 
to handle its product advertising 
account, effective Jan. 1. 

The account, estimated to in- 
volve upwards of $1,500,000 a year 
in billings, had been with the 
Toronto office of J. Walter Thomp- 
son Co. Shell switched its $11,000,- 
000 U.S. account from JWT to 
Ogilvy (AA, June 27). 

The Toronto office of Kenyon & 
Eckhardt will continue to direct 
institutional advertising for Ca- 
nadian Shell. This account is be- 
lieved to bill about $500,000 a year. 


on the move was pouring in to the 
Burnett offices. 

The invitation was extended via 
a page ad in the Wall Street Jour- 
nal last Monday, and also will ap- 
pear in the Aug. 15 issue of Ap- 
VERTISING AGE. 


Of those invited, only Califor-|= The U.S. development came as 


‘Photographic License Must Be Taken’... 


nia’s Democratic Gov. Edmund G. 
(Pat) Brown replied, and he 
indicated he was too busy to 


a surprise in many advertising 
circles, because Ogilvy, Benson & 
Mather is not generally known as 


TV Ad Must Telescope 
Details, Carter Says 


Rise Reply Also Hits 
FTC for Prosecuting 
Ad Already Abandoned 


WasHINGTON, Aug. 9—If_ th« 
Federal Trade Commission persists 
in attacking “pictorial representa- 
tions,” most tv commercials wil) 
be doomed, Carter Products, New 
York, told FTC today in denying 
charges that tv ads for Rise shave 
cream discredited competing prod- 
ucts. 


s Joining in the answer to FTC’s 
complaint (AA, June 27) are Sul- 


uct. 

As FTC described it, a typical 
tv commercial showed an actor 
shaving with what is represented 
to be a competing lather “which 
appears to have dried out on his 


face, causing him to wince in dis- 
comfort.” Next, FTC said, he is 
shown shaving in apparent com- 
fort with Rise, which appears to 
remain “moist and creamy.” 


= Since the purported competing 
lather is a formulation especially 
prepared for the demonstration, 
the FTC complaint said, “the dem- 


|onstration is not a valid compari- 


livan, Stauffer, Colwell & Bayles, | 92 of the respective qualities of 


agency for Rise, and S. Heagan | 


Bayles, agency chairman and Rise 
account executive. 

The complaint contended that 
the ty demonstration unfairly 
compares Rise with a preparation 
which really isn’t a shaving prod- 


Rise and competing products and 
tends to disparage the latter.” 
Denying that the demonstra- 
tion is deceptive, Carter and its 
agency assert that the complaint 
“fails entirely to take into consid- 
(Continued on Page 111) 


(Continued on Page 112) (Continued on Page 117) 


Last Minute News Flashes 
JWT Losing $4,500,000 Boyle-Midway Account 


New York, Aug. 12—The Boyle-Midway division products of Amer- 
ican Homé Products Corp. are being shifted out of J. Walter Thompson 
Co. These products (Aerowax, Aero Shave, Black Flag, etc.) are be- 
lieved to bill around $4,500,000, of which about $500,000 represents Ca- 
nadian billing. 1 eading contenders for the accounts are believed to be 
Ted Bates & Co <nd Tatham-Laird (which shared a bloc of product 
assignments fro;; Boyle-Midway with Thompson last October); both 
are Whitehall P) »:macal agencies, and American Home’s current man- 
agement came u, through Whitehall. 


Four Roses {.ceks Lower Minimum Size for Color 


New York, A ‘g. 12--The Four Roses division of the House of Sea- 
gram, through Young & Rubicam, is currently negotiating with news- 
papers to persu.de publishers to reduce the minimum size require- 
ments for r. 0. » color units from 1,000 lines to 500 and 700-line 
units. The Young & Rubicam proposal, for a Four Roses campaign 
scheduled to br; cs about Sept. 1, is reportedly meeting considerable 
resitance among cubligshers, who apparently are holding the line on 
the present min sum size. Chief objection to the Y&R proposal is the 
high cost of pr ducing color newspaper ads. Publishers reportedly 
have told the a; icy that basic production costs remain constant re~- 
gardless of unit sire, and the agency is said to have countered with a 
proposal to pay ibe 1,000-line color premium on the smaller space. 


e Robert Lidde;. head time buyer of Compton Advertising, New 


York, has been # >; ginted an associate media director. 
( \dditional News Flashes on Page 109) 
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Cities Service Shifts 
to L&N from Ellington 


Merlin Aylesworth, once president 
of NBC, who died in 1952. 


® In 1955, a suit in U.S. tax court 
brought to light details of the ar- 
rangement under which Mr. Ayles- 
worth brought the account to 
Ellington. He made $100,000 and 
was paid an expense allowance of 
$2,000 a month. 

Mr. Aylesworth and the agency 
had a written agreement, under 
which Mr. Aylesworth was to re- 
ceive (1) an expemse account of 
$2,000 a month; (2) 20% of the 
outstanding common stock of the 
agency, at 1¢ a share; (3) a $50,000 
block of prior preferred stock at 5¢ 
a share, to be redeemed 18 months 
after the account came to Elling- 
ton; (4) a second $50,000 worth 
of prior preferred stock at 5¢ a 
share, to be redeemed three years 
after the account came to the 
agency; and (5) appointment as 
a director and chairman of the 
executive committee. The 1,000 
shares of Ellington preferred were 
later redeemed at $100 a share. 


es The agency and Mr. Aylesworth 
lived up to the letter of the agree- 
ment (which was based on Mr. 
Aylesworth’s estimate that the 
account would yield $212,000 in 
annual revenue to Ellington); the 
suit arose from the Bureau of In- 
ternal Revenue’s contention that 
the $24,000 expense account must 
be reported as gross income. The 
tax collector said Mr. Aylesworth 
was unable to prove it was spent 
for business purposes or expenses 
that weren’t already reported un- 
der business deductions. (For the 
years 1947 through 1951 Mr. Ayles- 
worth had reported business de- 
(Continued on Page 10) 


200 Top Farm Ad 
Users Spend 75% 
of lst Half Total 


Cuicaco, Aug. 9—The 200 top 
advertisers in farm publications 
invested $20,347,047 during the 
first six months of 1960, account- 
ing for 75% of the $27,299,838 total 
spent by 2,187 farm publication 
advertisers. 

These figures are based on ad- 
vertising in 36 farm publications as 
reported by Farm Publication Re- 
ports Inc. 

Ford Motor Co. remains in the 
No. 1 spot, with a budget of $1,- 
084,354. General Motors is a close 
second with $950,845. International 
Harvester moved from fourth to 
third position with an investment 
of $886,307. This company had 
the largest increase of all the lead- 
ers. Its investment in 1959's first 
half had been $644,518. 

Moving from sixth to fourth 
place was American Cyanamid, 
with a budget of $709,440 for the 
first six months of this year. 

The complete table on Page 117 
gives figures for all 200 top farm 
publication advertisers for the fi 
six months of 1960 and re. 
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Another Bich Blitz? ... 
Waterman-Bic 
Sets Eastern Test 
for Bic Dart Pen 


New Haven TV Spots, 
Point of Sale Will Be 
Only Advertising Used 


Seymour, Conn., Aug. 10— 
Marcel Bich, the French ballpoint 
king who has blitzed Europe with 
his hard-hitting campaigns for 
Bic pens, appeared this week to 
be ready to roll in the U.S. market. 

Robert P. Adler, 27-year-old vp 
and general manager of Water- 
man-Bic Pen Corp. here, an- 
nounced the appointment of Ted 
Bates & Co., New York, to handle 
a crash introduction of the new 
Bic Dart in Connecticut and west- 
ern Massachusetts. 

Mr. Adler, just back from a 
two-week trip to Europe, promised 
that this drive 
will be the fore- 
runner of acam- 
paign that will 
“dominate the 
pen industry.” 

The Connecti- 
cut - Massachu- 
setts push will 
be tantamount 


break test. It 
will involve a 


Robert P. Adler saturation buy 
of spots on one 
television station—WNHC, New 


Haven. No other advertising, aside 
from point of sale support, is 
scheduled. 

If the campaign produces sales 
it will be extended nationally, 
Mr. Adler said. 

The WNHC drive begins Aug. 
29, with a minimum of 10 one- 

(Continued on Page 118) 


Robinson-Patman Has 
Made Retailers into 
Semi-Criminals: Rotto 


WAsHINGTON, Aug. 10—James 
Rotto, a former department store 
executive, today urged appliance 
dealers to work toward repeal of 
the Robinson-Patman Act. 

He said the act is “only an ex- 
cuse for manufacturers to coop- 
erate or not at their own discre- 
tion,” and added that the act “has 
never been very effective.” 

Mr. Rotto, a Washington con- 
sultant and former vp of the 
Hecht Co. store, spoke at a dealer 
management institute sponsored 
by the National Appliance & Radio- 
TV Dealers Assn. 

He said the Robinson-Patman 
Act, which concerns itself with 
promotion allowances from manu- 
facturers to dealers, has made re- 
tailers and manufacturers—par- 
ticularly in the appliance and ra- 
dio-tv industry—“semi-criminals.” 

Mr. Rotto also declared that re- 
tailers are misusing their adver- 
tising dollars, terming much ap- 
pliance advertising as “heavy 
handed, befuddled gutter adver- 
tising.” 

He urged the retailers to allot 
5% to 10% of the ad budget to 
create an individualistic store im- 
age: 

Most appliance retailers, he said, 
now fill their ads with continu- 
ous sales and prominent price 
listings, failing to present a store 
image. # 


Balaban Opens Branch Offices 

Balaban Stations has opened a 
New York branch with offices. at 
580 Fifth Ave. The office will have 
direct teletype connections with 
all Balaban stations. 


to a make-or- 


Chrysler Seeks 60% 
Sales Rise for ‘61; 
No Compact Models 


Derrorir, Aug. 9—There is no 
compact car in the future for the 
Chrysler and Imperial division of | 
Chrysler Corp., said C. E. Briggs, 


its general manager and corporate | § 


vp, in making the opening pitch of | 
the 1961 automobile marketing | 


season at a press conference in | ji 


Detroit Monday. 


= “We are not going to dilute the | 
image of our cars with any little | 
brother,” said Mr. Briggs. “We 
expect to com@ete this year in a 
market that will total about 1,000,- | 
000 units. Our role is to concen- 
trate on fullsize luxury cars of 
122” wheel-base or over.” 

With no product shortage anti- 
cipated in the coming model year, 
Mr. Briggs said his Chrysler sales 
department expects to increase 
deliveries about 50% to 60% over 
1960 model sales, attaining a vol- 
ume of 110,000 to 120,000 cars. The 
steel strike last year shorted the 
Chrysler line about 18,000 cars in 
the opening: months of the year. 


s The luxury Imperial line, which 
will sell about 17,500 cars in 1960, 
expects to pick up about 40% as 
well, doing 24,000 to 26,000 next 
year, Mr. Briggs forecast. 

Chrysler retail deliveries for 
1960 are up 24% over a year ago, 
and Imperial deliveries are up 5%. 
The division has been adding 
Chrysler dealers at a rate of about 
30 a month and is now near its 
goal of 2,900. About 30 new Im- 
perial dealers also have been 
added in the last 10 weeks. 

Mr. Briggs said that in the pres- 
ent market luxury cars are show- 
ing their greatest gains in the 
larger cities, and said that in New 
York City Chrysler alone ac- 
counted for a full 3% of industry 
sales. 

The 1961 Imperials will go on 
sale in late September. # 


WILLIAM S. NORDBURG 

Cuicaco, Aug. 12—William S. 
Nordburg, 72, a Chicago Sanitary 
District trustee and former adman, 
died Aug. 10 in Highland Park 
(I1l.) Hospital. 

Mr. Nordburg was a vp of the old 
William H. Rankin Advertising Co., 
and later founded the Chicago 
Suburban Quality Group of weekly 


newspapers. # 
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TO ARCHITECTS—Grant Pulley & 
Hardware Corp., West Nyack, N.Y.., 
has embarked on a trade drive to 
architects using situations which 
strike a pleasant note in the minds 
of readers, such as this charwoman 
ad. Bernard Cooper Advertising is 
the agency. 


Wilson Sporting 
Follows Meats to 
Camphell-Mithun 


Cuicaco, Aug. 11—Wilson Sport- 
ing Goods Co. has moved its ad- 
vertising from Roche, Rickerd & 
Cleary to Campbell-Mithun, effec- 
tive Nov. 1. 

Just about five months ago the 
parent Wilson & Co. named Camp- 
bell-Mithun for its meat advertis- 
ing, succeeding Kenyon & Eckhardt 
(AA, March 14). 

Roche, Rickerd & Cleary retains 
Wilson’s Ideal dog food, B-V gravy 
maker and other products. 

Trade sources place the sporting 
goods account at about $800,000 
annually. 


es Harry Barger, manager of ad- 
vertising and sales promotion at 
Wilson, said the move was made 
primarily because Campbell-Mith- 
un is a larger agency with multiple 
offices. 

“Roche, Rickerd & Cleary is an 
excellent agency,” he said, “but 
our sporting goods business is in- 
ternational, and we felt we needed 
an agency with more offices.” 

C-M’s appointment to the. meat 


Le 


‘. president of Wherry, Baker & Til- 


il 


|Compton Advertising (AA, Feb. 8). 


Joseph Named to 


}account last March was attributed | 
in part to the presence of Larry 
Wherry as account executive and | 
marketing specialist at the agency. 

Mr. Wherry headed the Oscar 
aA & Co. account when he was 


den. He was also associated with 
Mr. Barger, then a vp and account 
supervisor at the agency. When 
Mr. Wherry left his agency last 
summer, it was reorganized as 
Baker, Tilden, Bolgard & Barger. 
Mr. Barger subsequently left to 
join Wilson, and Baker, Tilden, 
Bolgard & Barger merged with 


Sell Ads for New 
Overseas ‘N.Y. Times’ 


New York, Aug. 11—Tedd Jo- 
seph, newly appointed marketing 
director of the international edi- 
tion of the New York Times, sails 
on the Queen Mary next week to 
spearhead a venture that could 
have far-reaching effects on the 
newspaper publishing business. 

Mr. Joseph’s job is to sell adver- 
tising for the new daily edition 
which makes its bow in the first 
week of October. 

This edition, which the Times 
calls “an important new medium 
in international advertising,” will 
be published in Paris simultane- 
ously with the publishing of the 
regular edition in New York. It will 
then be air-delivered to principal 
cities in Europe so that the paper 
will be on, sale the same morning 
everywhere. 


® Electronic typesetting across the 
Atlantic Ocean will be used to 
send the editorial file from New 
York to Paris. This will be the 
first continuous Teletypesetting 
operation across 3,000 miles of 
ocean. 

Mr. Joseph, who spent a dozen 
years in international advertising 
with Foote, Cone & Belding, will 
be headquartered in Paris with a 
staff of four. He told ADVERTISING 
AGE it will probably take at least 
one year to get the edition estab- 
lished. 

The Times has been publishing 
an edition in Europe from mats 
prepared in New York and flown 
to Amsterdam. This edition car- 
ried news 24 hours late, and it has 
never exceeded 10,000 circulation. 
The open line rate will be 23¢, with 


the full-page rate set at $550. + 


Highlights of This Week's Issue 


| Dynacolor Corp. will manufacture 8mm 


Gerry Dunlop & A 
merges into piceeeetey ye rw 
en Page 4 


Bali Brassiere Co. shifts its advertising 
approach from emphasis on bow motif 
to showing of stitches 


H&B American Corp. buys nine com- 
‘ munity antenna systems and two mi- 
crowave companies from Jerrold Elec- 
tronics for approximately $5,000,- 
Page 8 


Free shopping bags with grocery check- 
lists imprinted on them increased sales 
and store traffic in a recent test in 
New York Check 'n Shop supermar- 
kets Page 18 


8S. H. Benson Ltd., London, enters Au- 
stralia with the acquisition of a finan- 
cial interest in United Service Pub- 
Heity, Melbourne . ...........0..cccssesee Page 28 


Arthur Murray Inc. agrees to a Federal 
Trade Commission consent order which 
forbids the Murray dance studios from 
using bait ads, phony contests and co- 
ercive sales methods to sell its dance 
courses Page 36 


George Patterson Pty. Ltd., Australia’s 
largest agency, billed “in excess” of 
$11,250,000 in its fiscal year ended June 
30 Page 40 


Seven Washington soft drink bottlers 
and their trade association are charged 
with fixing prices in violation of the 
Sherman Act by a federal grand 
jury Page 42 


Chancellor Konrad Adenauer turns West 
Germany’s television channel over to 


a newly formed corporation, Deutsch- 
land Fer h Page 50 


and 35mm color film in competition 
with Eastman Kodak, Ansco and Ge- 
vaert Page 64 


Wisconsin highway commission sends out 
initial 30-day notice calling for re- 
moval of outdoor boards along the 
interstate highway system under a 
new state law 


Advertising Council acknowledges the 
creative ability and hard work of ad- 
vertising agencies in an unusual book- 
let Page 66 


Lilly Digest reports that retail phar- 
macies hit record highs in sales and 
gross margins and that net profits in- 
creased following a downward trend 
through several previous years ..Page 68 


Newsweek consumer buying plans survey 
reveals consumers are generally gloomy 
over prospects for buying new goods 
in the remainder of 1960 


John King, merchandising manager of 
the Ladies’ Home Journal, urges gro- 
cers to promote the store image along 
with prices Page 74 


San Francisco Chronicle files a $1,500,- 
000 libel suit against the San Fran- 
cisco Examiner in battle over au- 
thenticity of a “last man on earth” 
survival experiment ................... Page 75 


Federal Trade Commission orders the 
publisher and author of “Arthritis & 
Common Sense,” which has sold more 
than 500,000 copies, to halt false ad- 
A EE Page 79 


Negro market broadcasting leaders join 
forces to form the Negro Radio 
Assn. Page 81 


Advertising Age presents a list of U. 8. 
tv stations equipped to carry color 
programming, either through network 
feed or local origination, and shown in 
a table compiled by NBC ......... Page 100 
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Station Reps 
Urge Adoption 
of Single Rate 


‘Like Charge for Like 
Service’ Is New Battle 
Cry of SRA Campaign 


New York, Aug. 11—The Sta- 
tion Representatives Assn., which 
has long been concerned with the 
confused single-double rate pic- 
ture, has launched a campaign to 
sell the radio-tv industry on the 
adoption of a single rate standard. 


= “One rate: A like charge for 
like services” is the battle cry of 
this drive, which started with a 
letter to all radio and television 
stations throughout the U.S. The 
association decided to take the 
lead in trying to solve this chronic 
problem after a study of current 
rates and policies by the SRA 
radio and tv trade practices com- 
mittee. Reps also were spurred to 
action by a study made by the 
Radio Advertising Bureau for the 
private use of its members. 


s There have been a number of 
well-publicized rate incidents in 
the news in recent months. J. Wal- 
ter Thompson Co. has letters out 
to radio stations asking that Ford 
dealers be granted the same rates 
as “any other local merchants” 
(AA, Aug. 1). Most of the heavy 
Ford dealers spot radio schedule 
already is placed at the local rate, 
according to sources within the 
agency. 

In June, N. W. Ayer & Son held 
a meeting in New York to warn 
representatives that the agency 
would bypass reps and negotiate 
directly with stations—if forced to 
do so in order to get the best 
possible broadcast buy for the 
agency’s clients (AA, June 6). 
Lehn & Fink put a radio consult- 
ant on the road to buy bargain 
priced radio for Sti-Dex. 


= In its letter to stations, SRA 
stated that “we know of no adver- 
tising medium which has been 
able to adopt a dual rate policy 
without being discriminatory.” 
Definitions as to who qualified for 
which rate are difficult, and the 
distinctions between retail and 
general business are narrowing, it 
was suggested. A transitional card 
as an intermediate step toward the 
single rate was recommended for 
station men who feel that they 
can’t make the switch to a one- 
price-for-all policy at this time. 
A couple of years ago the SRA 
attempted to put together a list of 
all the single-rate radio stations 
in the country. The project—like 
similar ones undertaken by others 
—was never completed. The list 
was out of date before it could be 
completed. It also was unreliable 
because of the broadcasters who 
identified themselves as single 
rate while selling double rate. 


= SRA has no estimates as to 
what percentages of the radio and 
tv stations do have a single rate 
policy. Among the reps with a siz- 
able number of single rate stations 
on their lists, according to SRA, are 
the Blair companies, Katz Agency, 
H-R, Edward Petry & Co. and CBS 
and NBC spot sales. 

In discussing this effort to take 
a giant step to restore advertiser 
and agency confidence in broad- 
casting price structure, Lawrence 
Webb, SRA managing director, said 
he did not blame the national ad- 
vertisers who have been confused 
by radio-tv rate differential. “They 
are quite right to wonder why 
someone else should get lower rates 
than they,” he said. 

(Continued on Page 12) 
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Advertising Age, August 15, 1960 


New Culprit Is 
Found for False 
Ads—the Weather 


Cuicaco, Aug. 9—Two advertis- 
ers are in trouble with the federal 
government in connection with 
false advertising charges. But this 
case is different. The villain is the 
weather. 

The advertisers are Pan Ameri- 
can World Airways and Lufthansa 
German Airlines. The airlines fre- 
quently have their troubles with 
the weather, but this is possibly 
the first case in which advertising 
has become involved. 

Both airlines have been adver- 
tising non-stop jet service to Eu- 
rope from Chicago’s O’Hare Inter- 
national Airport. Now the Civil 
Aeronautics Board charges that, 
despite the ads, the flights are not 
really non-stop, and CAB is 
launching an inquiry to find out 
why. 


s The answer is a double one. For 
one thing, the airport has been 
lengthening a runway for the jets; 
this will permit the jets to take 
off more heavily laden, and a 
heavy load of fuel is what makes 
non-stop flights to Europe possible. 
The runway lengthening was 
scheduled for completion June 4, 
and that’s when the non-stop ads 
started. The construction workers 
still haven’t finished the runway, 
however, and won’t for at least 
another week. The reason given? 
Wet weather last fall, which de- 
layed the early phases of the job 
and hence its completion. 

Besides, warm weather this sum- 
mer has contributed to keeping 
the airlines from making non-stop 
flights. For each degree of temper- 
ature increase above 59°, a plane’s 
load must be decreased by 1,500 to 
2,000 lbs. In practice this cuts down 
fuel capacity and, consequently, 
capacity to make long non-stop 
flights. 

Lufthansa is luckier than Pan 
American. Its flight leaves the 
Chicago airport at 10:30 p.m; Pan 
American’s leaves in the sweltering 
heat of mid-afternoon—at 3:30. 

James Anton, director of CAB’s 
bureau of enforcement, said that 
if the airlines cannot complete 
flights they advertise as non-stop 
without touching down at Gander 
or Shannon airports, they should 
put a disclaimer in their ads, cit- 
ing the phenomenon nobody does 
anything about—the weather. 


CAB CITES FOREIGN 
AIRLINES FOR AD TIE-INS 

WaAsHINGTON, Aug. 11—The Civ- 
il Aeronautics Board has accused 
three European Airline companies 
of illegally swapping rides for 
advertising tie-ins. 

The airlines were Lufthansa of 
Germany, Sabena of Belgium and 
Air France. 


s Mentioned in the complaints 
were Chesebrough-Pond’s Inc., 
New York, maker of Seaforth 
men’s toiletries; Jay Kaplan Ad- 
vertising and its account; Esquire 
men’s wear; tv packager Rich- 
ard S. Robbins and the program 
“The Price is Right.” 

For example, the complaint 
charged Sabena gave free rides to 
the winners of ‘“‘Pond’s passport to 
paradise” contest in exchange for 
free plugs in the contest promotion. 

Lufthansa was charged with 
cutting its prices for 17 outlets, 
mostly radio stations and news- 
papers. 
were each accused of dealing ille- 
gally with three companies. 

Lufthansa was accused of trad- 
ing transportation to a committee 
of the Washington Board of Trade 
in return for advertising in con- 


nection with the 1959 cherry blos- | 


som festival. + 
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FOR KEEPS—New Du Pont Telar 


New York, Aug. 9—One of the 
hottest advertising battles since 
auto radiators first blew off their 
caps is boiling up for the fall. And 
among the first to pour its anti- 
freeze on these troubled waters is 
E. I. du Pont de Nemours & Co., 
Wilmington, which last week out- 
lined the greatest ad campaign the 
company has ever undertaken to 
introduce a consumer product (AA, 
Aug. 8). 

A multi-million-dollar budget is 
being invested in television, news- 
papers, radio, outdoor and point- 
of-sale advertising this fall to push 
Du Pont’s new never-drain Telar 
anti-freeze and summer coolant. 

The campaign is designed to 
wrest a share of the anti-freeze 
market dominated by Prestone, 
made by Union-Carbide Corp. and 
challenge Dow Chemical Co.’s new 
Dowgard, claimed by Dow to be the 
“first all-year cooling system.” 


s At the moment, there is more 
hot air than cold figures to go by 
in assessing the advertising strate- 
gies the “big three” will follow. For 


Roberts, Mallis 
Agencies Unmerge 


PHILADELPHIA, Aug. 9—Will and 
Frank Roberts, who merged their 
W. S. Roberts Inc. with George L. 
Mallis Inc., exactly a year ago, 
have decided to pick up their ac- 
counts and go their own way again. 

While the Roberts brothers will 
continue to share offices with Mr. 
Mallis in the Broad Locust Bldg., 
they are operating as an inde- 
pendent corporation. Mr. Mallis is 
doing the same. 

Franklim Roberts, exec vp of 
W. S. Roberts Inc., told ApvERTIs- 
ING AGE the separation was com- 
pletely ‘amicable, but advertising 
circles here feel that the loss by 
Mallis of the Niagara Therapy Mfg. 
Corp. account in June was the 
cause of the separation. Niagara 
went to Meldrum & Fewsmith, 
Cleveland. This account, which 
billed about $1,000,000, comprised 
more than 90% of the business 
which belonged to Mr. Mallis. 

He is believed to have several 
regional Niagara dealers and sev- 
eral other small accounts. 


es W. S. Roberts Inc., expects to 
bill nearly $500,000 during the 


Air France and Sabena|naren & Haley Paint 
|WCAU-TV; Broad Motors; Larner, 


coming year. Among its accounts 
|are Broad Street Trust Co.; Fin- 
Stores; 


| Jennings, Mandel & Longstreth, a 
brokerage; Webber & Stuart, phar- 
maceuticals; Mutual Laundries of 
_Philadelphia and the Philadelphia 
Grand Opera Co. 

Mr. Mallis could not be reached 
|for comment. + 


ie ON ee eT er ee 


RE 


gy pOND 


S 


a ust. 

* , | 
velar 

ae COOLANT el 


anti-freeze and summer coolant 


will be advertised on about 10,000 outdoor sites like this one being 
studied by Du Pont Ad Manager W. W. Carty (right), and J. C. 
Blackwood, assistant ad manager. 


Du Pont's Ad Plans for Telar Signal 
Start of Battle for Anti-Freeze Market 


the present, Prestone and Dowgard 
are keeping mum about their plans 
for their bid for the stakes in this 
$300,000,000-per-year retail sales 
market. 


s From Prestone, the only news is 
that the fall campaign will be an- 
nounced around Labor Day. But the 
bulk of the advertising investment 
will go for conventional and time- 
tested Prestone. “We are prepared 
for any eventuality,” Prestone said. 
“If they want long-life coolant, 
we'll sell it, too. We have it.” 

Du Pont’s 
W. W. Carty, advertising manager, 
“is a pretty fabulous campaign.” 

Unlike Dow Chemical, which al- 

(Continued on Page 76) 


Co-op Pages Offered 
On Regular Basis 


in Four Magazines 


New York, Aug. 10—An off- 
beat magazine cooperative plan 
was offered to advertisers here 
this week by Nancy Sasser. Miss 
Sasser, who formerly conducted a 
“buy-lines” ad page in daily news- 
papers, has applied the coopera- 
tive formula to magazines. 

According to her announcement, 
advertisers can sign up as partici- 
pants in four-color spreads to ap- 
pear monthly, starting in January, 
in Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal and McCall’s. 


® Miss Sasser, who has contracted 
for the space on her own, said. the 
spreads would be subdivided to 
accommodate a maximum of six 
participating “spot” ads in each 
magazine. In addition, a perforated 
“finger-tip” recipe card printed 


back and front will be carried as 


inserts within the spreads. 
Space and inserts are sold as a 
package in all four magazines and 


product participation is exclusive 
for advertisers signing for the full 
schedule. Combined circulation is 


over 22,000,000 monthly, according 
to Miss Sasser: 


Rates for the 12 time schedule 


in the four magazines is $1,159,200; 
six time, $607,528, and three times, 
$312,613. Advertising in the seetion 
is commissionable to recognized 
agencies. + 


Fawcett-Dearing Boosts Palmer 


William E. Palmer has been ap- 
pointed vp in charge of sales of 
Fawcett-Dearing Printing Co., 
in New York. He 


with offices 
joined the organization in 1955. 


drive, according to 


Bad Advertising Sets Up Business as 


Target for Attackers, Banzhaf Warns 


Armstrong Cork Exec 
Says Ads Too Often Are 
‘Guileful, Ill-Mannered’ 


CHARLESTON, W. Va., Aug. 9— 
|Max Banzhaf this week urged 
| American business men to gain the 
|offensive, to “stop rebutting and 
start presenting the fundamental 
principles of the American free en- 
terprise system.” 

Mr. Banzhaf, director of adver- 


Jocelyn, Russell, 
Dunnell, 5 Others 
Join Potts-Woodbury 


Kansas City, Aug. 10—Potts- 
Woodbury has beefed up its staff 
by hiring eight new members, 
three of them vps. 

Glen Jocelyn, former creative 
director of Plough Inc., Memphis, 
is the new creative director as well 
as a vp. Before going to Plough he 
had been with Dancer-Fitzgerald- 
Sample; Earle Ludgin & Co., and 
Foote, Cone & Belding. 

‘Ransom P. Dunnell is the new 
vp in charge of radio and tv. He 
also has worked for Norman, Craig 
& Kummel; Cunningham & Walsh, 
and D’Arcy Advertising Co. 


# Clarence Russell, the third new 
vp, came from Klau, Van Pieter- 
som & Dunlap. He has also been 
with Beaumont & Hohman and 
with Olmstead. & Foley. 

New account supervisor is Jack 
MacDonald. He has been advertis- 
ing manager of Cudahy Packing 
Co., Chicago, and previously held 
the same job with Oscar Mayer, in 
Madison. He also had been with 
Grant Advertising; Campbell-Mit- 
hun and John W. Shaw Advertis- 
ing. 

David Ault, new account execu- 
tive, formerly was with the sales 
department of General Foods. Im- 
mediately before coming to Potts+ 
Woodbury he was an account ex- 
ecutive with Grant Advertising in 
Dallas. 

New copywriters are Cyril J. 
Mullen, formerly with Pedlar & 
Ryan; Needham, Louis & Brorby, 
and Tatham-Laird; and Roy M. 
Parmenter, who has worked with 
Cunningham & Walsh; Compton 
Advertising, and Batten, Barton, 
Durstine & Osborn. 

Returning to be art director is 
Richard P. Prezebel. Since leaving 
Potts-Woodbury his employers 
have included Campbell-Mithun. + 


East-West Tension 
Stymies Moskovitch 
Sales in Syracuse 


Syracuse, Aug. 9—The Russian- 
made Moskovitch automobile will 
not be sold in the U. S. until U-2 
spy pilot Francis Powers is freed 
by the Soviets, according to Robert 
Castle, Syracuse automobile deal- 
er. 
“The Moskovitch is in Moscow 
until Mr. Khrushchev sends Mr. 
Powers home driving one,” Mr. 
Castle said, in announcing sus- 
pension of the sale of the small 
cars. Mr. Castle said he expected 
to get $1,400 each for the 10,000 
Russian cars he has contracted to 
import (AA, May 30). 

He said fewer than 100 are in 
this country. He had expected to 
receive 500 more in June but can- 


celled the order because of the | 


tising, promotion and pr of Arm- 
strong Cork Co., presented his de- 
fense of the maligned American 
business man in a speech before 
the 34th annual convention of the 
National Industrial Stores Assn. 
last Sunday. 


# In discussing advertising, Mr. 
Banzhaf observed, “The most 
prominent face business shows to 
the public is selling, especially ad- 
vertising, and I regret to say that 
this face is too often ill-mannered 
and guileful. 

“Some of this is due to a malady 
that besets some people when they 
advertise. For some ‘mysterious 
reason, a man who has complete 
integrity in every other respect 
seems compelled to say things in 
his advertising that he would never 
dream of saying in person. 

“Yet day and night, advertising 
puts business constantly in the 
public’s eye. And when it’s irre- 
sponsible, in bad taste, deceptive, 
irritatingly repetitive, or even 
merely dull and pompous, it an- 
noys people, confirms the bad re- 
ports they’ve heard and clouds 
their reasoning with emotion. This 
sets up business as a fine target 

(Continued on Page 52) 


Curtis to Open 
Ad Sales Office 
in London Sept. 20 


PHILADELPHIA, Aug. 12—Curtis 
Publishing Co. announced plans to 
open a British and European ad- 
vertising sales office for The Sat- 
urday Evening Post and Holiday. 
The new office will be located in 
London and will be opened about 
Sept. 20. 

Keith Woodeson, formerly a 
member of Holiday’s New York 
staff and since last January the 
manager of Newsweek’s Geneva 
office, will return to Curtis as 
manager of the new London office. 


# In announcing plans for Curtis’ 
first foreign advertising sales of- 
fice, Edward C. Von Tress, senior 
vp and advertising director, said 
the move was prompted by indi- 
cations that in the years immedi- 
ately ahead there will be a con- 
stantly expanding intercharige of 
goods between Europe and the 
U.S. He noted a growing trend by 
American companies to open Eu- 
ropean branches and moves by 
European companies to expand 
their American outlets. A number 
of American agencies have opened 
European offices. 

“We expect the new office to 
be a definite stimulus to adver- 
tising; it will at all times stand 
ready to be of service to European 
advertisers with American inter- 
ests and American advertisers with 
European interests,” said Mr. Von 
Tress. # 


Trager Rejoins Hazel Bishop 

Millie Trager has rejoined Hazel 
Bishop Inc. as advertising-promo- 
tion manager, after an absence of 
four years. She was with the com- 
pany from 1950 to 1956 and since 
then worked for Grey Advertising 
and, most recently, as a consultant 
to Columbia Pictures Inc. 


Ross, Di Cio to Sage, Buker 
Helen Ross, formerly on the 
promotion staff of Glamour, has 


Do-A-Lots Names Small collapse of the summit confer-| joined Sage, Bukar & Larisch, New 

Do-A-Lots, Brockton, Mass., has | ence, he said. | York, as copy chief. At the same 
appointed William J. Small Ad-| “Unfortunately, ours is a busi-| time, Vincent Di Cio has joined 
vertising Agency, Boston, to han- ness tied in too closely with po-| the sales promotion agency as art 
dle advertising for its women and litical trade winds and summit) director. He was formerly on the 
misses sportswear. | collapse,” Mr. Castle asserted. = art staff of Fawcett Publications. 
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Bishopric Agency 
Merges with Dunlop 
in Caribbean Move 


Miami, Aug. 9—For the second 
time in six months, Bishopric/ 
Green/Fielden, the largest Flor- 
ida-owned advertising agency, has 
announced a major® expansion 
move, this one designed to make 
its operation international in scope. 

Karl Bishopric, president, an- 
nounced that the Jamaica agency 
of Gerry Dunlop & Associates has 
been merged into the Bishopric/ 
Green organization through pur- 
chase of a substantial stock in- 
terest. The new acquisition affords 
the Miami agency a key Carib- 
bean location. 


es Last February the company 


opened a northern Florida divi- 
sion, Radcliffe Advertising, Jack- | 
sonville. 

The Jamaica affiliation will en- | 
able both agencies to expand their | 


Las vy i, Seen 


service to clients. 

“With a division in Jamaica,” 
Bishopric said, “we'll virtually be 
on the doorstep of our Caribbean 
advertisers who sell in the US. 

“By the same token, we have a 
number of American clients whose 
interests are heavily centered in 
Jamaica and the surrounding is- 
lands. We expect to draw on the 
Dunlop agency’s facilities and 
knowledge to serve these clients 
better and faster.” 


s Dunlop clients also will reap the 
benefits of increased facilities, tal- 
ent and special services, such as a 
complete radio-television-film de- 
partment, available through the 
Bishopric agency. 

Moreover, through the new as- 
sociation, Dunlop automatically be- 
comes a member of the Conti- 
nental Advertising Agency Net- 
work, a 17-member nationwide 
network of agencies which work 
together to offer clients expanded 
coverage as needed. 

The Dunlop organization is one 


of the largest and most active 
agencies on the island. Its 36 cli- 
ents are headed by Colgate-Palm- 
olive Ltd.; J. Wray & Nephew 
Ltd.; Jamacia Milk Products Ltd.; 
Desnoes & Geddes Ltd., and Mar- 
tin’s Tours. 

Bishopric/Green/Fielden has 
grown steadily since its organi- 
zation in 1947. The Miami agency’s 
current annual billing is in the 
$4,000,000 bracket, and with the 
additional billing of the new af- 
filiates, it will top the $5,000,000 
mark, Mr. Bishopric indicated. 
Other principals of the agency are 
Jack I. Green, exec vp and crea- 
tive director, and W. Arthur Fiel- 
den and Charles H. Whitebrook, 
vps. # 


Time Inc. Boosts Adams 
Charles A. Adams has been 
named general manager of the 
subscription service division of 
Time Inc. Mr. Adams, who will be 
based in Chicago, was formerly as- 
sistant to his predecessor, J. Ed- 
ward King, who died recently. 


where things are happening to keep 
business good...and make it better! 


All around Tacoma, everywhere you 


look, new homes are 


housing projects soon to be embel- 
lished with shopping centers, schools, 
churches. Things are happening in 
Tacoma, to keep business good and 
make it even better. Building permits 
ran well over $45 million this past year. 


springing up— 


So, when you’re planning a promotion 
—think twice about Tacoma. First, as 
a separate metropolitan area, vital to 
the total economy of the Puget Sound 
Circle. Second, as a market which can 
not be covered by any outside news- 
papers. Proof? Ask the man from 
Sawyer-Ferguson-Walker Company. 


The TACOMA NEWS TRIBUNE now delivering more than 85,000 daily 


* 


A 900-pound Lunar ( apsule containing scientific instruments 
ef) soon make “rough” landing on the Moon, It will br carried 
by a larger spacecraft tos toration about 23 miles from the 
Moon's surface, then released. A retro-rocket will cushion its impact. The 
Lunar Capsule will transmit vital setentifie data hack te Kerth for ob at gecmern 
month or more Ths unique space velicle will be the product pike dedisvuntites elles Yar’ gnghiaers 008 tov0s 

af Ford Moter Company's Acronetronic Division . 


A benkiet descriteng: Acromutrunie’s 
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FLIVVER ON THE MOON—Aeronutronic Systems Inc., Los Angeles, has 

launched a corporate image campaign in electronic trade publica- 

tions, using ads like this to tell the story of its activities in a series 

of diverse projects of research and development. Honig-Cooper & 
Harrington is the agency. 


British Workshop 
Visitor Sees Few 
Differences in Ads 


Curcaco, Aug. 11—In general, 
advertising problems and ap- 
proaches in England and the U. S. 
are so similar that attendance at 
ADVERTISING AGE’s Creative Work- 
shop required no shifting of men- 
tal gears, Dennis Blairman, who 
flew over especially from London 
to attend workshop sessions, de- 
clared this week. 


= “Your techniques of reproduction 
are in general superior to ours,” 
Mr. Blairman told AA, “and I am 
particularly impressed with your 
magazine color work. But I believe 
the British do a superior job with 
small space, particularly in news- 
papers, and I’m not sure we don’t 
use commercial television more 
carefully than you do. Perhaps our 
smaller daily output of tv fare (our 
stations are on, usually, from 1 p.m. 
to 11:30 p.m.) makes it possible to 
provide fresher programs, less 
rambling, etc.” 

Mr. Blairman is one of four 


Erwin, Wasey executives who 
bought control of Crane Publicity 
Ltd., old-established London agen- 
cy, in April of this year (AA, 
March 28). The agency is medium 
size, employing 65 people and bill- 
ing approximately $3,000,000. 

Declaring that marketers in the 
U. S. do not seem to appreciate the 
possibilities of England as a market 
for U. S. goods, Mr. Blairman de- 
clared that Britain probably repre- 
sents the best market outside the 
U. S., and in addition is an effec- 
tive springboard into the European 
market. 

“Many Americans still think of 
us in Great Britain as completely 
primitive in an advertising and 
marketing sense,” he said. “This is 
not true. The marketing and adver- 
tising operations are remarkably 
similar, and are getting more so 
every day.” # 


Galbo Rejoins Kelly, Nason 

Vincent J. Galbo, formerly an 
account executive with Robert 
Conahay Inc., has rejoined Kelly, 
Nason, New York, as vp and ac- 
count executive after an absence 
of seven years. 
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THE “BIG THREE” Tl MI ES SERVICE WEEKLIES 


-JUST ABOUT 


UNIVERSAL MILITARY COVERAGE 


250,000 + NET PAID CIRCULATION 
2,000,000 + MULTIPLE READERSHIP 


WITHIN THE 


$10,523,000,000 
CONSUMER MARKET 


Essentially universal coverage of the essential $10.5 
billion military consumer market—the world-spanning 
TIMES Service Weeklies deliver it with single-rate 
efficiency and top ‘poid-circulati y 
gigantic market should not be neglected. Sell it, now. 
WRITE FOR COPIES, RATES, MARKET INFORMATION 
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McCormick Named President 
of Yankce Network 

William M. McCormick has been 
named president of the Yankee 
network division of RKO General 
and general manager of RKO’s 
Boston stations, WNAC and WNAC- 
TV. Mr. McCormick formerly was 
vp and sales director of WOR, New 
York, having been associated with 
this RKO station for the last 14 
years. 

Mr. McCormick will replace 
Norman Knight, who resigned to 
devote his full time to public af- 
fairs projects and to his private 
business interests. Mr. Knight owns 
WHEB, Portsmouth; WTSV, Clare- 
mont; WTSL, Hanover, N. H., and 
WEIM, Fitchburg, Mass. 


Bali Bra Ad 
Approach Shifts 
to Show Stitches 


Bow Motif Retained but 
Deemphasized; Now It’s 
Worn in Sylph’s Hair 


New York, Aug. 10—A year 
and one-half ago, Bali Brassiere 
Co. used a campaign picturing a 
woman clad, not in a bra, but in 
a giant bow. The theory was that 
girls should not appear in public 


take beauty to your bosom 


with the Bat vou love best 


wee Star i wt +n A dace een arm ey 


|graph of a girl “retouched to the 


boxes, price tags, package labeling, 
etc. It also helped tie up the larg- 
est package of bra sales “ever 
known in Bali’s history, a neat 
20% increase over previous rec- 
ords.” ' 


s For fall, 1960, however, the 
agency decided that the bow theme 
was becoming slightly shopworn 
—and the client was becoming 
restive. He wanted to see his prod- 
uct in the ad—after all it involved | 
hundreds of stitches and 40 to 50| 
separate sewing operations, — 
he wanted to display it. 

The problem, then, was how to| 
show the product in all its real- 
ism and yet avoid using a photo- 


| point of ugliness and wearing this 


r r= 
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take beauty to vour bosom 


with the Paks you love best 
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OBM Names Heekin Senior VP in their bras. As the agency, Hock- 
James R. Heekin, who joined|aday Associates, explained at the 
se Ogilvy, Benson & Mather, New|time, “It’s neither ladylike, nor 
York, in 1956, has been appointed | provocative advertising” (AA, 
a senior vp of the agency. Mr. Hee- | March 9, ’59). 
kin, an account supervisor on Le- Not a bra was shown in the ads; 


= |piece of geometry on her chest. 5 ; 
SNOW This t the Sno-Flake Bali We knew if we showed a girl FLOWERS—T his ws the Flower Bali ad. 
wearing a bra it would do nothing lok’ enke 6 Bali b “ar 
for Bali,” ADVERTISING AGE was told rae SS ee Pee, Re 
at the agency. air—is idling among flowers or 
Sten eins Ginel ae te te © a woodland dell, while birds and 


The bow symbolized the struc- 
tural bow which is a unique con- 
struction feature of Bali bras, and 


ver Bros., is the agency’s fifth sen- 
ior vp. 


only the bow-garbed woman, leap- | 


it became both the visual and the | series of fairytale-style watercol- 


| ing about with airy abandon. | copy theme for retail ads, Bali|ors, in which an elfin Bali girl— 


Solid Cincinnati 
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\ 


reads 
the 


Cincinnati 
ENQUIRER Ff 


eee ae ae 


Sincinnati | 


"...the poster chairman? Ob, he’s a young chap from one of the 
big Madison Avenue agencies!” 


It’s MORE THAN CAMPAIGN PROMISES that make so many 
advertisers vote for the Cincinnati Enquirer. It's campaign 


results. Your advertising campaign in the Daily Enquirer 
reaches the solid market-that-matters in this great and grow- 


ing metropolitan area . 


. the younger, larger, more active 


families that need mote, earn more, spend more. Result? 
You're in SOLID in Cincinnati when you're in the Cin- 
cinnati Enquirer. A look at the latest Top Ten Brands 
sarvey will give you the whole story. Call or write The 


Enquirer's Research Department for your copy. 


Represented by Moloney, Regan & Schmitt, Inc. 


butterflies fetch her Bali bra. 

The scenes derive from the 
names of various Bali bra styles 
—Flower Bali, Sno-Flake Bali, 
Sky Bali, Water-Bali. One style 
is featured in each ad, and the 
setting corresponds to the style 
name. 


s The colors are lush, and the 
over-all effect is of a painting, 
rather than a merchandise ad— 
but there, in the midst of this 
colorful fantasy, is the Bali bra, 
with every stitch showing. 

The headline in each ad is, 
“Take beauty to your bosom with 
the Bali you love best.” The copy 
is a brief two lines. For example: 
“Flower Bali, an enchanted bou- 


take beauty to your 


with the Paks sou love best 


BiRDS—This is the Sky Bali ad. 


quet of lace that flatters your 
bosom as it holds and shapes and 
lifts.’ The copy ends with last 
year’s ad theme, “Every Bali has 
a bow, and so do girls who wear 
them.” 

Originally the media schedule 
had called for Mademoiselle, Har- 
per’s Bazaar, Vogue and the New 
York Times Magazine, starting in 
September issues. Buyer reaction, 
however, has been so prompt and 
enthusiastic that the campaign is 
now being developed for newspa- 
per r.o.p. color insertions in a few 
markets. + 


Wm. Underwood Boosts Two 

Wm. Underwood Co., Watertown, 
Mass., food canner, has made two 
top promotions in the sales depart- 
ment. Thomas B. Mitchell will 
move up from eastern division 
sales manager to take the new 
position of assistant to James D. 
Wells, vp, marketing. Burton B. 
Hughes, western division sales 
manager, has been transferred 
from San Francisco to succeed Mr. 
Mitchell. 


James Weathers Named 

James Weathers, formerly gen- 
eral manager of the World Broad- 
casting System, has been appointed 
western division spot sales manag- 
er of the Economee division of 
Ziv-UA, New York, a new title. 
Mr. Weathers will work out of a 
California office. 
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are so many 
important people 


reading 


Nation’s Business 


SENATOR PRESCOTT BUSH (Republican, Connecticut)— 
quoted extensively from the NATION’S BUSINESS article 
“Action Now Can Stop Inflation”’ on the floor of the Senate, 
and put the entire feature into the Congressional Record. 


kk 
**An.excellent summary of the evils of inflation and of the 
dangers it creates for our economy,” is the way Senator 
Bush described this NATION’S BUSINESS report in 
bringing it to the official attention of his fellow Senators. 


Senator Bush—and many other congressmen—find 
NATION’S BUSINESS a source of sound, usable information 
on the way business is thinking about national issues, about 
events in Washington as they affect business, and about 

the course of business itself. 


Each monthly issue of NATION’s BUSINESS gives businessmen 

a useful look ahead . .. the facts on which they can base 

many of their own decisions. It is read as a basis for action by 
some 750,000 presidents, owners, partners and other top executives 
in more than 500,000 business firms across the country. 


Through its advertising pages, you can build a favorable 
corporate image for your company . . . create acceptance 
for its products . . . announce new policies and products... 
or produce leads and make direct sales or business calls on 
more of the nation’s businessmen than you can reach 

with any other management magazine. 


you advertise in Nation's Business... 


to se// more of the nation’s business 


Nation’s Business 


ADVERTISING HEADQUARTERS / 711 THIRD AVE., NEW YORK 17 
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Adman in the News. 


Cuicaco, Aug. 
first tasks for Ira 


and merchan- 


Co., is to be- 
come -acquaint- 
ed with the job. 

Mr. Shy’s ap- 
pointment came 
suddenly, fol- 
lowing the ac- 
cidental drown- 
ing of Val S. 
Bauman, who 
had held the post since 1953 (AA, 
Aug. 8). 

“We will continue the same pol- 
icies instituted by Val Bauman,” 
Mr. Shy said this week. “I plan 
first to contact our branches, get 
acquainted with the people, and 
add to my knowledge of the op- 
eration.” 

In order to free Mr. Shy from 
some of his desk work, National 


tra O. Shy 


10—One of the 
O. Shy, newly 
named vp in 
charge of sales 


dising activities 
at National Tea 


.. Ira O. Shy 


| has named William Brooks as as- | 
sistant sales and advertising man- | 
ager, and John O’Berry director of 
purchasing of foods and non-foods. | 
| Both are new positions. 

Mr. Brooks was assistant sales 
|manager for the Chicago branch, 
and Mr. O’Berry was in the mer- 
chandising department. 


a Mr. Shy formerly was vp in 
charge of five branches of National 
Tea. He and Mr. Bauman have. one 
thing in common—both learned the 
supermarket business through long 
experience at the rival Kroger Co. 

Mr. Bauman spent 13 years at 
Kroger, rising to sales and .adver- 
tising director of the Fort Wayne 
branch. Mr. Shy’s tenure was 22 
years—from 1931 to 1953. 

Mr. Shy started as a clerk in a 
Kroger store in St. Louis. He 
moved ahead rapidly, becoming 
store manager, supervisor, assis- 
tant sales manager, district man- 
ager and sales manager. 


In 1942 he was named branch 


in Detroit. In 1949 he was named 
northern regional manager, in 
charge of 700 stores. 

He left Kroger in 1953 to become 
branch manager for National in 
Detroit. He was named assistant to 
the vp of operations in November, 
1956. A year later he was elected vp 
in charge of operations. His specific 
areas of responsibility were stores 
in Ohio, Wisconsin, Michigan, Min- 
nesota, North Dakota, South Da- 
kota, Nebraska and Iowa. 


# In his new post, Mr. Shy is in 
charge of sales, advertising, mer- 
chandising, purchasing and public 
and trade relations. 

The company, with 903 stores, 
currently spends about $10,000,000 
annually on advertising. About 
65% of it goes into newspapers. 

National Tea Co. operates a de- 
centralized chain, with heads of 


the company’s 12 branches deter- | 


mining ad expenditures and cam- 
paigns. The headquarters supplies 
newspaper ad mats, store signs 


| Manager for Kroger in Peoria, and | and banners. 
two years later took a similar post | 


Mr. Shy told ApveRTISING AGE 
that, like his predecessor, he is a 
| firm believer in nationally adver- 
| tised brands, as opposed to private 
| labels. 
| “Nationally-advertised brands 
| are recognized,” he said, “and we 
feel it is wise to take advantage of 
the pre-selling done by these man- 
ufacturers by featuring the items 


help attract new customers.” 

Private label brands at National 
account for less than 3% of the 
chain’s annual sales volume, he 
said. 


s Mr. Shy was born in St. Louis in 
March, 1909, and was raised in 
Walnut Ridge, Ark. He attended 
St. Louis University. He lists golf, 
fishing, hunting and trap shooting 
as his hobbies. + 


McCarthy to ‘House Beautiful’ 
Gerald E. McCarthy, formerly 


|with Moore Publishing Co., has 


joined the Cleveland sales staff of 
House Beautiful. 
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NEW PORTFOLIO NOW AVAILABLE 


An up-to-date picture of industry's 
most important and most active 
buying group . . . what they read, 
the kinds of information they look 
for, how they like it presented. 
Also contains latest data on N.E.D. 
market coverage with proof of 
readership and advertising effec- 
tiveness in all industrial markets. 


1955 


"1956 1957 1958 


1959 


A Publication, Penton Building, Cleveland 13, Ohio 


BPA 


Now over 86,000 copies (total distribution) in over 46,000 industrial plants 


in our store. These brands also | 
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NEW STARTER RELEASE—Western Tool 
& Stamping Co., Des Moines, will 
use this ad in hardware and farm 
implement trade magazines, begin- 
ning in September, to promote its 
new fingertip starter release on 
Homko rotary motors. Robert Haas 
Advertising, Chicago, is the agency. 
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H&B American Buys 
9 Jerrold Systems 
for $5,000,000 


PHILADELPHIA, Aug. 10-—Jerrold 
Electronics Corp., has sold nine 
community antenna systems and 
two microwave companies to H&B 
American Corp., Los Angeles, for 
approximately $5,000,000. The sale 
is subject to approval by Jerrold 
stockholders. 

The sale of these systems is 
“not in any way related to a recent 
anti-trust decision, which denied 
the government’s request that 
Jerrold be divested of its com- 
munity antenna systems,” accord- 
ing to the joint announcement of 
the transaction made by Milton J. 
Shapp, Jerrold president; Charles 
L. Glett, newly-appointed presi- 
dent of H&B American, and David 
E. Bright, H&B board chairman. 

In this decision (AA, Aug. 1) 
the court agreed with the govern- 
ment that Jerrold had monopolized 
illegally by selling equipment to 
operators only if they agreed to 
buy subsequent parts and appa- 
ratus from Jerrold. U.S. District 
Judge Francis. I. Van Dusen 
granted an injunction. New com- 
munity antenna system acquisi- 
tions will have to be approved by 
the court during a three-year pe- 
riod from April 2, 1959. 


= Mr. Shapp said funds from the 
sale will be applied to an expan- 
sion and diversification program 
which contemplates acquisition of 
community antenna systems and 
electronics companies specializing 
in industrial test and _instru- 
mentation equipment, audio and 
video communications systems and 
advanced electronic research. 


s H&B American operates a num- 
ber of divisions in diversified 
industrial activities, including 
Transcontinent Communications 
Systems, a new subsidiary which 
will operate the newly-acquired 
community antenna systems. 
Other H&B divisions include Big 
Boy Mfg. Co., General Trading Co., 
and Quick-Way Shovel Co. 

The nine community antenna 
systems sold by Jerrold are in 
Ukiah, Cal.; Ventnor, N.J.; Flag- 
staff, Ariz.; Pocatello, Ida.; Du- 
buque, Ia.; Florence, Ala., and 
Richland, Walla Walla and We- 
natchee, Wash. # 


Olympic Stained Names Kraft 

Olympic Stained Products Co., 
Seattle, maker of wood stains, 
shingles and lumber, has appointed 
Kraft, Smith & Ehrig, Seattle, to 
handle its advertising. Morton & 
Stanton, Portland, was the previous 
agency. 
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.. are often people not directly associated with it. They help 
create a favorable impression for your company or product 
just because there is no personal motivation. 


Obviously, the more important these people are, the wider 
and deeper is their radiating influence. And the better in- 
formed they are, the more seriously will their well-articulated 


opinions be weighed and accepted by those who respect and 
emulate them. 


Ideas and trends are initiated by these people. Selling efforts 
begin when you sell them first. And that’s the simple and 
basic difference between a class audience and a mass audi- 
ence. It is also among the reasons why more and more leading 
advertisers evaluate “U.S.News & World Report” as... 


The most important magazine 


of all 


Every week, throughout the year, this is 
the one magazine that concentrates its 
entire content on the important news 
of national and world affairs. This is 
news that America’s most important 
people need and use in making personal and business 
decisions. 


Its audience is not just readers, but leaders in business, 
industry, government, and the professions. All over the na- 
tion, “U.S.News & World Report” subscribers are active 
and outstanding in their community organizations: civic, 
church, service, social, etc. And as a further measure of ra- 
diating influence, “U.S.News & World Report” is rated (by 
definitive sources) as one of the most widely quoted maga- 
zines in America today. 

Ask your advertising agency for the documented facts about 
this important magazine . . . from your standpoint, very 
likely the most important magazine of all! 


Americas Class News Magazine 
Now more than 


net paid circulation 


Washington and London. 


Se hee 


The most important spokesmen 
for your company 


Advertising offices, 45 Rockefeller Plaza, 

New York 20, N. Y. + Other advertising offices in 
Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, 
Chicago, St. Louis, San Francisco, Los Angeles, 


U.S.NEWS & WORLD REPORT 
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Cities Service 
to L&N After 13 
Years at Ellington 


(Continued from Page 1) 


ductions ranging from $28,000 in 
1947 to $15,000 in 1951.) 


8 Cities Service was remarkable 
among oil companies (in 1959 it 
was sixth in sales among US. oil 
companies, trailing Shell and 
leading Phillips) because of its 
large bulk sales. For many years 
it was a sponsor of the “Band of 
America.” In recent years it has 
been heavy in spot, newspapers 
and outdoor. 

Prior to the appointment of El- 
lington in 1947, Cities Service was 
with Lord & Thomas and its suc- 
cessor, Foote, Cone & Belding, for 
21 years. The late Albert Lasker, 
head of Lord & Thomas, put Cities 
Service into network radio shortly 
after National Broadcasting Co. 
was formed in 1926. NBC’s first 
president was Dean Aylesworth. 

Behind the account shift was 
believed to be a _ fundamental 
change in the way Cities Service 
regarded its advertising. For many 
years Cities Service had treated 
its advertising in a rather institu- 
tional way. The indications now 
seem to be that the company will 
be much more aggressive, that it 
is placing more emphasis on its 
marketing department, and that 
it expects to get more from its 
advertising. 


® Cities Service’s switch to Len- 
nen & Newell is the latest in a 
series of agency shifts by a half- 
dozen oil companies in as many 
months. Oil marketers that have 
moved or are in the process of 
moving to other agencies are 
American Oil, Continental Oil, 
Mobil Oil, Shell Oil, Union Oil of 
California (broadcast only) and an 
institutional ad account of Stan- 
dard Oil (New Jersey). 

“While it’s difficult to pinpoint 
specific reasons for the recent 
rash of agency switches, it seems 
likely that the current restlessness 
of oil marketers is the result of a 
combination of problems faced by 
the industry. 


, Everybody gets jittery and starts 
yelling for action. The result is 
that the ad agency—whether the 
situation warrants it or not—gets 

canned.” 

| 


® Another and more obvious rea- | 


json is simply that oil companies 
|are seeking new approaches to the 


best way to get a new creative 
approach, the thinking goes, is to 
get a new agency. 

An indication of one new ap- 
proach in selling gasolines and 
oils came this week from James 
Bennett, chairman of the travel 
development committee of the 
American Petroleum Institute. Mr. 
Bennett, a former adman with 
Compton Advertising, said the 
industry—and individual oil mar- 
keters—are about to embark on a 
concentrated effort to broaden the 
gasoline market by (1) empha- 
sizing travel and (2) pushing 
increased use of autos by con- 
sumers. He indicated that oil com- 
panies and their agencies will 
probably concentrate on “less oc- 
tane and additive, and more travel 
copy” in their ads. 


® Despite high inventories and 
falling prices, the picture is not 
altogether bleak for the nation’s 
oil companies. According to figures 
from the American Petroleum In- 
stitute, the nation’s motorists are 
burning up gasoline in record 
quantities. Gasoline consumption 
over the past five years has 
climbed from an estimated 44.3 
billion gallons in 1954 to 56.1 bil- 
lion gallons in 1959. Introduction 
of the compact cars, however, is 
expected to put a brake on this 
record pace. According to a survey 
recently completed by General 
Motors, gasoline consumption by 
1970 was formerly ‘expected to 
reach 83 billion gallons. With the 
advent of the smaller-size auto, 
however, the projected figure for 
1970 was revised downward to 76 
billion gallons. 


8 Another significant develop- 
ment in the oil industry is the 
consolidation by Standard of Indi- 
ana and Standard of New Jersey 
of their principal domestic mar- 
keting affiliates. Earlier this year, 
Jersey Standard announced the 
consolidation of its five major 
divisions—Esso Standard, Humble 


= One of these is the continued 
decline of oils on the stock mar- 
ket. The oil companies, caught 
in a classic supply-and-demand 
squeeze, have had a serious prob- 
lem of oversupply which has re- 
sulted in large-scale price wars 
around the country, and in a gen- 
eral deterioration of the industry’s 
basic price structure. 

“Every oil company has suf- 
fered,” said one industry adman. 
“Production catches up with de- 


mand. Stock prices start falling. 


of Texas, Carter, Oklahoma and 
Pate oil companies—into a single 
major subsidiary, Humble Oil & 
Refining Co. of Delaware. The 
Jersey consolidation—although not 
affecting its agency relationship 
with McCann-Erickson—was sig- 
nificant in that it enabled the 
company to market its products 
under a single brand name on a 
national basis. Formerly, both 
Jersey and Indiana companies 
were prevented from using the 
“Standard” name or trademark 
outside of geographical ‘boundaries 
imposed by Federal trust-busters 


$29,000,000 in Oil Companies’ Account Shifts in 1960. 


Account To From Billings 
Cities Service ............ Lennen & Newell,......Ellington 8 Co. ......cccsssseseseseseeees $ 3,500,000 
American Oil ..........0 UNO: <cssicaheteressanetcsend Joseph Katz ~ 
Co. of New York ..$5,000,000 - $6,000,000 
Mobil Oil (gen- 
eral petroleum) ......Compt -Stromberger, 
Lavene & 
A OT ao a $ 1,000,000 
Shell Oil (except 
institutional and . 
chemical accts.) ...... Ogilvy, Benson .......... J. Walter Thomp $11,000,000 
Shell of Canade ........ Ogilvy, Benson & 
SS ae J. Walter Thomp $ 1,500,000 
Standard Oil of 
N. J. (institu- Ogilvy, Benson & 
GOIN ps cicsciaeppirieeianrtnminintioctmnemnitin ces ccck Sena: ee IE AN alt $ 1,000,000 
Union Oil Co. of 
Cal. (broadcast 
OM) | scciesivictigainiaden Young & Rubicam ...... Erwin, Wasey, 
Ruthrauff & Ryan... $ 3,000,000 
Continental Oil ...——_ ................ Benton & Bowles ...................0000 $ 4,000,000 


old problems of selling more gas- | 
oline and oil products—and the | 


Silver 


JOINT AD EFFORT—Miks Silver, J. 


motion with W. R. Roberson Jr., 


of both 


Roberson 


Campbell 
T. Howard Advertising Agency, 


Raleigh, discusses plans for a Greenville-Washington market pro- 


WITN, Washington, and A. Hart- 


well Campbell, WNCT, Greenville. The rival eastern North Carolina 
stations will run a series of business paper ads over the signature 


outlets. 


almost 50 years ago. 


s In July, Standard Oil Co. (Indi- 
ana) followed Jersey’s lead with a 
large-scale reorganization § that 
combined its two domestic subsid- 
iaries, American Oil Co. and Utah 
Oil Co., into a single subsidiary, 
American Oil Co. 

Previously the company mar- 
keted Standard gas in the Mid- 
west, Amoco Gas in the East and 
South, and Utoco gas in the 
Northwest. At the same time, the 
company moved national product 
advertising into D’Arcy Advertis- 
ing, previous agency for the Stand- 
ard brand alone. 


s The basic marketing fact behind 
these changes is that the oil busi- 
ness, after years as essentially a 
regional business, is now becoming 
a business of national marketing. 
Where only Texaco has had na- 
tional distribution and marketing 
outlets in all 50 states (as of June, 
1960), Gulf, Mobil and Shell have 
been moving rapidly to fill their 
marketing gaps via a rapid pro- 
gram of station development and 
market expansion, and Humble 
and Standard of Indiana are both 
now free to make a bid for nation- 
al business. 

The attention of the oil business 
has been riveted on the West 
Coast situation where Phillips Pe- 
troleum Co. and Gulf are appar- 
ently locked in a battle to control 
Union Oil Co. Phillips, according 
to Hearst financial columnist Les- 
lie Gould, Phillips now has more 
than 14% of Union’s outstanding 
convertible to about 26% of Un- 
shares, and Gulf has debentures 
ion’s common stock. + 


Chesebrough Shifts Products 

Chesebrough-Pond’s Inc., New 
York, has appointed Norman, Craig 
& Kummel to handle advertising 
for Pond’s Angel Skin hand lotion 
and hand cream. Compton Adver- 
tising, the previous agency, has 
been assigned a new Chesebrough- 
Pond’s test product, and will con- 
tinue handling the Pertussin cough 
and cold remedy line and Seaforth 
men’s toiletries. Norman, Craig al- 
ready handles Vaseline hair tonic 
and cream hair tonic, Lip-Ice, 
Pond’s High Lustre lipstick, Angel 
Touch liquid makeup and some 
new test products. 


CBS First Half Income Drops 

Consolidated net income for Co- 
lumbia Broadcasting System, New 
York, dropped to $12,669,169 for 
the first six months of 1960, com- 
pared with $13.318,871 for the 
first half of 1959. The decline was 
|attributed to increased operating 
|costs. Net sales tor the first six 
{months of 1960 were up—$231,821, 
| 970, against $215,089,500 for the 
| corresponding period last year. 


Brown to Handle 


| 
} 


Weed Stations 
in the South 


Datuas, Aug. 11—Clarke Brown 
Co. has announced its appointment 
to handle southern area represen- 
tation for stations listed by Weed 
Radio & Television Corp. (AA, 
Aug. 1). 


® Though the Weed companies 
have bought stock in Clarke Brown 
Co., the Weed-Brown teamup is not 
a merger, as originally reported. 

Mr. Brown, who becomes a vp in 
both Weed corporations, said the 
arrangement “in no way changes 
our operations as independent re- 
gional representatives. We will con- 
tinue to represent selected stations 
throughout the South in our own 
firm name but will also be han- 
dling the full list of the Weed com- 
panies’ stations in their names 
through all five Brown offices in 
Dallas, Houston, Denver, New Or- 
leans and Atlanta.” 


= For the past six years Brown 
had acted as the southcrn office 
for H-R Representatives, which 
has opened offices of its own in 
Atlanta and Dallas. 

In New York, Joseph J. Weed, 
head of the Weed companies, said 
that the five Brown offices will, 
in effect, become Brown and Weed 
offices. The present Weed office 
in Atlanta will be absorbed into 
the Brown Atlanta office at 1182 
W. Peachtree St. Manager of the 
Atlanta office will be Richard M. 
Walker, now assistant manager of 
Brown’s office in that city. Jack 
Eisele, vp and manager of the 
Houston office, has been named 
director of mid-South operations 
for Brown and Weed. The person- 
nel in the other Brown office re- 
mains the same. 


® Tying in the working arrange- 
ment further, Cornelius C. Weed 
Sr., Chicago Weed executive, has 
been appointed a vp of Clarke 
Brown Co. 

‘In New York, the Weed com- 
panies announced that they are 
reopening a branch office in St. 
Louis, located at 7603 Forsythe 
Blvd. This office will be run by 
Jack Hetherington, formerly Dal- 
las manager for McGavren TV. 
Two salesmen have been added to 
the Weed tv staff. They are: In 
New York, Joseph P. Foley, for- 
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DSI Fights Proposed 


Ad Restrictions by 


Virginia Board 


RICHMOND, Va., Aug. 11—Pro- 


| posals to ban color copy and limit 


the size of liquor ads in news- 
papers and magazines published 
in Virginia were viewed as a 


| “needless and discriminatory pen- 
alty” by the Distilled Spirits Insti- 


tute at hearings here today. 
The regulations, proposed by the 


| state alcoholic beverage control 


board, would also require prior 


|approval of advertising copy by 


|the board. The proposed regula- 


tions would limit the size of liquor 
ads to a quarter page. 

Erwin B. Hock, field representa- 
tive of DSI, told the board that 
“advertising is a service to the 
public and has a definite place in 
the American way of life. It also 
encourages competition, forces the 
producer to maintain the quality 
of his product, and insures the 
orderly distribution of the product 
so that it may be available upon 
demand.” ; 


s Mr. Hock said DSI “had hoped 
that Virginia would join other 
states in the trend toward modern- 
ization and liberalization of laws 
... rather than continue or com- 
pound already overly restrictive 
and unnecessary laws.” 

He said the institute objected to 
the ban on color ads because “the 
use of color in newspaper adver- 
tising is a comparatively recent 
development and is looked upon as 
a modern and progressive step in 
that medium. “To our knowledge,” 
Mr. Hock said, “only one state, 
Georgia, prohibits the use of color 
in newspaper advertising.” 

Other Georgia regulations forbid 
publication of liquor ads on Sun- 
day, mention of price or holidays, 
and men and women pictured 
drinking together. Virginia, which 
sells liquor through state-owned 
stores, limits its liquor ads to a 
facsimile of the bottle or label. 
The state prohibits more than 
three brands in any one ad. 

Mr. Hock said the restriction of 
liquor ads to a quarter page “has 
little or no relation to legal liquor 
control or the public welfare so 
long as the advertisement is not 
blatant, false or misleading, and 
conforms to a pattern of good taste 
and decency.” 


s Most advertisers, he said, vol- 
untarily restrict the size of their 
ads for the sake of good taste as 
well as economy. “Hence, we urge 
that this restriction should not be 
imposed on the industry. 

“These restrictions, coupled to- 
gether, constitute a needless and 
discriminatory penalty upon pub- 
lications originating in Virginia,” 
he said. “To impose further re- 
strictions as proposed here today 
seems almost like Don Quixote 
tilting with windmills. The bene- 
ficiaries must necessarily be na- 
tional publications originating out- 
side Virginia to the detriment of 
the home industry.” 

Commenting on prior approval, 
Mr. Hock said DSI feels that it is 
unnecessary, “especially where the 
regulations as here are detailed 
and rigid. The remaining require- 
ments, are, in our view, confusing 
and unnecessary.” 

The Virginia Liquor Board said 


that the restrictions have been the 


policy of the board for some time 


and the proposed _ regulations 
would merely make it official. + 
ALLAN LEWIS 


BurraLo, Aug. 10—Allan L. Lew- 
is, 52, sales manager of WGR-FM, 
died Aug. 7 in a Buffalo hospital. 
Mr. Lewis had been sales manager 
of the station about a year and one- 


merly with Avery-Knodel, and in| half. He was a former chief an- 
Chicago, John (Jack) Carrigan, | nouncer on WGR-AM and was a 
formerly a salesman at American) salesman before being named to 
Photocopy Equipment Co., Chicago. | the executive position. 
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aa oy ge ed 


Sweeping across the optical 
image formed by the 
television camera lens, 

an electronic beam translates 
pinpoint dots of light into 
electronic signals. 


These signals controi the 
shading of corresponding 
points of light on the TV 
receiver screen, which 

is swept in like fashion by a 
similar beam. The result 

is a faithful reproduction 
of the original image. 


Similarly, 35 Fairchild News 
Bureaus sweep the 
electronic industry scene. 
For a faithful, undistorted 
picture, industry engineers 
and executives turn to 
Electronic News. 
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Abrams Leaves 
Hudnut-DuBarry 
in Policy Hassle 


(Continued from Page 1) 
exec vp, Hudnut-DuBarry division. 
The company said it was “unde- 
cided” about Mr. Abrams’ succes- 
sor, but Mr. Kuenstler would head 
the division for the present. 


= Mr. Abrams was considering 
several job possibilities. Among 
them, he said, was the presidency 
of a $15,000,000 advertising agen- 
cy, the presidency of a $20,000,000 
agency and a one-half interest in 
a drug and toiletries business. 
“My first love is still advertising, 
but I also feel that I know how to 
manage a company,” he said. 

Explaining his resignation, he 
said: “I don’t know anything more 
frustrating to a marketing man 
than to have a good test product 
and not get clearance. I really 
can’t convey enough the sense of 
continued frustration.” 

Shortly after Mr. Abrams joined 
the company, Warner-Lambert 
brought in Pierre A. de Tarnowsky 
and subsequently made him vp in 
charge of consumer products divi- 
sions and a consultant on adver- 
tised packaged goods. 


es Mr. de Tarnowsky had been 
with Mead, Johnson & Co. as vp 
and general manager of the nu- 
tritional and pharmaceutical prod- 
ucts division and before that he 
had been vp of marketing. Mr. 
Abrams reported to him. 

Mr. Abrams’ fast-paced, Revlon- 
trained methods stopped a declin- 
ing sales and profits slide for his 
division and resulted in a flood of 
seven major new products, plus 
several other interests. 

But there were mutterings about 
Mr. Abrams bending all his ef- 
forts toward beating Revlon, and 
comments that his spending pol- 
icies were inconsistent with man- 
agement objectives. 


® Mr. Abrams said this week that 
Mr. de Tarnowsky once told him: 
“George, you are an advertising 
and marketing man, you’re not a 
management man. We wonder 
whether George Abrams will ever 
be a ‘management-type man.’” 

Mr. Abrams replied by pointing 
to a record 80% profits increase 
and 25% sales spurt during his 
first nine months in office; a 25% 
sales increase for the first half of 
1960 and a forecast of a 17% sales 
and 45% profit boom for over-all 
1960. 

“What else is management but 
producing sales and profits and 
revitalizing a business?” he asked. 

The conflict had been bubbling 
for several months, and the show- 
down occurred last week. 


s Asked for comment, Mr. de 
Tarnowsky indicated he would not 
engage in a public debate with 
Mr. Abrams and took refuge in an 
exchange of letters, both dated 
Aug. 8, in which he accepted Mr. 
Abrams’ resignation and the usual 
amenities were voiced by both. 

However, last fall (AA, Sept. 
21) Mr. de Tarnowsky discussed 
new products and advertising ex- 
penditures at the annual market- 
ing conference of the National In- 
dustrial Conference Board, and the 
comments he made then assume 
added significance this week. 

Among them: 

“No marketing man is happy to 
dwell too long on the power of the 
dollar in a competitive business. 

“It’s much more soothing to his 
ego to find modest ways to sug- 
gest that whatever products he 
has succeeded with have succeeded 
out of creative genius and bril- 
liant management. 


BE SOCIABLE?—Just climbed up for a Pepsi! This bright-eyed and 

bushy-tailed figure making a minor adjustment on the Pepsi-Cola 

board in Miami was caught by a photographer who didn’t realize 

that the top-most frond of a palm tree behind the board gave the 
man on the ladder a most squirrel-like appearance. 


“Well, it’s perfectly obvious that 
creative genius and managerial 
brilliance are very important fac- 
tors in success. But if your com- 
petitor possesses them in equal 
measure, you’re apt to end up 
dog-fighting with pressure tactics 
anyway. 


= “I have seen as many good prod- 
ucts die shortly after birth from 
malnutrition as from any other 
single cause. By the time we have 
agonized a new product into ex- 
istence, we are all sometimes 
tempted to believe in it so deeply 
that we think some force inherent 
in its own value assures its suc- 
cess. Many corporate-minded ex- 
ecutives will literally talk them- 
selves into believing that their pet 
product will succeed. They become 
so imbued, so product-minded, that 
they actually ignore the consum- 
er’s point of view. 

“The sad fact, however, is that 
the public doesn’t hold meetings, or 
form discussion groups, to consid- 
er the merits of our products. It 
doesn’t eagerly seize upon our in- 
formation and carefully consider 
our product’s uses and benefits. 

“The public has to be told and 
told and told. People have to be 
made to listen when they don’t 
want to listen. They have to be 
made to understand when they 
don’t want to understand. There 
isn’t any piece of advertising copy 
that has ever been written that 
can sell merchandise without be- 
ing seen or heard.” 

Mr. de Tarnowsky added that 
promotional power was not too 
important if a new product is 
wanted and “different from any- 
thing else in the world.” 


s But in entering a highly com- 
petitive market, the amount of 
advertising will bear “an amazing 
relationship” to the share of sales, 
he said. 

He cited the aspirin market and 
commented: “Don’t expect a $5,- 
000,000 advertising appropriation 
to buy a large segment of this 
market, when the entrenchéd op- 
position~is already spending $8,- 
000,000 to $10,000,000.” 

On the subject of compétitive 
advertising, he declared: “If your 
competition is blatant and aggres- 
sive, you will simply have to be 
more intriguing and perhaps bom- 
bastic to stimulate the consumer 
into acceptance.” 


= Mr. Abrams’ resignation comes 
18 months after his resignation as 
advertising vp of Revlon Inc. He 
started uis business career as a 
reporter on a New Jersey news- 
paper, soon switching to advertis- 
ing. Later he held positions with 


National Biscuit Co., Whitehall 
Pharmacal Co. and Eversharp 
| Corp. He was vp in charge of ad- 
|vertising and sales with Block 
|Drug Co. for eight years before 
joining Revlon in 1955. # 


Peak Anti-Freeze 
Increases Ads in 
Bid for More Sales 


For other news on upcoming 
anti-freeze campaigns, see story 
on Page 3. 


New York, Aug. 12—Houston 
Chemical Corp. is about to kick off 
the most intensive sales campaign 
in the history of its Peak anti- 
freeze brand. The company claims 
that its “permanent” anti-freeze is 
the “oldest product in the field.” 

Early last June, Houston Chem- 
ical, a wholly-owned subsidiary of 
Chatham-Reading Chemical Corp., 
New York, acquired the automo- 
tive products sold under the Peak 
tradename. 


® Houston has increased the anti- 
freeze sales force to 26 men 
grouped under three regional sales 
managers. 

A major outdoor advertising ef- 
fort will highlight the sales cam- 
paign. Houston plans to use out- 
door posters in 173 metropolitan 
areas throughout the country, 
backed by outdoor bus display 
cards. 

In addition, some spot radio, 
spot tv and newspaper advertise- 
ments will be used in selected 
areas. A nation-wide trade paper 
campaign will also be undertaken. 

Fuller & Smith & Ross is the 
agency. # 


Phelps Johnston Joins 
Don Kemper Co. as VP 

Phelps Johnston, a former vp and 
director of Campbell-Mithun, has 
joined Don Kemper Co. as vp in 
charge of the agency’s Chicago of- 
fice and a member of the plans 
board. Robert Hilton, who last year 
was promoted to 
exec vp of Kem- 
per, continues in 
residence in 
Chicago, but 
will devote | 
more time to 
the agency’s | 
other offices in © 
Dayton and New © 
York. Mr. John- 
ston, who en- | 
tered the agency 
business in 1937 
as a copywriter 
with Batten, Barton, Durstine & 
Osborn, Chicago, joined Campbell- 
Mithun in.1951. He resigned from 
C-M this year. 


Phelps Johnston 


= Mr. Kemper, agency president, 
told ADVERTISING AGE the new as- 
signments are in line with the re- 
cent growth of the agency, which 
since the first of the year has ac- 
quired new business that brings 
current level of billings to $5,500,- 


000. 


Fike Bae 


CBS Radio May 


Drop Soapers, 
Use More News 


New York, Aug. 12—Nothing 
has more graphically revealed the 
changing face of network radio 
than the news that the perennial 
soapers may be silenced. 


= CBS Radio, the last bastion of 
daytime dramas, is expected to 
discontinue the day-to-day chron- 
icling of the fantastic adventures 
of “Ma Perkins,” “Young Dr. Ma- 
lone,” “The Second Mrs. Burton,” 
“The Couple Next Door” and the 
rest, at the end of the year. 

The next program revision at 
CBS, calling for expansion of news 
and cancellation of some weekend 
and evening shows as well as the 
soap operas, has been approved 
by the CBS Radio affiliates board. 
Details of the proposed changes, 
which would seem to presage less 
network fare than the 50 hours or 
so now offered weekly, are being 
sent to stations. Final action on 
the changes will await the con- 
vening of the annual CBS Radio 
convention here Sept. 28 and 29. 


s Two years ago CBS Radio made 
a bold move in an effort to cut 
the heavy network deficit. The 
chosen technique was barter. CBS 
gets 30 affiliate hours free weekly 
for network sale in exchange for 
about 20 hours of: free program- 
ming, primarily news and public 
affairs, provided to stations for 
local sale. This is a skeletal pro- 
gram schedule compared with the 
good old radio days. But it got 
the network out of the red ink. 

In the past two years the net- 
work has concentrated on selling 
personalities shows—Arthur God- 
frey, Garry Moore, Art Linklet- 
ter—daytime dramas, news and a 
few nighttime attractions. The 
personalities—one of the top sell- 
ing attractions on the network— 
are expected to survive the shake- 
up. The seven daytime dramas 
currently have about 10 sponsors, 
none of which is in the soap busi- 
ness. There are plenty of avail- 
abilities in these shows. 


= But it’s the modern radio phil- 
osophy of program flow rather 
than the sponsor considerations 
that has spelled the doom of the 
agony strips, which continue to 
draw pretty good ratings. Most 
stations these days concentrate on 
the creation of a local image; 
switching to a couple of hours of 
radio stories in the middle of the 
day breaks the mood pattern. What 
the affiliates, who are pushing 
the plans for a program revamp- 
ing, prefer is more of that very 
saleable commodity—news. # 


Andy Armstrong Will Join 


"|Compton as a Creative Director 


Andrew Armstrong will join 
Compton Advertising, New York, 
on Oct. 1 as a creative director 


(the agency has about five of 
them), vp and 
creative depart- 
member of the 
plans board. Mr. 
Armstrong was 

.vp in charge of 
ments of Leo 
Burnett Co. un- 
til he retired to 
paint and teach 
in July, 1957. 

Mr. Arm- 
strong also was 
a regular col- 
umnist in the 
feature section of ADVERTISING AGE 

from Oct. 7, 1957 to May 16, 1960, 

as author of the column “From an 

Art Director’s Viewpoint.” 


Andy Armstrong 


Advertising Age, August 15, 1960 


Station Reps 
Urge Adoption 
of Single Rate 


(Continued from Page 2) 

As a result of the doubts created 
in the minds of buyers, who can 
never be sure that they are getting 
the best price, a number of ad- 
vertisers have said, “To hell with 
radio, we'll spend our money 
some place else,” Mr. Webb con- 
tinued. 


s The full text of the SRA letter 
to stations follows: 

“The Station Representative 
Assn. recognizes that the manage- 
ment of each radio or television 
station must decide its own rate 
policy. In the interest of broadcast 
advertising’s further growth and 
development, however, SRA wishes 
to recommend a single rate policy 
for all spot broadcasting—one rate: 
a like charge for like services. 

“Like charge for like services is, 
in fact, the intent of a clause in 
the AAAA contract which most 
agencies employ and to which 
broadcasters agree when they ac- 
cept advertising on AAAA con- 
tract terms. 


a “We know of no advertising 
medium which has been able to 
adopt a dual rate policy without 
being discriminatory. Stations 
which employ both a ‘retail’ and a 
‘general’ rate card have rarely 
succeeded in clarifying who be- 
longs to which category. The dif- 
ficulty may arise from the fact 
that the reasons supporting the 
distinction between ‘retail’ and 
‘general’ rates which prevailed 
years ago no longer exist. National 
corporations nowadays do _ busi- 
ness in every locality. Their pres- 
ence in every field of local business 
makes the demarcation between 
‘retail’ and ‘general’ extremely 
hazy and difficult to define equit- 
ably. Agencies and their clients 
understandably express concern 
over the inconsistencies and injus- 
tices of unlike charges for like 
services in any medium in which 
these inequities occur, whether in 
radio, television or newspapers. 


a “We believe the adoption of a 
single rate standard would serve 
the best interests of advertisers 
and broadcasters alike. Many who 
have adopted the single rate card 
idea have increased both local and 
national revenue by developing 
carefully planned discount struc- 
tures, pre-emptible availability 
plans, special service features and 
other refinements. The rule of like 
charge for like services, if em- 
ployed by radio and television, can 
strengthen the position of all 
broadcast media to the eventual 
benefit of every station. 


s “For these reasons SRA unhesi- 
tatingly suggests that rate sched- 
ules be reexamined toward es- 
tablishing, if a station does not 
already have one, a single rate 
policy. Stations which have a two 
rate policy which their manage- 
ments feel cannot be changed to 
the single rate at this time may 
wish to consider a_ transitional 
rate card as an intermediate step 
toward the single rate policy. 
These stations and those manage- 
ments who cannot now alter their 
dual rate position can relieve the 
broadcasting industry of confusion 
and embarrassment by making 
every effort to employ clear and 
unambiguous definitions of what 
is ‘retail’ and what is ‘general’ ad- 
vertising. These definitions should, 
of course, be published as part of 
the rate schedules to which they 
apply.” # 
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Big news is ¢ ion of production problems. 


The Probl ig Who is he, what makes him tick? 113 
Understand him and you'll be better able to deal with him. 


é COVER STORY—Maintenance Incentives Do Work ........ 226 
To prove the point, this company has already saved $150,000. 


CASEBOOK...p.185 


4 Classroom on wheels eliminates the need for plant office space in which to 
conduct training at Rohr Aircraft (page 186) .. . Experts reveal their pet 
methods for training maintenance supervisors (page 190) .. . Simple, yet 
foolproof, warning system ends threat of costly pile-ups on the conveyor 
lines at Carling Brewing (page 194) . . . Read how United States Steel 
summons maintenance men in a hurry from anywhere in the plant— 
just by dialing in on a new two-way radio paging system (page 197). 
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nology Report No. 4 will help you solve the problem of getting accurate. 
fast, economical production data. The Coming Marvels in Building Mate- 
rials—You'll be amazed at what the future has in store. More Zip When 
You Sit—Your plant meetings will be better run if you heed these tips 


from some of our country’s dynamic young presidents. 


FASTER READER SERVICE: All RS Card in- 


THE COVER 
quiries are now handled by electronic computer. 


Amid the vibrant color 
of the plant, DeLaval’s 
Grove, Nurko, Jurgensen, 
and Hart (left to right) 
check progress of com- 
pany’s cost-smashing main- 
tenance incentive plan. 

Artist — Frank Lacano 
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Yes, this easy-drawing but hard working filter sure dehvers 
the goods on flavor. Popular filter price. This new Mariboro 
makes it cany to change to a filter. This ane youl like. 


News Front, the management executive magazine, polled the 
creative directors of 100 leading advertising agencies. They 
named these 10 advertising campaigns as the greatest created 
in the last 10 years. “Each campaign,” comments News Front, 
“was a Sales success—but the success resulted more from 
creativity, a fresh idea and a fresh approach, than from the 
brute force of huge sales distribution facilities or unlimited. 
budgets.” That more and more companies appreciate this 
creative-power-to-influence is evidenced in the great strides 
made by the advertising agencies responsible for these win- 
ning campaigns. We are proud to be counted among them. 
We are prouder still to have created 4 of the top 10 campaigns. 


DOYLE-DANE:-BERNBACH 


ADVERTISING - NEW YORK - CHICAGO - LOS ANGELES 


CLIENTS: American Broadcasting Co., American Export Lines, Barton's, Buxton, Inc., The Chemstrand Corp., Chicopee Mills, Clairol 
Inc., Cole of Cal., Dreyfus & Co., Ekco Products, El Al Airlines, EverSweet Corp., 5 Day Labs., Forest Lawn, French Gov't Tourist Office, 
Glendale Knitting, A. Goodman & Sons, Great Western S. & L., Grolier Society, Holly Sugar, Hubley Mfg., Hunter Douglas, ILGWU, 
International Telephone & Telegraph Corp., Israel Tourist Office, Lane Company, Lawry's Products, Levy's Bread, Meinhard & Co., 
Melville Shoe Corp., National Fed. Coffee Growers of Colombia, Northrop Corp., Ohrbach’s, Philip Morris, Inc., Polaroid Corp., 
Puritron Corp., Salada-Shirriff-Horsey, Sav-On Drug Stores, Schenley Industries, S & W Fine Foods, Venus Pen & Pencil Corp., 
Volkswagen of America, Wear-Right Gloves, Josiah Wedgwood & Sons, West End Brewing Co., Wilshire Oil Co., Yardley of London. 
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The Editorial Viewpoint . . . 


Who's the Marketing Boss? 


People in this business of marketing and advertising have good 
cause, often, to wonder who is actually running the show—who is 
really the boss. 

This week, to dentifrice marketers in particular, it seemed clear 
that the Federal Trade Commission and the American Dental Assn. 
are running the show, or at least attempting to do so. Between them, 
they seem to have decided who is going to dominate the toothpaste 
market. The FTC has proclaimed that Colgate’s Gardol story on tele- 
vision makes use of a brand new advertising device, “visual innu- 
endo,” and ain’t agonna let ’em use it no more. The ADA, on the other 
hand, has decided that P&G’s Crest is indeed a decay-preventing 
dentifrice and has endorsed it. 

So, to all intents and purposes, marketing and advertising strategy 
have been removed from the hands of toothpaste makers and market- 
ers, and put in the hands of FTC and ADA. 

The ADA endorsement would seem more meaningful if the dental 
association did not have a rather shabby past in terms of its connec- 
tion with dentifrices and advertising practices. But one thing seems 
inevitable at this moment: 

There will be a tremendous amount of stannous fluoride added to 
toothpaste, for better or for worse. 


Burnett Celebrates 


Surely the most widely publicized anniversary in advertising agen- 
cy history was that of Léo Burnett Co., which celebrated 25 years of 
existence as an advertising agency last week. 

The agency bought advertising in several newspapers to publicize 
the event; the agency’s employes bought advertising; and a good deal 
of publicity was generated. 

To our minds, this is all to the good. The public at large learned 
about the anniversary of an advertising agency in much the same way 
that it is accustomed to learn about anniversaries of other businesses, 
and the image and stature of the advertising business undoubtedly 
were improved. 

We particularly like the special ad Burnett ran last week, inviting 
Sen. Church, Gov. Brown of California and Gov. Stratton of Illinois, 
all of whom have said some unkind words about advertising, to spend 
a week with the agency and watch it work. “After that,” says the ad, 
“you might like to apologize to the advertising business.” 

Not so incidentally, Leo Burnett Co. is one of the relatively small 
number of advertising agencies which is using advertising for its own 
purposes on a consistent basis. There fre others, but by no means all 


agencies are consistent users of the medicine they sell so assiduously 
to others. 


The time-worn argument one hears from agencies when one sug- 
gests that agencies, of all companies, should use advertising as an in- 
strument of business policy, is that the copy problem throws them. 
They can presumably determine what to say for clients with little or 
no difficulty, but the problem of saying something for themselves 
absolutely stymies them. 

This is a very sad state of affairs, indeed. With no sympathy what- 
ever, we’d like to suggest that agencies that use it as an excuse for 
not taking their own medicine ought to be closely questioned by their 
clients on this strange inability to express themselves in print. 


When ‘Good Taste’ Smells Fishy 


The Sheraton Hotels, we are told in advertising, have won “the first 
Award of Good Taste” ever given for hotel guest accommodations by 
the American Institute of Approval—‘a non-profit group, headed by 
Lady Malcolm Douglas-Hamilton, which counsels industry in matters 
of taste.” The ad announcing this magnificent feat shows Lord and 
Lady Malcolm Douglas-Hamilton sitting in the “award-winning 
room” at the Sheraton-East Hotel. 

Our opinion of awards of this character is, we believe understand- 
ably, not very high. Having gone through a rash of similar activities 
in recent years, including those of the Fashion Academy and the 
Charm Institute, to both of whose activities the FTC took exception, 
we can scarcely be expected to view a recurrence of award-present- 
ing organizations of a private character, even if “non-profit,” with 
pleasure. 

This one annoys us for its sheer gall, however. If Lord and Lady 
Malcolm Douglas-Hamilton want to set up the British Institute of Ap- 
proval, or to decide whether the British hotels and other commercial 
enterprises are exercising good taste, we are perfectly willing to let 
them do so. But we think it takes more than a little of something we 
don’t like to have a lord and lady set up an operation which is sup- 
posed to judge the good taste of Americans. ’ 

If you don’t mind, dear lord and lady, we'll go about making our 
own judgments in that field. And we'll even let you go into the busi- 
ness of judging good taste in this country if you want to; but we'll 
expect you to quit using those titles in your American operations. 


—Sandy Woodbridge, Bozell & Jacobs, Omaha. 
“He says his plan is to have an even flow of work for us... too 
much all the time!” 


What They're Saying... 


Pity the Poor Bakers 


Yet the beer is chiefly colored wa- 
...One reason why we see so 


ter, whereas the bread offers you 
much liquor advertising is the sim-| a wholesome food with about half 
ple fact that beer and other alco- | your entire day’s requirements of 
holic beverages are about the only | calories. 

types of merchandise on which the 
profits are so huge that the manu- 
facturers can afford tv regularly. 


The bakers and grocers make 
only a small profit on bread so 
Ty : they can’t sink millions into tv ad- 

7 =. expenave nowadays vertising. But the brewers make 
that a great many legitimate types ; , 

‘ ; such big profits that even when 
of merchandise can’t afford 15- th their high t th till 
minute or 30-minute shows, so they wd need — ——, ov 
stop with what are called “spot an- | ©?” @ nee. enpenstve a shows ane 
nouncements.” yet make a good profit. 

For example, a bottle of beer —George W. Crane, Ph.D., M.D., in 


a “The Worry Clinic,”” Sunday Repub- 
costs more than a big loaf of bread! lican, Waterbury, Conn. 
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Rough Proofs 


With Vice-President Nixon open- 
ing his drive for the Presidency in 
Hawaii, and Sen. Kennedy plan- 
ning to be there soon, don’t be sur- 
prised if the top campaign song 
turns out to be, “On the Beach at 
Waikiki.” 


Both Presidential candidates, 
Glamour reports, posed with 
America’s best-dressed college 
girls. 

It’s a cinch they both know that 
women not only spend most of the 
money, but cast most of the votes. 


The Sylvania Television Awards, 
among the most prized of all those 
bestowed, are being discontinued 
because the sponsors feel that in- 
centive for program improvement 
is no longer needed. 

But ask any award recipient if he 
ever gets too many of them. 


The 25th anniversary of the Leo 
Burnett Co. brought back nostalgic 
memories of its start in 1935. 

Since then a lot of apples have 
fallen off the trees. 


Not only did the Burnett agency 
celebrate its 25th anniversary, but 
hearts there were gladdened when 
its softball team won the pennant 
in the Chicago advertising league. 


Billy Martin, the Cincinnati sec- 
ond baseman, does so much better 
with his fists than with his bat that 
it looks as if he may have missed 
his vocation. 


Everybody knows what’s wrong 
with Westerns on tv, but there 
can’t be very much wrong with 
“Gunsmoke,” which like Old Man 
River keeps rolling along at the top 
of the Nielsen ratings. 


“Purina Dog Chow spots show 
world from dog’s eye view,” the 
headline says. 

Looks as if this kind of copy 
ought to get top readership in Dog 
World. 


“The only thing we specialize 
in,” remarks Campbell-Ewald, “is 
advertising. We even advertise 
ourselves.” 

And in a field where the shoe- 
maker’s children usually go bare- 
foot, this is an important distinc- 
tion. 


“Please don’t contact us direct, 
we’re up to our necks in work,” 
suggests Doyle Dane Bernbach, re- 
ferring to five copy jobs advertised 
by their shop. 

That kind of news should en- 
courage any aspiring copywriter. 


Those who attended the AA 
Summer Workshop and examined 
a wide variety of ads in print and 
broadcast media demonstrated once 
again that when it comes to finding 
weak spots, there’s no critic of ad- 


vertising quite so devastatingly 
frank as an advertising man. 


Copy Cus. 
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Effective July 1960, Washington area Government 
. employes were voted a 90 million dollar annual pay 
a increase. Sixty-seven per cent of all Government 


employes read the Washington Post TOTAL ADVERTISING 
nn Sos See 


... more than read both other fF, 62472sy Newspapers 


. Los Angeles Times 

Miami Herald 

. New York Times 

. Milwaukee Journal 

. Chicago Tribune 

. Cleveland Plain Dealer 

. The Washington Post 

rleans Times-Pic 

: . Washington Star 

Publication Research Service . Phoenix Republic 13,828,286 
of Chicago, March, 1959 — 


Washington newspapers combined. 


1 
2. 
3 
4 
5 
6 
7 
8. 
9 
0 


FIRST IN WASHINGTON 
IN CIRCULATION 
IN ADVERTISING 
IN AWARDS 


Member Newspaper Color Advertising, Inc. 
Continuity Rates Apply to Both Color and Black and White. 


Represented by: Sawyer, Ferguson, Walker—N. Y., Chic., Det., Atlanta, Phila., San Fran., Los Angeles; Joshua B. Powers, Ltd—London; Senor G. Enriquez Simoni— 

‘Mexico City; Allin Assoc.—Toronto & Montreal; Hal Winter Co., Florida Hotel & Resorts, Miami Beach; Tom McGill, New England Hotel & Resorts, W. Roxbury, Mass.; 

Lou Robbins, N. Y. & N. J. Hotel & Resorts, 1265 B’way, N. Y.; Grant Webb Co., Fin. Adv.—N. Y., Chic., San Fran., Los Angeles, Seattle, Boston, Phila.; C. E. Stark, 
; ‘ Pocono Hotel & Resorts, 86 E. Beverly Pkwy., Valley Stream, N. Y.; Puck, The Comic Weekly. 
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Selling to the 
Outdoors Sports Market? 


Then you will want to know more about FISHING TACKLE 
TRADE NEWS—the National Business Publication Spe- 
cializing in the Outdoor Sports Field. 


While FTTN is only eight years old—our experience in 
outdoor sports advertising, merchandising and marketing 
goes back to 1931—nearly 30 years of continuous contact 
with the Outdoor Sports Market. 


If you have a product that can be marketed through 
10,441 specialized key retailers of outdoor sports products 
who regularly receive FTTN, and their 1,081 jobbers, we 
would like to talk to you. We can give you the benefit of 
our many years of experience in this field, of our numerous 
pérsonal contacts among dealers, jobbers, sales agencies 
and salesmen. Write ta Fred E. Owens, publisher. 


FISHING TACKLE TRADE NEWS 


P. O. Box 238, Wilmette, II. 


Kroger Names Hawkes 

Robert B. Hawkes has been ap- 
pointed advertising and sales pro- 
motion manager of the Kansas 
City division of the Kroger Co. 
Prior to joining Kroger in 1959, 
Mr. Hawkes was assistant ad- 
vertising manager of LaSalle 
Steel Co., Chicago. For the past 
six months, Mr. Hawkes has been 
with Kroger’s Indianapolis division 
in an intensive senior manage- 
ment training program. 


Talbot Co. Appoints 

H. Talbot Co., Cincinnati, man- 
ufacturer of Talbot’s Fabric Color, 
has appointed Ovesey & Straus, 
New York, to handle its advertis- 
ing. The company is preparing to 
introduce Foam-Tone, an _ uphol- 
stery .care product. The account 
was previously handled by Robert 
Acomb Inc. 


McCloskey Joins Biddle 

Burr McCloskey has joined the 
account executive staff of Biddle 
Co., Chicago. He formerly was vp 
and creative director of Warren 
Wetherell & Associates. 


Check ‘n Shop Bags 
Boost Sales in Test 
in N.Y. Supermarts 


New York, Aug. 9—Free shop- 
ping bags with grocery checklists 
imprinted. on them perked up sales 
and store traffic in a recent super- 
market test. : 

The Check ’n Shop bags were 
tested for the eight weeks ended 
July 30 in 11 Spinner’s supermar- 
kets in Brooklyn and Queens. The 
bags, made of heavy 65-lb. white 
stock, were imprinted with shop- 
ping lists featuring both generic 
and brand names of groceries. The 
generic names were printed in 
black, while the brand names were 
in larger red capital letters. 

All 11 store managers reported 
that sales of products advertised 
on the bags increased from 5% to 
20% (up to 70% when advertised 
on the bags and also given special 
displays in the stores). 


= All the store managers said that 
store traffic had increased during 
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the test period from 5% to 20%, 
with five reporting the increase at 
10%. Four store managers reported 
that over-all sales had increased 
10%, four noted 5% increases, two 
said they had noticed no difference 
and one made no estimate. 

Herbert’ Kaufman, New York 
marketing consultant, is the orig- 
inator and copyright holder on the 
bags. # 


Olsen, Olshan, Hall Join DCSS 

Kenneth S. Olshan, formerly 
with Batten, Barton, Durstine & 
Osborn, and Richard Olsen, for- 
merly with William Esty Co., 
have joined the media department 
of Doherty, Clifford, Steers & 
Shenfield, New York, as_ senior 
space buyer and senior time buy- 
er, respectively. Bates Hall, for- 
merly with Nestle Co., has joined 
Doherty, Clifford as an account 
executive. 


Ken Saco Associates Moves 
Ken Saco Associates, New York, 
graphic design studio, has moved 


to 1 Rockefeller Plaza. 


Boston Globe man prevents psychic trauma 


NYAH, NYAH... MARVIN IS A NUDNICK! 
MARVIN IS A NUDNICK! 


AH-HAH! THE YEARNING TO BELONG. 
REJECTION BY HIS PEER GROUP. BUT THE 
SOLUTION IS SIMPLE! 


HERE NOW, LAD. WHAT SEEMS TO BE THE 
TROUBLE? WHY ARE YOU A NUDNICK? 


THEIR HATS. 


Today that boy is a space buyer in an important agency like yours. A happy 
space buyer. An adjusted space buyer. Because he always remembered that the 
Morning Edition of The Globe and the Evening Edition of The Globe are not 
really two papers but one. Therefore: an almost completely unduplicated audi- 


ence. Therefore: fresh readers morning and night for your advertising message. 
Therefore: success for you. Therefore: more money, title, a gorgeous secretary. 


Think big when you buy space. Think Global. 


LAD, YOU GO TELL THOSE BOYS THAT 
THE MORNING EDITION OF THE GLOBE 
AND THE EVENING EDITION ARE 
ESSENTIALLY THE SAME PAPER. 
SAME FEATURES , COLUMNS, 

FUNNIES. ONLY THE NEWS 
CHANGES. SO YOUR HAT IS 
BASICALLY JUST LIKE 


IM DIMSIVE. 


THE OTHER GUYS CAL 
BECAUSE THEIR HATS ARE MADE 
FROM THE MORNING EDITION OF 
THE BOSTON GLOBE, AND MINE IS MMADE 
FROM THE EVENING EDITION. THEY SAY 


HURRAH! HURRAH! AAARVIN IS 
SOCIALLY ACCEPTABLE! HURRAH! 
HURRAH! MARVIN IS ADJUSTED! 


ae 


L ME A NUDNICK 


The Boston Globe 
gives you 


more of everything 


... especially readers 


A MILLION MARKET NEWSPAPER + NEW YORK + CHICAGO + DETROIT - LOS ANGELES - SAN FRANCISCO 
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Farm Families South GO! 


And they go in style—in the latest 
models of just about every automobile 
made. The Nielsen “C & D” counties* of 
the South spend about $5 BILLION annu- 
ally in the retail automobile market. That’s 
a huge 50% of the total for the entire South 
—accounting for more automobile dollars 
than any other “C & D” region. 

A big reason for this big spending is the 
unique character of the South. Here, as 
nowhere else in the U.S., most families live 
in Nielson “C & D” counties—an estimated 
7,797,300 households! 

Magazines that provide balanced cover- 


*Nielsen “C&D” counties are counties with less than 100,000 
population. ‘‘A&B’’ counties have more than 100,000 population. 


age of “A, B, C & D” counties outside the 
South are woefully inadequate in the 
South’s “C & D” counties. For example, an 
automotive product—or any product—ad- 
vertised in Life, Look and The Saturday 


Evening Post combined misses 84% of 
The Progressive Farmer families. 

Schedule The Progressive Farmer first — 
and you reach 1,400,000 loyal subscriber- 
families with just one media buy! 


More than 5,700,000 READERS in the 16 Southern States 


THE PROGRESSIVE FARMER 


America’s No. 1 FARM MAGAZINE in Pages of Advertising 


Advertising Offices: BIRMINGHAM e RALEIGH e MEMPHIS e DALLAS e NEW YORK e CHICAGO e LOS ANGELES e SAN FRANCISCO 
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the Eighth of a series 


‘That's 
telling ‘em... 


New Yorkers are never at a loss for words. They read nearly 
8,000,000 newspapers a day (40 dailies, 57 foreign language)...and 
over 300,000 magazines. They can listen to 30 radio stations on their 
11,000,000 sets; watch seven channels on 4,800,000 TV sets. In the five 
boroughs alone, New Yorkers borrow close to 30,000,000 books a year 
from public libraries and pay a mountain of pennies for overdues... 
have 4,415,000 telephones—just about as many as all of South America 
and Africa combined. There’s more! New York advertising agencies 
create almost 40% of the nation’s advertising ...2 billion dollars 
worth. Talk about words... New York is the world’s word HQ. 


Naturally, some people have a bigger say in the word world than 
others. And the best way to communicate with them is direct 


... through the Herald Tribune, ‘‘the market without waste.’’ 


Every day the Trib talks to the richest concentration of families with 
$7,000-and-up incomes—the ones who can afford to listen and 
whom you can most easily sell at a profit. That’s why the Trib 
carries the fourth largest volume of general advertising of all U.S. 


newspapers. You’re missing plenty if you don’t tell your story in the 


communicative New York Herald Tribune 


e Scolaro, Meeker & Scott: Chicago ST 2-4107, Detroit TR 2-7810, Philadelphia LO 3-5491 e Doyle & Hawley: Los Angeles DU 8-2328, 
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YOU'RE ONLY 


HALF-COVERED 


IN NEBRASKA 
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This is Lincoln-Land — KOLN-TV's NCS 
No. 3. Figures show percentages of TV 
homes reached weekly, day or night. 


A little digging will show you just how 
important Nebraska’s other big market — 
Lincoln-Land — really is. A little more will 
show you how well and how economically 


it is covered by KOLN-TV. 


Latest Nielsen credits KOLN-TV_ with 
57,000 TV homes during prime 6 to 9 p.m. 
viewing time. Compare that with any Omaha 
station. Then compare cost-per-thousand fig- 
ures to round out the picture. 


Ask Avery-Knodel for the facts on KOLN- 
TV — Official Basic CBS Outlet for South 
Central Nebraska and Northern Kansas. 


KOLN-TV 


959 
duPont Award 


W inner 


OLN-TV 


CHANNEL 10 * 316,000 WATTS * 1000-FT. TOWER 


COVERS LINCOLN-LAND — WEBRASKA’'S OTHER BIG MARKET 
Avery-Knodel, Inc., Exclusive National Representatives 


IF YOU DON’T USE KOLN-TV! 


Advertising Age, August 15, 1960 


Getting Personal 


It’s easy to spot an F&S&R man these days, now that bachelor 
buttons are in bloom. Pete Van Akin, a vp at Fuller & Smith & 
Ross, has been supplying the New York office with his homegrown 
blooms. The agency’s receptionist, Jeamne Roche, keeps a vaseful 
on her desk and presents them to staffers each morning, as well as 
to agency visitors .. . 

Also at F&S&R, Peter Cardozo’s Bantam book, “A Wonderful 
World for Children,” is now in its third edition, with over 750,000 
copies already in print. The book rounds up the many gifts for chil- 
dren which are available for the price of a postage stamp. Last year, 
Mr. Cardozo, radio-tv creative director at the agency, turned toy- 
maker and produced some “People Puppets,” which are also selling 
briskly . . . 

A 7 Ib. boy, Steven, was born Aug. 2 to Joan and Warren Schwed. 
Father is vp and manager of the pr department of Grey Advertising, 
and Steven is the fifth arrival (third son) in the family .. . 

Hope Bolles and Lawrence Bartlett Jr. were married July 20 in 
Nashua, N.H. The groom’s father is Lawrence Bartlett Sr., financial 
ad manager of Newsweek, and his grandfather is William H. Eaton, 
ex-chairman of the board of American Home... 

Mr. and Mrs. Ely A. Landau have announced the birth of a son, 
Jon, July 23. Mr. Landau is chairman of the board of National Tele- 
film Associates and president of WNTA-TV. Mrs. Landau formerly 
was a senior vp at NTA... 

Gauguin never had it so... To get up some art for Matson Line’s 
ads, Don Sternloff, a new creative director at Fuller & Smith & 
Ross, San Francisco, took charge of a floating mobile creative 
F&S&R office aboard Matson liner, SS Mariposa which recently set 
out on a 42-day cruise from California to Tahiti, Australia, Fiji Is- 
lands, Pago Pago and Hawaii... 


Clinton E. Frank, head of his own Chicago agency, was named II- 
linois chairman of the Overland Trek to be staged by Midwest Vol- 
unteers for Nixon Oct. 15. Nixon backers and caravan complete 
with Conestoga wagons, floats and antique cars will put on a rally 
in Springfield, Ill., commemorating Lincoln’s election 100 years 
ago... 
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COULDN’T FIND A TAXiI?—Victor Bennett, head of his own New York 
agency, and son lan, atop a camel, sightsee the Pyramid of Cheops 
and the Sphinx while in Cairo on a two-month, globe-circling trip. 


Headliners: W. Frederic Clark, Gray & Rogers, Philadelphia, 
named chairman of the 1961 Art Director of the Year competition 
of the National Society of Art Directors . . . John Cowles, president 
of the Minneapolis Star & Tribune, reelected to a six-year term on 
board of overseers of Harvard University . . . Robert Van Riper, 
director of information services, N. W. Ayer & Son, Philadelphia, 
will head pr policy committee of the United Fund for that area.. . 
Lynn Martin, sales and ad manager of the A&E Equipment Co., was 
named winner of the Oklahoma City Adclub’s distinguished service 
award for his work with journalism and advertising students. . . 

Off on a ’round the world tour is Daniel Kops, president of Radio 
Stations WAVZ, New Haven, Conn., and WTRY, Albany, N.Y., who 
as president of the Associated Press Broadcasters’ Assn., will visit 
APB headquarters in Europe, South America, Asia and Africa... . 

New editions: Bill Harder, production vp, Fred Niles Productions 
Inc., Chicago, is the father of a new daughter, Janice Mary, born 
July 23. Mother is former Frances Metelko, ex-Niles staffer. . . 
John J. White, sales manager of Forjoe-TV, New York station rep- 
resentative, and wife, Rosemary, formerly with Dancer-Fitzgerald- 
Sample, are the parents of an 8 lb. 2 oz. son, Peter Anthony, born 
July 29... William Charles, a first son and second child, was born 
July 17 to James R. Doty, advertising sales representative for The t 
Saturday Evening Post in its Boston office, and wife, Barbara .. . 


Harry Ackerman, vp of Screen Gems, New York, has been re- 


elected national president of the Academy of Television Arts & Sci- 
ences... 


Dorothy Reznikoff, a copywriter with J. Walter Thompson in 
New York for several years and now with the London office, will be 
married in the autumn to Antoni Wygan, with the Gillette Co. in 
London. Father of the bride is George Tatman, publisher of the 
News-Examiner, Connersville, Ind., whose daughter, Jane, was mar- 
ried Aug. 6 to Guy Connelly... 


Elwood Whitney, senior vp of Foote, Cone & Belding, has been 

| named chairman of the advertising division of the New York Ar- 

| thritis & Rheumatism Foundation’s 1960-’61 drive to raise funds in 
the advertising field . .. 


Philip Schloss, vp of Vaughan Thain & Spencer, Chicago agency, 


| ‘was promoted to lieutenant colonel in the U. S. Marine Corps Re- 
serve... 
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Year around in-the-house meas- 
urement of buying habits 
4 in Los Angeles County 
US since 1945 


YOU CAN RELY ON THE 
CONTINUING HOME AUDIT 
FOR ACCURATE, IMPARTIAL 
INFORMATION ABOUT THE 
LOS ANGELES MARKET 
AND ITS NEWSPAPERS 


With a 15-year history of scientific, 
independent in-the-home interviews, 
the Los Angeles Continuing Home 
Audit has gained the confidence of 
advertisers everywhere. 1,000 differ- 
ent families are interviewed every 
other month—90,000 to date. The 
interviews are conducted by Facts 
Consolidated, a respected independent 
research organization. Results of the 
Los Angeles Continuing Home Audit 
show competitive standings of prod- 
ucts and analyze newspaper readership 
in America’s 2nd largest market. 


The Mirror News is 2nd in Los Angeles 
in coverage of families owning homes 


Of all the factors measured by the Los Angeles Continu- 
ing Home Audit, home ownership is probably most significant 
to most advertisers. The home ownership gauge pinpoints 
stability, ability to buy and desire to buy. In this category, 
The Mirror News is second among Los Angeles weekday 
metropolitan newspapers—first in the evening field and 
second only to the morning Times. 


The Audit’s figures for the full year of 195% show that 
163,287 Mirror News families own their homes. This is 4,982 
more than the third paper; 16,619 more than the fourth paper. 


This picture of The Mirror News’ second position in an 
important area is magnified by further findings of the Los 
Angeles Continuing Home Audit: Mirror News families 
are well educated, with one out of three having had some 
college. This puts this newspaper in second position in the 
Los Angeles weekday metropolitan field. 


Mirror News families have high incomes. In both the 
$5,000 or more per year and the $10,000 or more per year 


brackets, The Mirror News places second among Los Angeles 
weekday metropolitan papers. 


The Mirror News scores some notable “firsts” in the 
Home Audit findings. More than 75% of Mirror News fam- 
ilies have homemakers who are under 49 years old. This per- 
centage is the greatest among all papers in the field. Addi- 
tionally, 65% of Mirror News families have children who 
are 18 years of age and younger. This is 10% more than any 
other Los Angeles weekday metropolitan paper can provide. 


If you would like a complimentary book with many more 
details from the Los Angeles Home Audit, a note or call to 
the Mirror News Promotion Department or any O’Mara & 
Ormsbee office will bring it to you. . 


Largest Evening 
Home Delivered Circulation 


in the West 


A Quality 
Newspaper 
Edited to Merit 
the Respect of 
Its Readers 


NORMAN CHANDLER, PRESIDENT. THE TIMES-MIRROR COMPANY 
Represented by O’Mara & Ormsbee — New York, Chicago, Detroit and San Francisco 


airing tee a sa : ee r ice ee ae a ene . 2S Be ay 4 > ee Fe restr ey 7 i Rose eee Mg > . 
; Sa ao Cras oy east re - Reese e aut eo en : Ga i 3 Ms is =, ae RR zs = : x silk ere Ss a a rs P d r= Say a ay NA Mi Brg cease 
PM eae ica eae pe eS «Ges cara races. Ai eae: te ee “Ee HOLS SEA aa GA ee a Bey Oe Ue OR ig in in gh 2 bie te 
feo soasies ge celina oa ae Sethe shereen rn) as Sa ken Le r a sail ioe SS eS ee ogee ie Se as Shee ges awe 5 a 
“as ars. tren eee a ‘ay img ie 3a ea SERRE Ca a ae kde ; ae eae eo eee ee. i, ised Bae eS & a a ae ; ; SE ae 
fs ee i 4 ; ee = a ~ Se 
4 ote 
: 
: oe; 
ar 
wy _— | of 
i by I N’NE oa 
Vis LOS ANGELES “#3 s 
Mn aN : 
VM NY ; 
jim CONT LNUING “aN : 
es hy = : 
| 3 HOME i Tia el — ™ 
™ ie a8 ae : As iets. , a 
z ll a a i Poy ial ore a g = Be F er ae ee ; 
i - ; lim A D iT | Oe oe a Pay ars ae ghia eh i ee § Se ~ ae eet a se oes sith 
a ius aul] | Agi ices ae * Rg pci, ee sae pe ee. _ ee ae - x 5 eee 
. " ul ee Poe. ae et Rs ee. +e 2 a aes 
\w “ull ae ow Bi oan Pil iY ge WDM: ae a : tgs 
i “ \\e “ui Be a peat, ae Sei eS ee gate. F aaie . 
/ a PB oich cea A ile Se OES } eae eae 
| oe OG s ae ah BO, ee : i se 
‘ ee } a -—e rena So ‘ Me et oy tae & e. eae 3281 iar 
ioe aie ” sf SNES cae eetuages es beer ee i - ? reste ik. Ce a 
. — Ss fe a ‘ 4 yea ie Pes A icin at Re aed oS ea ee 
A 2 ne se ' oe £ -_ A SL. 55: coe ze ro as 
De Sa ye 4 aa eee @ai. — - Zz cs 2 Baleares ar -" ms a? gets : og: cat eS Be, on ge Ee 
e Gale = NS 4422557, te a ip oe 2 ee ‘ or ee TY a ae a ~ htos a = Se : ee: ee ae 
: Sire sf asc aailla ait <7 ee a: ’ ; et! i a + frees, Bic ou ' a oats Z 
Pr eon i ? 7 a ae , : sao ee ae a { ReadMe in bi Se aha 
Lae ee oS | ie tee Sa Bie ay aes eae 
4 a: _ gf Pe ae gc ee Fie ee, aia 
es  § ene ’ hale : Filer Bee ge =, 
_ o 7 — | at AND Se eee ae a ee. fe ee ; ie 
i s t — ~*~ arr $ Bleek Ee =i ae ae mie 
& =. *} a E —- > &§ o ts 
sie bs — . P ee “ last 3 , 
) e Fue “ag ’ nd ¢ , ‘tae . ae tad eee ; - 
ome S { 3 4 &," cs : gee _. ee a 4 f : ag ; 
ie es a re a1 ; _ Fa Di aa ee) Sa Teme . am 
q a ‘ aa sa ot “% «a 3 a ai — “ " ; : , Sint, - pick Re i - : 
; ae oh i Ja , eh co mee ‘ i ae oe ee, f 
es — oa ’ ae aa" ; 4 [ ie ee oe Ee et te 
: F 4 re *, % a : as ny ata Ma Ss see : 6 
Danii. uly, * ; \ i : —. «a - en 
~ Ee A ee ; ‘ as { + tens pate s iG 4 Ge " > * “i . = ; 
ee: re = i $6 ar ee aia 
oe “ee ff a, oe oie % . — oe : og : x 
ame — * ; : Ee cat » 
i ee OY, -})) ‘ a t ate oy ees 
. i : i : Fr . es * : sii = ° ee : 
“ae pie ‘ % ¥ . ~ } ial - * aa Bie ae = ale 
: ‘3 ‘ y 5 4 - \ | a Se 
ye et oS ” i zs ie aint - \ 4 ee “i = - : . : h. 7 AY 1 “4 ge re 
<7 ’ re i bee atic . : ee i j 4 2 i 
Be <6 is 4 ’ " Bar i. 
«sR ee Re -\ . 7) Sai : 
% oS —_— i : nal . 
7 ae Ph — eae =~ See 
: he NR: AS ee ee ee / 
| pe — Smeg Van | | | 
re | a . ee Sabeere ie . ‘ . a Bok A. P 4 oa 
Pe k oka A, SHA Keil aaa a ' = a ha 
a E ep he eS As 5 ue ‘ Bet 4 2 epee ’ i . oe 
ae ; . 
le 4h 
Sry we 
peice ree 
pa oes 
pe 2% 
ae Dat 
ye u 
; ee 
es er 
mas ' r 
mre 
| | ee 
i! 
s It 
; . 
cae A 
ae LOS ANGELES ’ EVENING 
Minee 5 ; i 
7 Ze i} ; 
; ce = 
~ he 
tos Sesh at Se eee Bite 2 fn memes ee! eS gee ok ap aN pa Sp a Re [aie gyl inetd ' 5 ij 
ae WER a PN Rg oni og Tay meee | EMTs AON ame ie dei RDS ra Agate Se 0 MEME RN gs a me a Re on ac, oc SR ne eters teh Aaa Pee eke " ae Brahe. 
a in TR De OSE Ae RINE ere i meee” Sa ge, ER OO ye ee Re ae ane 
eee ore ena is Re ieee = Sie — 


IN MASON ¢ | 


KGL O aimost 10 times 


THE TOTAL AUDIENCE OF 


YOU NEED 


KGLO 


Schenley Industries Runs 
Bourbon Drive in Indiana 
Schenley Industries currently is 
running a heavy newspaper in- | 
troductory drive in Indiana for its | 
new 86 proof straight bourbon, | 
Certified Bourbon by Schenley. 
The new brand is made at Schen- 
ley’s Lawrenceburg, Ind., distil- 
lery, in the “blue grass oval” of 
Kentucky-Indiana, and is billed as | 
the “first bourbon to earn the new 


|Indiana stamp of certification.” 


A national ad program is ex- 


|pected to get under way over the 


next two months. Doyle Dane 
Bernbach Inc. is the agency. 


_WPN Directory Published 


The 1960 edition of the “Direc- 
tory of Advertising Agency Per- 
sonnel & Data” has been published 
by World Press News & Adver- 


tisers’ Review, P. O. Box 69, 9-10 | 


Old Bailey, London. The directory 
covers England, Wales, Scotland, 
Northern Ireland, Republic of Ire- 
land, 
Islands. 


Isle of Man and Channel | 


2. atl 
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Get copies you can do things with! 
Verifax copies are delivered dry, complete, and on bond-type paper. 


Need copies for your own use . . . or to pass on to someone else to use? Such copies are most 


usable by all concerned when théy look and feel like good letterheads . 
handle, file, mail or write on. . 


. . are as easy to read, 
. and are as accurate and as lasting as the original. Reason 


enough, therefore, to want Verifax copies! 


See how your secretary can whisk out 5 Verifax copies in 1 minute for 
2'%¢ each. Phone local Verifax dealer (see Yellow Pages under duplicat- 
ing or photocopying machines), or write Eastman Kodak Company, 
Business Photo Methods Division, Rochester 4, N. Y., for booklet de- 
scribing all Verifax ray models. 

Prices quoted are fa prices and are subject to change without notice. 


Other models to $425 


VERIFAX BANTAM COPIER 
PE cs ~ A 


= "99" ys 


Verifax *. DOES MORE...COSTS LESS... MISSES NOTHING ff 


: Kodak 


“TRADE MARK 


Advertising Age, August 15, 1960 


'Nielsen’s New 
Pocketpiece Reflects 
Changing TV Pattern 


New York, Aug. 9—That much 
| consulted Nielsen network tv rating 
| pocketpiece is out in a new format. 
| Among the changes effective with 
\ the first July report: 

| e 1. Pages now show two separate 
weeks of program audience data 
| instead of two-week averages. This 
|revision was made to provide in- 
| formation on alternate week pro- 
grams, co-sponsored shows, spe- 
cials, pre-emptions, etc. 


e 2. Quarter-hour ratings as well 
}as over-all ratings are included. 
| This is an effort to show audience 


\“buildup” or “drop-off” during a 
|show, and to provide for a more 


|precise appraisal of competitive 
| programming, particularly when 
| the competition changes within the 
| duration of a program. 

e 3. Program ratings are expressed 
|on a basis of total U. S. tv homes, 
jrather than in percentage of tv 
homes falling within the coverage 
area of each program—that is, on av 
program-station basis. This means, 
the research company explained, 
that “percented as well as project- 
|ed figures are directly comparable 
|from program to program and pre- 
sent the net result of all factors that 
determine the size of a program’s 
audience—station facilities, as well 
as time of day, competition, popu- 
larity.” This revision will not affect 
audience figures reported in terms 
of number of homes reached. 

e 4. An optional feature in the re- 
vised pocketpiece is a 51-market tv 
rating report. 

e 5. The published list of leaders 
will be expanded; the Nielsen top 
ten programs will be replaced by 
the top 15. 


# Point No. 3 is the change that is 
most likely to be greeted with a 
mixed reception. Basing the pro- 
gram rating on total tv homes rath- 
er than the homes falling within 
the coverage area of each program 
makes the rating competition 
tougher for shows with weak line- 
ups. It probably will not be wel- 
comed by American Broadcasting 
Co., which still has problems with 
live clearances in some two-station 
markets. 

Nielsen defends the move with 
this explanation: “Today, with 
longer station lineups, overlapping 
tv service from affiliates of the 
same network, and almost univer- 
sal tv ownership, program-station 
basis no longer serves its intended 
purpose of eliminating coverage as 
a variable when evaluating pro- 
gram performance. 

“The original direct relationship 
between coverage and delivered 
audience no longer exists. For ex- 
ample, it is possible to achieve 90% 
coverage using 70 stations. Adding 
another 100 stations will increase 
coverage to about 97%. The orig- 
inal 70 stations achieving 90% cov- 
erage will deliver only 65% of the 
170 station lineup audience. In oth- 
er words, although the addition of 
100 stations increases coverage by 
only 7%, it increases delivered au- 
dience by 35%.” 


s Fora precise program popularity 
comparison, independent of the in- 
fluence of coverage, Nielsen rec- 
ommends the use of its 24-market 
ratings, where all three networks 
get a fair shake at live clearances. 
This report will continue un- 
changed. + 


Beaudry Joins Richardson 
Laurent A. Beaudry has joined 
Richardson, Thomas & Bushman, 
Philadelphia, as account execu- 
tive. Mr. Beaudry was formerly 
supervisor of advertising of the 
wet process industries for Brown 
instruments division, Minneapolis- 
Honeywell Regulator Co. 
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when Cluett, Peabody attached 
color swatches of their new Arrow 
“Air Male” summer shirts to an 
B exclusive 3-page ad in The Saturday 
Evening Post. On the next two J 
pages you'll read all about the 
: big, big sellout that took place in 
® stores all over the country! 
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~ One Arrow shirt ad...one time in the 
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SELLOUT. “.. . ‘Air Males’ most 
successful summer shirt program in many 
years ...swatched Post advertisement 
caused sellout...’ George Greenwald, Frank- 
enberger and Co., Charleston, West Virginia. 


SELLOUT. “...On our original order 
we purchased 1,056 shirts and in a five- 
day selling period we were‘forced to re- 
order the shirts...” William E. Heaton, 
Vice President, Scruggs -Vandervoort- Barney, 
Inc., St. Louis, Missouri. 


Ta, 


ad 


SELLOUT. “. . . Immediate sellout 
. .. would be eager to tie in with any 
similar promotion ...” Jack Stromberg, 
Men’s Wear, Albuquerque, New Mexico. 
SELLOUT. “.. . Advertisement in 
May Post created a demand we are still 
enjoying . . . promotion like this is bell- 
wether for entire men’s industry. ..”? Chris 
Schutz, President, Kleinhans Co., Buffalo, 
New York. 

SELLOUT. “... Not only created 
excitement, but produced sales to the 


tune. of 65 dozen shirts in a matter of 
days... mainly because of the excitement 
produced by the unusual ad with swatches 
that appeared in the Post...” Chester K. 
Goldberg, Hanny’s, Phoenix, Arizona. 

SELLOUT. “...Your swatch ad was 
a wonderful idea. We had a complete 
sellout of merchandise...” A. H. Culpepper, 
Smith and Weltons, Norfolk, Virginia. 


SELLOUT. “.. .We had more re- 


sponse from your three pages than any 
other national ad in our men’s wear de- 
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partments...” Simon K. Marx, Vice Presi- 
dent, Godchaux’s, New Orleans, Low stana. 


SELLOUT. “... One of the finest 


promotional ads ever featured in any 
national magazine or newspaper. The 
shirts were a complete sellout for us...” 
B. Powell Bickley, Bluestein’s, Port Arthur, 
Texas. 


**Greatest number of lightweight shirts 
we ever sold,” says Cluett, Peabody. 
“This marketing program was one of the 
most successful in the history of the com- 


pany. The Post proved again its power 
to get people into stores.” 

Small wonder Cluett, Peabody picked 
the Post. Post readers are young readers. 
They-have the highest median income of all 
readers in the general-weekly field. The 
Post’s dual readership sells millions of women 
readers who shop for men. And adver- 
tisers know that an ad in one issue of the 


Post is exposed 30,861,000 times to Post- 
Influentials. 


Want a sellout for your product? Re- 


Post...produced these “sellout” results! 


Photographed at Stern's Department Store, New York City 


member—the proved way to move mer- 
chandise is The Saturday Evening Post— 
America’s favorite family magazine. 
Ask Sylvania! Ask Chun King! Ask 
Scott Paper! 


A CURTIS MAGAZINE 


The Saturday Evening 


THE INFLUENTIALS’ MAGAZINE _ 
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@ 178,000 prosperous people 


education 
@ incomes 20% above national @ 233 million dollars a year 
average retail market 


GOLD: for the taking from Illinois’ richest counties. Made-to-order market smack 
in the middle of the golden central Illinois corn belt. Unique seven county area 
is literally a cross section of Ameri The perfect test area set-up. Blanketed by a 
single advertising medium . . . THE PANTAGRAPH .. . a “hometown” newspaper 
thet merits the attention of more than 40,000 families in the 79 mile wide 
“main street’ of the Bloomington-Normal area. 


R.0.P. Spot Color—plus Full Color (black and 1, 2, or 3 colors available Daily 


~ moo PANTAGRAPH 


BLOOMINGTON- 
Represented by: Ward-Griffith Co., Inc. 


NORMAL, ILLINOIS 


Washington AMA Unit Elects 
Dr. J. Allan Cook, professor of 


marketing at the University of) 


Bloomington-Normal, Illinois -- The Golden Market Area |Maryland, has been elected pres- 


JMAIN STREET 79/2 MILES WIDE 


@ Balanced industry, agriculture, 


|ident of the Washington chapter of 
\the American Marketing Assn. 
| Other officers elected are Dr. Ray- 
;mond Hoecker, head of the whole- 
\saling and retailing division of 
the U.S. Department of Agricul- 
ture, vp; Ralph G. Gillen, associate 
of McKinsey Inc., secretary, and 
Bernard A. Fienkiewicz, execu- 
tive secretary of the Air Condi- 
tioning & Refrigerator Institute, 
treasurer. 


Watson-Manning Names Smith 

Wallace F. Smith, formerly di- 
rector of advertising and sales pro- 
motion of Waterman-Bic Pen Co., 
Seymour, Conn., has been named 
vp of Watson-Manning Advertis- 
ing, Stratford, Conn., specialist in 
technical industrial marketing. 
Mr. Smith will be in charge of de- 
veloping new business, and will 
serve on the plans and marketing 
board. 


Florida State News Bureau photo. 


WHERE FOLKS 


There’s no feast-or-famine business cli- 
mate in WCTV-LAND such as is sometimes 
experienced a little farther South where 
tourism is a major Industry. Here stable 
business conditions and a wonderful cli- 
mate let folks enjoy year-round good 
living and spend money year-round, too. 
Tallahassee actually stands fifth in the 


vision Associates. 


hon 
= es 


Lay Like 


AND SPEND MONEY YEAR-ROUND DOING IT! 


b..: a 


nation in retail sales per household.* To 
get their share of this rich market more 
and more leading brands are placing 
strong, long-term spot schedules on 
WCTV. Get the full story from Blair Tele- 


*Annual Survey of Buying Power, 1959. 


THOMASVILLE 


a John H. Phipps 


Broadcasting Station 
R TELEVISION ASSOCIATES 


ree Bane 


Australia Buy 
Puts Benson at 
$40,000,000 Level 


Lonpon, Aug. 9—S. H. Benson 
Ltd., one of the “big three” in the 
British agency world, has invaded 
Australia, with the acquisition of 
a financial interest in United 
Service Publicity, Melbourne. 

United Service is believed to be 
the largest agency in Melbourne 
and the fifth largest in Australia. 
The Melbourne agency will op- 
erate now under the name, USP- 
Benson Pty. Ltd., with the London 
agency represented on the board. 
Negotiations for the merger were 
conducted by D. A. Bain, manag- 
ing director of Benson, and Owen 
Houchen, 52-year-old New Zea- 
lander, who was named chairman 
of S. H. Benson International only 
two months ago. Both are now on 
a tour, visiting Australia, Singa- 
pore, Hong Kong and Bangkok. 

The USP deal will jump Ben- 
son’s total billings past the $40,- 
000,000 mark. One of Britain’s 
fastest growing agencies, Benson 
billed about $23,000,000 in 1959, 
ranking third behind London Press 
Exchange and J. Walter Thompson 
Co. However, Benson owns three 
other independently operated agen- 
cies in Britain with combined bill- 
ings of $9,000,000. 


® In addition, Benson did about 
$3,000,000 of international business 
last year. It has three offices in 
India, under the Bomas name; it 
is represented in Singapore and 
Kuala Lumpur by Masters Ltd.; 
it has a Nairobi subsidiary, S. H. 
Benson (Africa) Ltd. and it has 
an interest in Radar Pubblicita, 
Milan. 

Also, Benson is, of course, one 
of the founding partners of Ogilvy, 
Benson & Mather, New York. 

The USP-Benson tieup is the 
latest in a series of far-reaching 
changes in the Australian agency 
business. Last year McCann-Erick- 
son moved in with the acquisition 
of Hansen-Rubensohn, the coun- 
try’s third largest agency. Last 
month Benton & Bowles signed a 
reciprocal agreement with Jack- 
son, Wain & Co., the country’s 
fourth largest shop. And, in be- 
tween these moves, Australian 
agencies themselves have been 
merging. + 


Montgomery Ward Stores to 
Tie-in Drives with ‘Life’ Ad 

Approximately 1,200 Montgom- 
ery Ward & Co. retail and catalog . 
stores will tie-in their “back-to- 
school” sales promotion campaigns 
to a four-page gatefold on the in- 
side front cover of Life Aug. 29. 
In addition to featuring “back-to- 
school” merchandise, the Ward 
Life ad also will announce a con- 
test in which three sets of ex- 
pense-paid trips to Europe will ° 
be awarded to the winning grade 
school, high school and college stu- 
dents and their guardians. 

Student entries will be judged 
for the best 25-word statement on 
“Why I like to shop at Wards.” 
Entry blanks and contest details 
will be available at Ward stores. 
Contest closes Sept. 15. 


AB-PT Plans New Office 
American Broadcasting-Para- 
mount Theaters, New York, plans 
to construct new offices and stu- 
dios on Columbus Ave., between 
66th and 67th Sts., the building to 
cover most of the square block. 
The company will demolish its 
present office at 7 W. 66th St., lo- 
cated in the area to be renovated. 
Construction is scheduled to be- 
gin in 1965. Size of the building is 
not determined yet, but it will 
house all of the AB-PT offices and 


some ABC studios. 
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IN INLAND CALIFORNIA «no western Nevapa) 


You're shooting at a booming economy when you beam 


| your sales message into Beeline station radio broadcast 
territory. For example, in Fresno — home base of KMJ 
® — retail sales exceed Spokane, Washington and Trenton, 


New Jersey, both with larger populations.° 
Last year alone 14 new companies moved into Fresno 


R AD ‘ oO County. There were 117 industrial expansions. Millions 
in farm and food-processing income generated in this 
gh 1 US. agricultural county help keep buying demand 
dolivers TV Vent Ss The most effective way to beam your message into 
the thriving Fresno market is on KMJ, the Beeline sta- 
tion in Fresno. 
As a group, the Beeline stations give you more radio 
for the homes than any competitive group of stations . . . at by 
Money far the lowest cost per thousand. 


(Nielsen & SR&D ) 


* Sales Management’s.1959 Survey of Buying Power 
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SACRAMENTO, CALIFORNIA 
PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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Media's Law: 


To a seller of automobiles, the 
pulling power of an advertising 
medium is equal to the number of 
automobiles sold. 


To media men, pulling power is 
influenced by several inter-related 
factors. 


The law or formula looks like this: 
Pulling Power 


Circulation Volume 
x 

Editorial Vitality 
x 

Reader Confidence 


The larger measure of these ingre- 
dients in the Chicago Tribune ac- 
counts for the greater results pro- 
duced for advertisers. 


The Chicago Tribune, with a cir- 
culation 1% times that of any other 
Chicago newspaper, out-pulls the 
other papers by at least 3 to 1 and 
as much as 15 to 1. 


More Chicago families read the 
Tribune than the top five weekly 
magazines combined; more than 
six times as many Chicagoans turn 
its pages as turn on the average 
evening TV show! 


Chicago Tribune 
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Kemper Buys Golf Series | week sponsor of NBC-TV’s “Celeb- 
Kemper Insurance Companies, rity Golf,” a new half-hour series 
Chicago, has signed as alternate with host Sam Snead to be pre- 


| through Clinton E. Frank Inc. 


Be a cae 


sented Sunday at 5 p.m., EST, next 
fall. Kemper’s order was placed 


PHILADELPHIA 


WIBG 


The finest families in Philadelphia 
listen to WIBG. First in quantity, qua!- 
ity and on-the-air audiences, accord- 
ing to the latest Pulse and Hooper. 
CALL KATZ 
ED <P 


the STORER station backed by 
33 years of responsible broadcasting 


Toy Makers Distrust 
Gain Figures, Watch 


Total Economic Trend 


New York, Aug. 9—Fall adver- 
tising budgets in the toy industry 
will be the same or higher than last 
|year’s, despite “somewhat uncer- 
tain” prospects about 1960 business, 
‘a group of toy executives said last 
| week. 

Spokesmen for Ideal Toy Corp. 
said the industry’s 1960 budget 
would be up 50%. A. C. Gilbert 
said it would be 30% ahead; Amer- 
ican Doll & Toy, 25%-30%; Remco 
22%; Transogram, “more than 
that.” 

These are among the leading toy 
advertisers. Their comments were 
made last week at a meeting of the 
| Toy Manufacturers of the U.S.A. 
\Inc., at which it was stated that 
the industry could set a new sales 
record in 1960, but that the current 
business economy made for uncer- 
tainties in the second half of the 
year. 

About 60%-70% of the retail toy 
volume still is between Thanksgiv- 
ing and Christmas. The toy associ- 
ation’s 450 members account for 


Advertising Age, August 15, 1960 


about 80% of total toy sales, now 
estimated at more than $1.6 billion 
by the association. 


s Shipments by association mem- 
bers in the first six months of the 
year were 9.3% ahead of 1959. But 
this was only 37% of the 1959 total, 
and while the May increase was 
15.9% ahead of the same month in 
1959, the June increase was only 
1.8% ahead, it was reported. + 


Lynch Named to PRSA Post 

Donald E. Lynch, director of 
public relations of Mutual Benefit 
Life Insurance Co., Newark, N.J., 
has been appointed executive di- 
rector of the Public Relations So- 
ciety of America, effective Sept. 
6. He succeeds Shirley D. Smith, 
who is retiring because of poor 
health but who will continue as a 
consultant. Rea W. Smith, PRSA 
office manager for the past three 
years, has been named assistant 
to the executive director. 


Blodgett to Dorchester 

Charles L. Blodgett Jr., formerly 
vp and art director of William 
Nicosia Advertising, has been 
named agency manager and ac- 
count supervisor of Dorchester Ad- 
vertising, New York. 


GETS MORE VOTES THAN 
POST OR LOOK © 


(OR ANY MAGAZINE) 


WITH ADVERTISERS OF 
HOUSEHOLD FURNISHINGS 


(JAN. - JUNE, 1960) 


MAGAZINE 


ADVERTISING 
REVENUE 


LIFE 


$1,910,081 


Better Homes & Gardens 


1,710,777 


McCall’s 


1,290,831 


Saturday Evening Post 


1,253,326 


House Beautiful 


1,223,899 


HOUSEHOLD EQUIP. & SUPPLIES 


(JAN. - JUNE, 1960) 


MAGAZINE 


ADVERTISING 
REVENUE 


LIFE 


$3,891,401 


Saturday Evening Post 


3,878,086 


Better Homes & Gardens 


1,909,277 


Good Housekeeping 


1,416,910 


McCall’s 


1,239,975 


SOURCE: P.I.B. (GROSS FIGURES) 


SELL THE MARKET OF THE 60’S RIGHT NOW 
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Home HAT VIEWER ! 


C-clamps, the cabinetmakers call them. And “see’-clamps are what every 
television commercial needs—but doesn’t always get. Something to pin the 
viewer to his seat. Something so interesting, so convincing and persuasive, 
that the impulse to buy is generated then and there. . .. Here at N. W. 
Ayer & Son we are always shooting for such commercials. The record 
indicates theteourea@imehas been pretty good. N.W. AYER & SON, INC, 
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DEMOCRATIC CONVENTION 


JULY 11 JULY 12 JULY 13 JULY 14 JULY 15 


50% 42% 53% 48% 45 


more people watch the news on 
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REPUBLICAN CONVENTION 


JULY 25 JULY 26 JULY 27 JULY 28 


9% 50% 53% 52% 
38 36 32 35 


NBC than on any other network 


SOURCE: ARBITRON NATIONAL, 3-NETWORK SHARE OF U. S. AUDIENCE, ALL MEASURED TIME PERIODS. 


NINE-DAY 
AVERAGE 


50% 
35 
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( the facts prove that 


AUNCIE’S 
4 Mohey- Making Market 


FIVE COUNTY TOTAL 


Population .........- 260,100* 
PI Scie aceeec sos 75,020* 
Total income ......... $404,664,000* 
The MUNCIE STAR ..... 29,017** 
MUNCIE EVENING PRESS 20,248** 
THE SUNDAY STAR .... 31,449** 


*SRDS, October 15, 1959 
**ABC Report, March 31, 1959 


The MUNCIE STAR * MUNCIE EVENING PRESS 


MUNCIE, INDIANA 
Notional Representotives: Kelly-Smith Compony 


|"BH&G’ Sets New Rates, Base; 
Adds 2 Regional Editions 
Better Homes & Gardens circu- 
lation rate base will become 5,100,- 
000 an increase of 250,000 over the 
|present base, effective with the 
February, 1961, issue. Rate for a 
b&w page in the national edition 
| becomes $23,045. Four-color page 
e will be $31,480. 


Better Homes & Gardens will 
publish two new regional editions 
|—for the east and for the central 
| regions—effective with the Octo-| 
ber, 1960, issue, making the maga- | 
\zine available in four editions, 
| western, southern, east and central. 


Goodwin Joins Hat Council 

Robert D. Goodwin, formerly co- 
ordinator of advertising and public 
relations of Sugar Information, 
New York, has been appointed to 
the new post of pr director of the | 
|Hat Council, New York. 


Advertising Age, August 15, 1960 


FTC Consent Order Calls for End of 


Settlement Embodies 
‘Code of Ethics,’ Dance 
Maestro Points Out 


Wasuincton, Aug. 9—Arthur 


| Murray Inc. has agreed to a Fed- 


eral Trade Commission consent 


lorder which forbids the Murray 


dance studios from using bait ads, 
phony contests and coersive sales 
methods to sell its dance courses. 
Arthur Murray Inc. operates its 
own studios in New York and Mi- 
ami and licenses 450 others in the 
U.S. and abroad. 

The commission adopted the 
consent order over the objections 
of Hearing Examiner Loren H. 


“LITTLE PEOPLE” 
ARE WATCHING! 


children’s shows. 


4:45 p.m.) of Early Show is tops in all departments, 


able at a phenomenally low cost per thousand! 


the job done! 


Whether you want little people, big people or 
WHO.-TV reaches them all in Central Iowa. Ask your 
Colonel for specifics! 


*MGM Package & WARNER BROTHERS “Vanguard” 
*% “Showcase Package’ %& NTA “'Dream,’’ ‘'Champagne,”’ 
“Lion” # SCREEN GEMS “Sweet 65” * HOLLYWOOD 
TELEVISION SERVICE "'Constellation’’ % M and A ALEX- 


ANDER ‘Imperial Prestige’ *% PARAMOUNT LIBRARY 
and others. 


ARB SURVEY 
Des Moines Television Audience @ June, 1960 


Talk about reaching influentials! Every weekday, thousands of 
brand-conscious kids come to attention for WHO-TV’s popular 


At mid-day the “Cartoon Town” segment (12:10 p.m.- 
p.m.) of Family Theatre sets the pace with No. 1 position in 
both homes reached and metropolitan ratings (see ARB below). 
And in the afternoon, the cartoon and comedy segment (4 p.m.- 


Announcements in these popular WHO-TV shows are avail- 


WHO-TV’s excellent station-time “program mix” attracts 
every segment of the Central Iowa audience morning, afternoon 
and night. One of America’s greatest film libraries* helps get 


WHO-TV 


WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 
WHO 


12:40 


both, 
PGW 


SHARE OF AUDIENCE — MONDAY-FRIDAY 
(AVERAGE PER QUARTER HOUR) 


12:10 p.m.-12:40 p.m. 4 p.m.-4:45 p.m. 

Total Children Total Children 

Homes Viewing Homes Viewing 
WHO-TV 59.0% 48.5% 42.1% 42.3%, 
Station B 33.3% 18.2% 24.8%, 36.4%, 
Station C 7.7% 33.3% 33.1% 21.3% 


WHO-TV is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO Radio, Des Moines 

WOC-TV, Davenport 


WHO 


-TV 
-TV 
-TV 
-TV 
-TV 
-TV 
-TV 
-TV 
-TV 
-TV 
-TV 
-TV 
-TV 
-TV 
-TV 
-TV 


~nW 


Channel 13 + Des Moines 


NBC Affiliate 


Col. B. J. Palmer, President 


P. A. Loyet, Resident 


Manager 


Robert H. Harter, Sales Manager 
aon Griffin, Woodward, Inc., National Representatives 


False Ad Practices by Arthur Murray 


Laughlin, who was assigned to the 
case after issuance of the original 
complaint. Mr. Laughlin, in press- 
ing for a trial, stated that the 
charges against the Murray stu- 
dios are “serious in character and 
indicate a planned course of fraud- 
ulent acts and practices.” 

FTC, in an unusual overruling 
opinion by Commissioner William 
C. Kern, held: “Under the agree- 
ment, everything is accomplished 
that would be achieved by entry 
of a cease and desist order after 
trial, and the expeditious disposi- 
tion of this proceeding duly au- 
thorized by such agreement will 
serve the public interest.” 


s The commission’s complaint, is- 
|sued last March 25, challenged 
|various Arthur Murray promo- 
tional schemes advertised via ra- 
dio, tv and newspapers, such as 
its “Dizzy Dance” and “Lucky 
Buck” contests. The FTC com- 
plaint said the contests are merely 
a “deceptive form of bait or de- 
| coy, attractive to the innocent, 
unwary and unsuspecting mem- 
bers of the purchasing public” 
(AA, April 4). 

The complaint charged that 

| these promotional schemes are not 
benny fide contests but are used as 
bait to obtain names of persons 
who may later be encouraged to 
buy dancing lessons. It added that 
these quizzes, puzzles and contests 
are so simple as to remove them 
from the categories of skill or com- 
|petition, and that substantially 
everyone, if not all, may qualify 
and win. 


= Today’s order forbids the Mur- 
ray studios to use these practices. 
They also are prohibited from re- 
fusing to honor the terms of any 
certificate, award, or offer. Other 
provisions of the order forbid: 

e The use, in any single day, of 
“relay salesmanship,” with or 
without the employment of hidden 
listening devices, to induce the 
purchase of dancing instructicns. 
e The use of so-called “analyses,” 
“studio competitions,” “dance der- 
bies” and similar purported meth- 
\ods of judging dancing ability, 
| which actually are intended to get 
| the “winner” to buy future les- 
| sons. 

\° The use of partially filled-out 
| contracts, and evading and refus- 
|ing to answer questions as to the 
|}amount due or payable, so that 
pupils are misled as to the amount 
of their financial obligation. 


s A spokesman for Arthur Mur- 
ray Inc., commenting on the FTC 
|order, stated: 

| “The Arthur Murray organiza- 
| tion is solely interested in licens- 
\ing dance studios of the highest 
|reputation and excellence. It has 
| therefore cooperated with the Fed- 
| eral Trade Commission in all 
phases of its recent investigation 
of our licensed studios and has vol- 
untarily worked out with the com- 
mission what amounts to a ‘code 
of ethics’ to guide these studios. 
This ‘code’ is now embodied in the 
consent settlement announced last 
week by the commission. 

“For 47 years the Arthur Mur- 
ray Studios have earned public 
approval as the leaders in the 
dance instruction field. The co- 
operation of the Arthur Murray 
organization with the Federal 
Trade Commission emphasizes 
their earnest desire to maintain 
the highest possible standards in 
teaching and in ethical business 
procedure.” 

The agreement is for settlement 
purposes only and does not con- 
stitute an admission by respond- 
ents that they have violated the 
law. + 
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WHEN YOU'RE MAKING UP THE MEDIA LIST, HERE'S FCQVOOD ror trHoucHT— 


The Chicagoans with more 
to spend...spend more time with the 


CHICAGO DAILY NEWS 


The Chicago Daily News carries more food linage than any other 
Chicago newspaper—more than any other evening newspaper in 
the nation. This has been true for fifteen years because the Daily 
News is read by families who spend more money—on food and 


other items—-whose median income is $1070 a year higher than 
Metropolitan Chicago as a whole. They are receptive readers too 

who spend at least 35°%, more time with their newspaper than 
readers of the other Chicago dailies. 


Send for your 1960 Chicago Consumer Analysis. Now available. 
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Boot and Shoe Recorder 


and its M-A-P 


can step up your share of 


640,000,000 
pairs of shoes 


In today’s growing shoe market, you can lose ground by standing still. 


It’s not enough to hold your own in pairage production and dollar sales. 
Your share must grow with the market. 


M-A-P can help you. 


The Marketing Assistance Program of Boot and Shoe Recorder includes 


everything needed to sharpen your marketing, advertising and selling in 
this $4 billion market. 


Marketing consultation is always available with publishers, editors and 
research specialists. Published information includes production and con- 
sumption figures . . . manufacturers’ ratings . . . retail turnover, markup 
and profit reports .. . economic indicators . . . brand name and trademark 
‘directory ... and marketing guides. 


Direct-mail lists, copy and layout service, and merchandising aids such 
as reprints, letters and magazine mailings are also available. Chilton 
Research Services will gladly handle your special research projects. 


These marketing tools, combined with editorial excellence and quality- 
controlled circulation, make Boot and Shoe Recorder the logical starting 
point for more profitable marketing. See your representative now. 


COMPANY 
Chestnut and 56th Streets Philadelphia 39, Pa. 


BOOT AND SHOE RECORDER, the author- 
itative shoe publication, has a circulation of 
23,000 among shoe retailers and manufac- 
turers. As the shoeman’s magazine, it is 
edited for him at all levels of his industry, 
and is his accredited interpreter.of news .. . 
his respected merchandising counsel . . . his 
trusted economic adviser. Twice a month 
Boot and Shoe Recorder is eagerly read for 
its coverage of the industry news in depth. 


R BOOT ana SHOE 
NMATIEDMAL ve ¢ s oF 
Fall 


AND SHOE RECORDER | 
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Total impoct for total product 
distribution of tailored market 
flexibility. 
Lobsteradio (By Morket Size) 
Portiond Bangor Lewiston 
Caribou Waterville Auguste 
Sanford Rumford 
REPRESENTED BY: 
NEW YORK: Richard O’Connell, Inc. 
BOSTON: Harry Wheeler Company 
HICAGO~DETROIT-WEST COAST: 
aren F, McGavren Co., Inc, 
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|Rinse Away Offer Set 


Alberto-Culver Co., Melrose 
Park, Ill., will repeat a consumer 
deal in September, offering a $1 
bottle of Rinse Away hair wash 
plus a 35¢ bottle of Alberto VO5 
hair dressing for $1. Advertising 
will be via participations on 19 
network tv shows. Wade Advertis- 
ing, Chicago, is the agency. 


Insurance Group to Rumrill 

Rumrill Co., Utica, has been ap- 
pointed agency for the new Agri- 
cultural Insurance Group. Mem- 
bers are Agricultural Insurance 
Co., Watertown, N. Y.; Anchor 
Casualty Co., St. Paul, Minn., and 
American Empire Insurance Co., 
Sioux Falls, S. D. 


Advertising Age, August 15, 1960 


Australia’s Patterson Agency Reports 
Billings of $11,250,000 in ‘59-’60 Year 


Sydney Shop Reportedly 
Passes Up JWT, Scoring 
50% Gain in Three Years 


By Leonard Blanket 


Sypney, Aug. 9—George Patter- 
son Pty. Ltd., Australia’s largest 
agency, billed “in excess” of $11,- 
250,000 in its fiscal year ended 
June 30. 

L. W. Farnsworth, managing di- 


volume to ADVERTISING AGE after 
receipt of the auditor’s certificate. 

Mr. Farnsworth said Patterson’s 
four offices are now staffed by 380 
people. 

The new billings figure, which 
represents a gain of about 50% 
over the past three years, clearly 
establishes Patterson as the No. 1 
ad shop “down under.” For many 
years Patterson ran neck-and-neck 
with J. Walter Thompson Co. How- 
ever, Patterson is now believed to 


rector of Patterson, reported this |be several million dollars ahead of 
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Nielsen Coverage Service 


a service of A. C. Nielsen Company 
2101 Howard Street, Chicago 45, Illinois * HOllycourt 5-4400 


for complete radio 
and tv coverage facts 


NCS ’61 will separately report all 
U. S. counties including some 20 city 
areas in Alaska and Hawaii. NCS ’61 
will provide basic broadcast media 
data, coordinated with 1960 U.S. 
Census data and capable of being com- 
bined to meet any media or marketing 
requirement. 


Since 1952, Nielsen Coverage Service 
has had industry-wide acceptance as 
the authentic and detailed source of 
tv and radio media-market information 
...county-by-county. Now NCS ’61 
is being readied by a permanent staff 
of coverage specialists and expert tech- 
nicians in time for tie-in with the 1960 
U. S. Census. 


NCS, produced with proven tech- 
niques for maximum usefulness, is the 
only service providing authoritative 
coverage facts in complete county-by- 
county detail on: 


SET OWNERSHIP 


Total homes... tv homes... radio homes 
(from the 1960 U. S. Census of Population) 


STATION CIRCULATION (daily, weekly, day- 
time, nighttime) 


Each tv station... VHF or UHF 
(including direct or wire-line service) - 


Each radio station ... AM or FM 
(including out-of-home listening) 


Total radio use, county 
by county 


FOR ALL THE FACTS 


Send for complete information on NCS 
‘61 and find out how you can take advan- 
tage of substantial “multi-media” and 
“prompt purchase” discounts. 


CALL...WIRE ++. OR WRITE TODAY 
CHICAGO 1, ILLINOIS 
360 N. Michigan Ave., FRanklin 2-3810 


NEW YORK 22, NEW YORK 
575 Lexington Ave., MUrray Hill 8-1020 


MENLO PARK, CALIFORNIA 
79 Willow Road, DAvenport 5-0021 


the JWT branch here. 


= The merger of United Service 
Publicity, Melbourne, with S. H. 
Benson Ltd., London (see story on 
Page 28), indicates the way the 
Australian agency business is go- 
ing. The big agencies here are get- 
ting bigger, and mergers and ac- 
quisitions seem to be the order of 
the day. 

Benson’s move follows these 
recent developments: McCann- 
Erickson acquired Hansen-Ruben- 
sohn; Briggs & James, Melbourne, 
merged with Canny, Paramor & 
Canny, Sydney; and Benton & 
Bowles linked up with Jackson, 
Wain & Co. (AA, July 18). 

Sydney advertising circles are 
full of rumors of impending inva- 
sions by other American and Brit- 
ish agencies. 


s Another big topic of conversation 
here is the shakeup in national air- 
line accounts. Australian National 
Airlines, a private company owned 
by transport tycoon Reg Ansett, 
switched its account on Aug. 1 to 
Briggs, Canny, James & Paramor. 
It had been at Fortune Advertising 
for many years. 

The move meant that both na- 
tionally-operating airlines have 
switched agencies within a four- 
month period. Trans-Australian 
Airlines interviewed 12 agencies 
and then moved its business to 
Hansen Rubensohn-McCann-Erick- 
son last March. 

TAA is a government-operated 
airline, and the first advertising 
prepared by the new agency is now 
appearing here in one of the larg- 
est press campaigns ever undertak- 
en by the carrier. 

HR-McCann has set out to give 
TAA a new image. The agency is 
using seven-column 14” display ads 
opposite a 14” by three-column ap- 
pendage on the adjoining page. In 
the copy approach, TAA has been 
translated as “Top Australian Air- 
line,” with ads pointing out that the 
airline flies to more places, flies 
more miles and carries more pas- 
sengers than its competition. 

With its new agency, ANA is also 
expected to sport a “new look.” 


# For the second year in a row, 
J. Walter Thompson Co. has cap- 
tured the lion’s share of awards for 
the year’s best radio commercials. 

In last year’s contest, conducted 
by the Australian Federation of 
Commercial Broadcasting Stations, 
JWT took four of the top eight 
prizes. This year it came away with 
three 


There were 80 entries in the con- 
test. Seven of the eight winners 
were singing commercials. 

The winning JWT commercials 
were for Coca-Cola, Kellogg’s Corn 
Flakes and Kellogg’s Rice Bubbles. 
Ironically, JWT has since lost the 
Coca-Cola account to Hansen Ru- 
bensohn-McCann-Erickson. HR- 
McCann won one of the prizes for 
an Ascot cigaret commercial. + 


MacKenzie Named VP 
Chambers, Wiswell, Shattuck, 
Clifford & McMillan, Boston, has 
appointed George F. MacKenzie vp 
in charge of research. Mr. MacKen- 
zie has been director of research 


for the past three years. 
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Most non-vacation 


travelers read New York 
SUNDAY NEWS! 
\S) 
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610,000 250,000, 440,000 190,000 210,000 
New York Sunday Mirror Sunday Times Sunday Sunday 
SUNDAY NEWS Herald Tribune Journal-American 


(Source: Profile of the Millions—2nd Edition) 


Tr nN the pas t year, 610,000 New York Sunday News readers 


took a non-vacation trip away from home. 


No other New York City Sunday newspaper has so many 
non-vacation travelers! 

Executives visit plants in other cities, sales managers spend 
time on the road, engineers investigate locations—and sellers 
of travel or hotel accommodations get a repeat clientele! 

Sunday News readers are spenders—3,920,000 of them 
are in families with incomes over $5,000 and 620,000 are in 
families with incomes over $10,000. 

The Sunday News delivers more quality customers, 
at lower cost! 


THE NEWS, New York’s Picture Newspaper 


More than twice the circulation,daily and Sunday, of any other newspaper in America 


News Building, 220 East 42nd St., New York 17—Tribune Tower, Tribune Square, Chicago 11-634 Buhl Building, Detroit 26—1405 Locust St., Philadelphia 2 
—3460 Wilshire Boulevard, Los Angeles 5—407 Lincoln Road, Miami Beach 39—155 Montgomery St., San Francisco 4—3 & 5 Warwick House St., London, $.W. 1 
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Meet the people at Animation, Inc. 
That's Dick Bellamy with the glasses, 
and Cullen Houghtaling. Both are 
From Dallas—and both of them work 
in the Story Department. I don’t 
know who the other fellow is, but he 
sure is upset about something! 


a> sctisiiton imc. 736 NORTH SEWARD STREET HOLLYWOOD 38, CAL 
CHICAGO + DETROIT + SAN FRANCISCO 


| Shatterproof Adds Two 


J. C. Beetham and William R. 
Parker have joined the advertis- 
ing and promotion department of | 
Shatterproof Glass Corp., Detroit, | 
as coordinator of trade publicity | 
and public relations and chief copy- 
writer, respectively. Mr. Beetham | 
was formerly with the Detroit | 
News as a public relations consul- | 
tant and editorial employe; Mr. | 
Parker was formerly a salesman | 
with the United Motors division of 


| General Motors Corp. 
> Dickinson to Gray & Rogers 


E. E. Dickinson Co., Essex, Conn. 
manufacturer of witch hazel, has | 
appointed Gray & Rogers, Phila- | 
delphia, to handle its national ad- | 
vertising. Bruce Angus Adver- | 
tising Agency, New York, is the 
previous agency of record. 


Koehl Agency, at 25, to Move 
Koehl, Landis & Landan Inc., 
New York, which celebrated its 


25th birthday Aug. 1 will move to 
| 41 East 42nd Street on Oct. 1. 


—According to preliminary figures 
on the nation’s 189 Standard Metro- 
politan Areas, Tulsa went from 76th 
place in the 1950 census to 59th in 
this year’s census. A population 
growth from 327,900 in 1950 to 
414,117 in 1960. Tulsa proper shows 


a@ 1960 population of 258,563—o 
41.5% gain, 


627,000. 


TULSA’S STANDARD METROPOLITAN 
AREA JUMPS UP 17 PLACES 


NOW RANKS 59th IN THE U.S.A. 


Sales Management's 1960 Survey of 
Buying Power shows an Effective Buy- 
ing Income of Tulsa’s Standard Met- 
ropolitan Area as $772,182,000 . . . 
and The Magic Empire (Tulsa's trade 
area of 40 counties in Oklahoma, 
Kansas, Missouri and Arkansas) Ef- 
fective Buying Income as $2,228,- 


Reach Oklahoma's most populated area by using the Oil Capital Newspapers . . . 


> TULSA WORLD 


| TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY 
Represented Nationally by The Branham Co., Offices in principal U.S.A. Cities. 
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SEAGRAM-DISTILLERS COMPANY, N.Y. C. BLENDED WHISKEY. 86 PROOF. 6596 GRAIN NEUTRAL SPIRITS. 


ad campaign in TV Guide to tie 


SPORTING PROPOSITION—Seagram’s 7 Crown has begun an extensive 


in with coverage of top sports 


events. The campaign theme is, “Watch the game with sure enjoy- 

ment,” and the first ad in the series appeared opposite the listing 

for the All-Star football game televised from Chicago on Aug. 12. 

Seagram will use half-page ads in all 56 editions of the magazine. 
Warwick & Legler, New York, is the agency. 


Indictment Hits D. C. 
Soft Drink Bottlers 


for Price Collusion 


WasHINGTON, Aug. 9—A federal 
grand jury today charged seven 
local soft drink bottlers and their 
trade association with fixing prices 
in violation of the Sherman Act. 
Named in the indictment are 
Washington Coca-Cola Bottling 
Co.; Pepsi-Cola Bottling Co. of 
Washington, D. C.; Pepsi-Cola 
Metropolitan Bottling Co.; Canada 
Dry Corp.; R.C.-Nehi Bottling Co.- 
Washington; Seven-Up Washington 
Inc.; Rock Creek Ginger Ale Co., 
and Carbonated Beverage Manu- 
facturers Assn. of Washington, 
D.C. 

The indictment charges that 
members of the association met in 
Feb., 1960, and agreed to increase 
prices for their bottled soft drinks 
effective March 7, 1960. The in- 
crease was adopted in price lists 
issued between March 2 and 4, 
the indictment stated. 

The soft drink business in the 
Washington metropolitan area is 
valued at $30,000,000, according to 
the indictment. + 


Daniel & Charles Appointed 

Daniel & Charles, New York, 
has been appointed the agency for 
Waitt & Bond’s Blackstone, Had- 
don Hall and Yankee cigars. The 
media include print, radio and tv. 


ROY L. ALBERTSON 

Prescott, Ariz., Aug. 9—Roy L 
Albertson, 61, a veteran of 30 years 
in the radio industry and one of 
the pioneers of independent broad- 
casting, died early July 27 at his 
home here. 

He entered radio as manager of 
WEBR, Buffalo, in 1930. He served 
as such until founding station 
WBNY, Buffalo, in 1935. He was a 
charter member of the Assn. of In- 
dependent Metropolitan Stations. 
A son, Roy Jr., owns and op- 
erates stations KNOT, in Prescott, 
and KVNA, Flagstaff. 


Ford Dealers to Run Special 
Insert in September ‘Ford Times’ 
Ford dealers in the San Jose dis- 
trict, including central and north- 
ern California, southern Oregon 
and western Nevada, will run an 
eight-page color insert in 165,000 
special copies of the September is- 
sue of the “Ford Times,” Dearborn, 
Mich. Promotion of the. special Pa- 
cific edition will be part the deal- 
ers’ annual “cleanup” sales cam- 
paign prior to the introduction of 
1961 models. 


Johnson Joins ‘Market Daily’ 

P. K. (Johnny) Johnson has 
joined Chicago Market Daily, pub- 
lished by the American Furniture 
Mart, Chicago, as an advertising 
representative. Prior to joining 
Market Daily, Mr. Johnson was 
with the National Furniture Re- 


Chirurg & Cairns was the previous 
agency. 


view, official publication of the 
National Retail Furniture Assn. 


brands to suburban shopping 


EBONY Magazine, 


in 


of the purchases of certain 


other visual medium. 


Send for your copy “You Can Increase Your Sales In Central-City.” 


Increase your sales 


Central-city retailers. are losing pre-sold customers for your 


centers. Yet, you can increase your 


central-city sales with effective (customer-oriented) advertising in 


central-city! 


In @ typical city, a 40% Negro population accounted for 63.4% 


toiletries. In another market, with a 


53.1% Negro population, these central-city consumers accounted 
for approximately 67% of total purchases of prestige products. 


EBONY gives your products far more effective local impact 
among these vital central-city replacement customers than any 
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_ ACCURACY POLICY | 


Recognizing the power of the print- _ 
_ ed word to influence, it is the pol- _ 
_ jey of Electronic Design: 
To make all reasonable efforts 
to insure accuracy of editorial 
matter. 
-_To publish promptly corrections 
brought to our attention. 
To not knowingly publish mis- 
leading advertisements. 
To reserve the right to refuse any 
advertisement. : 
Readers noting errors or misstate- _ 
ments of facts are encouraged to 
write to the editor. 


° Lye 0 ee ae 


Siege at. ae 
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ee 


CONFIDENCE 
IN YOUR 
ADVERTISING 
STATEMENTS? 


Believability is a strong selling factor in your advertising, 
especially when dealing with an informed and highly critical 
engineering audience. Your customers must depend on the 
accuracy of the material they read in Electronic Design. 

To help build reader confidence, Electronic Design screens 
the entire contents of each issue. Every effort is made to 
avoid misstatements or undue exaggeration of fact. Readers 
are encouraged to report any irregularities on a confidential 
basis. As a result, believability of your advertising is in- 
creased and your customers are protected from irresponsible 
promotional claims. 

These and other services to protect the integrity of both 
editorial and advertising have always been considered a 
basic part of Electronic Design’s publishing philosophy. 


more than a magazine... 
a SELLING FORCE 
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_ Information for Advertisers 


“The Computer Comes to Mar- 
keting,” a half-hour b&w 16mm 
movie, has been prepared by For- 
tune and is available for free loan 
to business men. Based on material 
from Fortune, the film presents an 
insight into successful computer 
applications in the whole range of 
marketing. Additional information 
is available from Fortune, Time & 
Life Bldg., Rockefeller Center, New 
York 20. 


e A new slide presentation outlin- 
ing radio’s advantages. for advertis- 
ers in the 1960s—and including a 
variety of competitive media data 
—“Sound Selling in the ’60s,” is 
available to its members from the 
Radio Advertising Bureau, 460 
Park Ave., New York 22. 


e “Promoting to the Youth Mar- 


BRAND-NEW: 
Out of the thousands of 


SATURDAY EVENING POST 
stories read and loved by millions 
of Americans, ITC now proudly 
brings to television first run, 

for the first time, the 


June Lockhart 
... tender 
romance 


Everett Sloane 
... Western 
adventure 


... tongue- 
in-cheek 
farce 


Pulitzer Prize-winning 

authors like MacKinlay Kantor, 
Conrad Richter, Stephen Vincent 
Benet . . . and many others. 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Avenue ~ N.Y. 22 + PL 5-2100 


ket,” an eight-page pamphlet out- 
lining the patterns of promotion for 
the nation’s teen agers, has been 
published by the National Retail 
Merchants Assn. The booklet con- 
tains proceedings of a recent forum 
of sales promotion experts who 


analyzed characteristics of the 
youth market and proposed meth- 
ods for retailers interested in pro- 
moting merchandising to this 
group. The booklet, priced at 50¢ 
per copy, is available from Nation- 
al Retail Merchants Assn., 100 W. 
31st St., New York 1. 


e Practical Builder has published a 
market data file which includes re- 
sults of a readership survey, build- 
ing statistics, concrete slab con- 
struction practices, wood frame 


floor construction practices and 
type of finish flooring used. Addi- 
tional information is available from 
Practical Builder, 5 S. Wabash 
Ave., Chicago 3. 


e “How to Plan & Produce a 
Film,” a booklet designed to help 
clients think through the pros, 
cons and costs of a film, has been 
published by G. M. Basford Co. 
The booklet examines research, 
writing the script, production of 
film and soundtrack, editing and 
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publicizing, and contains a glossary 
of film-making terms. Copies may 
be obtained from Elaine M. Siebert, 
G. M. Basford Co., 60 E. 42nd St., 
New York 17. 


e “Selective Pressure on Target,” 
a basic guide to the principles and 
practices of spot television, has 
been published by Edward Petry & 
Co. The booklet summarizes cur- 
rent dimensions, and points up dif- 
ferences between network and spot 
tv. Additional information may be 


Which of these reaches 


more of your best 
at least cost ? 


Newest Politz study of 32,000 people reveals how 
all types of companies can get more sales opportuni- 
ties from their advertising budgets 


To make your advertising succeed, a magazine (or TV 
program) must put your sales message before your sales 
prospects. Now you can know how well each of the four 
leading general magazines does this job. Specifically, 
you can know: 


1. How many times your message will be shown 
2. How often it will be looked at by your best prospects 
3. What it costs you to reach them. 


Here are some examples... 


From the largest study of its sort ever made, conducted 
by Alfred Politz, you can learn facts like these: 


© Your sales message will be delivered (or “exposed”) far 
more times to people in refrigerator-buying families 
through Reader’s Digest than through the Post, Life or 
Look . . . or the average nighttime network TV show. 


© These people are good prospects for other appliances— 
and you pay only $1.63 per thousand for “exposures” to 
them in the Digest, compared to $2.79 in the Post, $4:17 
in Life, and $2.47 in Look. 


¢ Through the Digest, you can pinpoint this refrigerator- 
buying market for the same cost-per-thousand you pay 
to reach the total audience of the average nighttime tele- 
vision program. See table at right. 


Ss r 
orossriao 


A huge market 


These are just samples of what the Politz study can show 
about your own particular market. Reader’s Digest 
readers are far above average in income and education 

. and they are excellent customers for all kinds of 
appliances. For example: 


© 7,332,000 Digest readers live in households that now 
own a clothes dryer. 


© 18,909,000 Digest readers live in households that now 
own an automatic washer. 


Why the Digest works so well 


There is a simple reason why the Digest can deliver your 
company’s sales message more times . . . to your best 
prospects . . . at the lowest cost— 

During the 2%-month active life of the Digest, readers 
return to their copies again and again. (Have you ever 
finished the Digest at one reading?) Its pocket size en- 
courages repeat reading; many people carry a copy with 
them to read whenever they have a chance. 

Because of these repeated readings, your sales mes- 
sage is usually looked at more than once by the same 
person (and three people read each copy on the average). 

As a result, your advertisement in one issue is looked 
at a staggering 60,947,000 times. 

Not all leading magazines can offer this valuable 
bonus of repeat reading, as the study clearly shows. And 
television is not physically able to show your commercial 
more than once to the same persons . . . unless, of course, 
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obtained from Bob Hutton, Edward 


Petry & Co., 3 E. 54th St., New 
York 22. 


e “The Denver Metropolitan Group 
—A 3 in 1 Sales Plan,” a report 
analyzing the Denver Metropolitan 
stations as to coverage, facilities, 
programming, audience and cost 
efficiency, has been published by 
Avery-Knodel Inc., 720 Fifth Ave., 
New York 19. 


e “Facts About the Detroit Free 


Press,” a new market data study, 
has been published by the Detroit 
Free Press. Divided into four sec- 
tions, market data, circulation, 
readership and advertising, the 
booklet contains data on the news- 
paper’s circulation, advertising and 
market along with qualitative data 
on readership, economic status of 
its readers and readership of the 
newspaper. Copies may be ob- 
tained from Robert Wheeler, ad- 
vertising director, Detroit Free 
Press, Detroit 31. # 


Field Enterprises Names 
Moses to New Ad Post 

Field Enterprises, Chicago, has 
appointed Philip W. Moses to the 
new post of sales mdnager of sup- 
plement advertising of its newspa- 
per division. The new department 
will include the roto magazines, 
Chicago Life and Midwest, TV 
News, TV Prevue and color comics 
sections in the Chicago Sun-Times 
and Chicago Daily News. Mr. Moses 
has been in the eastern advertising 


division since 1955. 

Also promoted were Donald J. 
Hurwich, who will head roto ad- 
vertising; Burton H. Mandel, to the 
eastern ad office; James R. Camp- 
bell, to general advertising; Wil- 
laim F. Bondlow, to retail advertis- 
ing; Earle Zat to the Detroit office, 
and Daniel O’Day to manager of 
household equipment advertising. 


Daniels Agency Adds One 
Duty-Free Shoppers, New York, 
has appointed Mimmi Daniels Ad- 


appliance prospects... 


you pay to have your message broadcast a second time. 

As the cost-per-exposure figures show, these differ- 
ences can mean major savings to advertisers. 

Your Digest messages will also benefit from appearing 
in a magazine where advertising is limited to reliable 
products and reasonable claims. Furthermore, people 
believe what they read in the Digest. 


How to get your copy of the study 


This important new research, 


co-sponsored by Reader’s 


Digest and the Saturday Evening Post, is fully reported 
in the 84-page book, Advertising Exposure. Here you 


People have faith in 


will find information on types of appliances owned and 
other valuable. data on America’s four leading general 
magazines. This book is free to advertisers and adver- 
tising agencies, and available to others for $5. For your 
copy, write or call Fred D. Thompson, Reader's Digest, 
230 Park Ave., New York 17, N. Y. 


eaders Dige st 


Largest magazine circulation in the U.S. 
Over 12,000,000 copies bought monthly 


... to all types of people 


Exposures per person Total exposures Cost 
to a page or to a page or per 1000 
oe eh a in gh . 
READER’S DIGEST........ 1.7 60,947,000 59¢ 
ee eee 1.3 30,861,000 9l1¢ 
Pf ee ae bak es 1.0 30,110,000 $1.03 
DEE bebe oie Os'0:0, 2a 1.1 30,702,000 84¢ 
AVERAGE EVENING 
NETWORK TV SHOW...... 1.0 17,419,000 © $1.63 


NOW SEE WHAT YOU REALLY PAY TO DELIVER YOUR ADVERTISING 1000 TIMES 
... to people in refrigerator-buying families 


Exposures per person Total exposures Cost 
to a page or to a page or per 1000 
commercial minute commercial minute exposures** 
2.0 22,267,000 $1.63 
1.3 10,061,000 2.79 
0.8 7,471,000 4.17 
1.2 10,438,000 2.47 
1.0 *** *** 


*Magazine costs are for a black-and-white page, at rates effective Sept. 12, 1960. Television figures are Reader’s Digest estimates. 
**Here the entire cost of a black-and-white page is charged as the cost of exposures to people in refrigerator-buying families. 
***Figures comparable in accuracy to those obtained by the new Politz study are not available for television 
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vertising, New York, to handle 
advertising and public relations. 
The company, organized recently, 
enables persons traveling outside 
the U. S. to purchase foreign goods 
duty free, without having to go 
to the foreign country involved. 
The company publishes catalogs 
from which the traveler orders; 
the articles are then delivered to 
the traveler’s home address. 


Red-E-Blend to Hunter 
Red-E-Blend Fuel Corp., Sacra- 
mento, has appointed Hunter & 
Staples, Sacramento, to handle its 
advertising and public relations. 
Red-E-Blend is the developer and 
distributor of a fuel produced espe- 
cially for use in outboard motors. 
It is presently being test marketed 
in north California, with national 
distribution planned for early 1961. 


Conley Joins Auerbach 

Alfred W. Conley, formerly mer- 
chandise manager of the home fur- 
nishings division of Textured Yarn 
|Co., has joined Alfred Auerbach 
| Associates, New York, as account 
executive for Furniture by Tom- 
|linson, the Loomweve rugs and 
{earpets division of Congoleum- 
Nairn, and Statton Furniture Mfg. 
| Co. 


| 

‘Max Enelow Opens Offices 

| Max Enelow, who recently re- 

\tired as director of advertising 
and promotion of Philco Corp.,, has 

|opened his own creative counsel- 

|ing service, with offices in Elkins 

|Park House, Elkins Park, Pa. At 
the same time, he announced that 
his first client is Maxwell Asso- 

| ciates, Philadelphia. 


|WPAT Adds 3 Salesmen 

| WPAT, Paterson, N. J., has 
|added three salesmen to its ex- 
| panded executive quarters in New 
| York. They are William Codus, 
| formerly with Weed Radio Corp., 
and Winston Kirby and Leonard 
| Levitt, both previously with 
! WNBC, New York. 


Cahn Joins Charles Hoyt 

| Edward R. Cahn, formerly with 
Donahue & Coe, New York, has 
joined Charles W. Hoyt Co., New 
| SR, as an account executive. 


| Brazing Account to Schwab 


Schwab, Beatty & Porter, New 
| York, has been appointed the agen- 
| cy for the Handy & Harman course 


in silver brazing. 


| YOU'RE 
- DOLLARS and DAYS 
AHEAD 


When You Duplicate 


| 
| 
| 
Process Originals 
| 
| 
| 
| 


with 


SOLID-COPPER 
HANSONTYPES 


for 


Publication Molding 


You get Hansontypes for only 
about one-third the average 
| cost of engraver-made dupli- 
cates of process originals 
... you get the quality of 
originals . . . and in only two 
working days. Phone or 
write for more information. 


HANSON COMPANY 


9th & Sansom Sts., Phila. 7 WaAinut 2-5567 


9s, 
* 


(PP 


| Yeo% 

The PROGRESS + HANSON + PROGRESSIVE Group 
One of America’s Most Complete 
Graphic Arts Organizations 
Philadeiphia - New York - Newark - Lancaster 

Wilmington - Baltimore - Washington - 
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WIBK 


DOMINATES THE 
MARKET ON WHEELS! 


SATURATE with low-cost 
package plans 


CALL KATZ - today: 


the STORER station backed by 
33 years of responsible broadcasting 


Irwin A. Olian, 
Agency Founder, 
Is Dead at 52 


Cuicaco, Aug. 9—Irwin A. Oli- 
an, 52, president of Olian & Bron- 
ner, died Sunday, apparently of a 
heart attack suffered while playing 
tennis. 

Mr. Olian founded Olian Adver- 
tising Co. in St. Louis in 1940. He 
opened another agency in Chicago 
in 1944, with both agencies op- 
erating as separate corporations. 

The Chicago agency became 
Olian & Bronner in 1952, when 
Maurice H. Bronner was named 
exec vp. The St. Louis operation 
was dissolved in 1955. 

Mr. Olian was born in St. Louis 
and was a graduate of the Uni- 
versity of Michigan. Before open- 
ing his own agency, he was a writ- 
er at Gardner Advertising Co., St. 
| Louis; circulation promotion man- 
lager of Liberty, New York, and 


if million is 
a“must’ market... 
Salt Lake’s a must! 


Newspapers are the 


Bee 
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sales promotion manager of Fam- 
ous-Barr Co., St. Louis depart- 
ment store. 

Survivors include a sister, Mrs. 
Charlotte Kirshbaum, a copywriter 
at Olian & Bronner. 


LORD ILIFFE 


Lonpon, Aug. 9—Lord Iliffe, 83, 
one of the best known and most 
distinguished of Britain’s oldtime 
newspaper and periodical proprie- 
tors, died here July 25, after 66 
years in the print and publishing 
field. 

With his brother, W. Coker Iliffe, 
he took control of the family busi- 
ness on his father’s death and was 
responsible for a great expansion 
of the periodical publishing side 
of the business. 

He became associated with Lords, 
Camrose and Kemsley in a suc- 
cessful newspaper venture which 
reached out to many parts of Brit- 
ain. From 1928 to 1937 he was 
part-proprietor of the Daily Tele- 
graph, 

The partnership was dissolved in 


| 1937 and he disposed of most of his 


interests including Allied News- 
| papers (later Thompson Newspa- 
|pers) and the Amalgamated Press 
(now Fleetway Publications). 

In 1943 he acquired the Birming- 
|ham Post, the Birmingham Mail, 
|and the Birmingham Weekly Post. 


Salt Lake’s two 
metropolitan newspapers, 
with four-state circulation, 
open the sales-door to 
1,500,000 prosperous 
prospects living in this vast 
marketing area. Make no 
mistake — this market: 

is different! Buying and 
selling does not stop at the 
imaginary boundaries of 
Salt Lake City, a fact 
recognized by the 
Department of Commerce 
when they designated 

the area “The Salt Lake 
Wholesale Trading Zone.” 
Fill this gap in your 
marketing map! 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


Best National Media. 
Read by most people. 
Carry largest volume of 
advertising. The people 
of America Buy 
58,000,000 newspapers 
Every Day. 


DESERET NEWS uo 
Salt Lake Telegram (eveninc) 


Represented Nationally by MOLONEY, REGAN & SCHMITT, Metro Comics Network. 
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JULIUS BRISKMAN 

PHILADELPHIA, Aug. 9—Julius 
Briskman, 60, a sales representa- 
tive of the Chilton Co., died in 
Westchester, N. Y., Aug. 3. He 
lived in Philadelphia. 


GEORGE G. LENEHAN 


NEw York, Aug. 9—George G. 
Lenehan, 42, vp of Modern Talking 
Picture Service, died at Northport, 
L. L. July 28. Mr. Lenehan, who 
had been ill briefly with pneumo- 
nia complicated by asthma, joined 
Modern Talking Picture in 1947 
after service with the Navy in 
World War II. 


JACK HORLER 


New York, Aug. 9—Jack F. Hor- 
ler, 66, former radio and televi- 
sion director of Baker Advertising 
Agency, Toronto, died suddenly in 
New York Aug. 3. 

One of Canada’s best-known ad- 
vertising men, Mr. Horler had been 
semi-retired for the past two years, 
spending part of his time in Sara- 
sota, Fla., and working parttime as 
a consultant in the Baker agency’s 
offices in Toronto. 

A pioneer in Canadian radio and 
tv, Mr. Horler began his career 
with CJCA, Edmonton radio sta- 
tion, where he was the first radio 
announcer to broadcast a hockey 
game in Canada. He joined the ad- 
vertising department of the Ed- 
monton Journal and later became 
promotion manager of the Winni- 
peg Tribune. 


a Mr. Horler joined the Baker 
agency in Winnipeg in 1935 and 
later came to Toronto, where he 
was appointed director of the radio 
department. With the advent of tel- 
evision in Canada, he was appoint- 
ed radio and tv director. 

As part of an effort by Canadian 
agencies in World War II, Mr. Hor- 
ler worked on radio recruitment for 
the Royal Canadian Air Force. 

His survivors include a son, 
Hugh, who is radio and tv director 
of MacLaren Advertising Co., To- 
ronto. 


JAMES E. STILES 


Lioyp Harsor, N.Y., Aug. 9— 
James E. Stiles, 71, former pub- 
lisher of the Nassau Daily Review- 
Star, Jamaica, L. I., which merged 
with the Long Island Press in 1953, 
died at his home Aug. 3. Mr. Stiles 
was a past president of the New 
York State Associated Dailies and 
the New York State Publishers 
Assn. and had been a director of 
the American Newspaper Publish- 
ers Assn. 
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Great. 
But what do we 


do for 
an encore? 


We do it again. As we have week after week, rat- 
ing period after rating period, in the most com- 
petitive markets, during the most hotly contested 
broadcast hours. That’s what we do for an encore! 


3 Network Share of Audience* 


! 
ABC-TV| 36.1 
NETY | 35.3 
NETZ | 28.6 


*Source: Nielsen 24 Market TV Report, average audience, week ending July 24th, 1960, 


7 nights 8:00-10:30 P.M. Sun. through Sat. ABC TELEVISION G4 
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& Airplane Corp., Hagerstown, Md. | Bartkus Joins ‘Road & Track’ 
For the past three years Mr. Rob-| Richard A. Bartkus, formerly 
inson has directed the sales pro-| with Cox Publishing Co., has been 
motion program for Fairchild’s | named advertising director of Road 
F-27 prop-jet transport. & Track, Newport Beach, Cal. 


Fairchild Names Robinson 
John W. Robinson has been ap- 
pointed director of public relations 
of the Fairchild aircraft and mis- 
siles division of Fairchild Engine 


CLEVELAND 


| nothing 
sells 
like 


~BEAUTINUL 
WIWw 


the STORER station backed by 33 years of responsible broadcasting 


CALL KATZ or National Sales Offices: 625 Madison Ave., New York 22 « 230 N. Michigan Ave., Chicago 1 


hse) sousall 


Wade Names Owen Exec VP in 
Chicago; McCluer L.A. Head 

Forrest Owen, vp and general 
manager of the Los Angeles office 
of Wade Advertising, is joining 
Wade’s Chicago headquarters as 
exec vp on Aug. 15. Mr. Owen also 
was named a member of the agen- 
cy’s board. At the same time, Paul 
McCluer, exec vp of Wade’s Chica- 
go operation, is moving to Los 
Angeles to assume Mr. Owen’s 
former post. 


Forrest Owen 


Mr. Owen joined Wade in Chi- 
cago in 1944 as a radio director 
and moved to the Los Angeles staff 
in 1946. He opened Wade’s New 
York office in 1954 and returned 
to Los Angeles in 1956. Mr. Mc- 
Cluer, a radio tv veteran, joined 


Pau! McCluer 


Advertising Age, August 15, 1960 


NBC in 1931. He joined Wade as 
general manager in 1951 and was 
named exec vp and a member of 
the board in 1959. 


Nielsen to Publish Report on 
Canadian TV Viewing Habits 
Reports on viewing habits in 
Canada’s four major centers which 
account for more than 45% of the 
country’s television homes, will be 
released this month by the broad- 
cast division of A. C. Nielsen Co. of 
Canada Ltd., Toronto. Program 


»|preferences and tv station ratings 


were measured by Recordimeters, 
a patented device which is attached 
by Nielsen field representatives to 


;each tv set in sample homes, and 
|confirms the volume of television 


viewing by each home. 


Amodeo to White & Shuford 

John Amodeo has joined White 
& Shuford, El Paso, as radio-tele- 
vision production manager. Mr. 
Amodeo was formerly with KELP, 
El Paso, in radio sales. 


Fountain to ABC Radio 

Robert F. Fountain, formerly 
with Look, has joined the network 
sales staff of ABC Radio, New 


York. 


WITH ADVERTISERS OF 


BEER, WINE AND LIQUOR 


(JAN. - JUNE, 1960) 


GETS MORE VOTES THAN 


POST OR LOOK 


(OR ANY MAGAZINE) 


ADVERTISING 
RANK MAGAZINE REVENUE 
1. LIFE $5,986,853 
2. Look 2,692,107 
3. Saturday Evening Post 2,567,424 
a. Time 2,197,840 
5. New Yorker 1,447,474 


ER ee th evan et ac a 


SOURCE: P.I.B. (GROSS FIGURES) 
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B You don’t have to be a Harvard 


...many Harvard men do.read Sunday Newspaper. Comics. Ask 
any Harvard, or M.I.T. or Ohio Wesleyan, or Dartmouth or 
Johns Hopkins, or UCLA man about Dogpatch. He’s more fa- 
miliar with this little backwash than his own community. 

Ask him to identify Dick Tracy, Peanuts, Steve Canyon, 
Gasoline Alley. The names will register faster than those of his 
Senator, Congressman, Police Chief, grocer, dentist, barber — 
and most of his neighbors. 

Why not? College men.are human. Like the rest of the popu- 
lation, they grew up with Sunday Newspaper Comics. /.nd they 
stay with Comics. In fact, there are more. college graduates 


man to 


reading Metro Sunday Comics every week than any vther pub- 
lication you can buy. 

Metro Sunday Comics Network goes into 19,000,000 homes 
and racks up a total readership of 40,000,000! Its audience is 
real. Live. Loyal. Stable. Every week. The year ‘round: Its ad- 
vertising is welcomed and read, not regarded as an interruption 
or an opportunity for a quick snack. 

What about response? Ask any advertiser who has tested it. 
And here’s fair warning: Don’t make an offer in Metro Sunday 
Comics unless you’re prepared for a deluge! 

Examine what your money can buy in Metro Sunday Comics. 


read comics, but... 


The biggest circulation; best noted and read ratings; top mar- 
kets; top income and education brackets. Pick the categories 
you want: Metro Sunday Comics Network holds up. Get the 
full, fabulous Metro story now. You'll be glad you did—and so 
will the stockholders! 
All you need for the complete story is an M 

open mind and a telephone to call MUrray Hill ETRO 
9-8200 in New York City, or you can call any 
branch office listed below. 


Comics 


PbO» he 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Sales Offices: 260 Madison Avenue, New York 16, N. Y., MUrray Hill 9-8200 * Chicago 11, 1710 Tribune Tower © Detroit 2, New Center Building * Los Angeles 5, 3460 Wilshire Boulevard * San Francisco 4, 155 Montgomery Street 
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Fairchild Names Robinson 


de Se, A ease 


& Airplane Corp., Hagerstown, Md. | Bartkus Joins ‘Road & Track’ 

John W. Robinson has been ap- |For the past three years Mr. Rob- 
pointed director of public relations |inson has directed the sales pro-| with Cox Publishing Co., has been 
of the Fairchild aircraft and mis-|motion program for Fairchild’s |named advertising director of Road 
siles division of Fairchild Engine | F-27 prop-jet transport. 


& Track, Newport Beach, Cal. 


CLEVELAND 


nothing 
sells 


WIW 


the STORER station backed by 33 years of responsible broadcasting 


CALL KATZ or National Sales Offices: 625 Madison Ave., New York 22 + 230 N. Michigan Ave., Chicago 1 


Wade Names Owen Exec VP in 


Richard A. Bartkus, formerly| Chicago; McCluer L.A. Head 


Forrest Owen, vp and general 
manager of the Los Angeles office 
of Wade Advertising, is joining 
Wade’s Chicago headquarters as 
exec vp on Aug. 15. Mr. Owen also 
was named a member of the agen- 
cy’s board. At the same time, Paul 
McCluer, exec vp of Wade’s Chica- 
go operation, is moving to Los 
Angeles to assume Mr. Owen’s 
former post. 


Paul McCluer 


Forrest Owen 


Mr. Owen joined Wade in Chi- 
cago in 1944 as a radio director 
and moved to the Los Angeles staff 
in 1946. He opened Wade’s New 
York office in 1954 and returned 
to Los Angeles in 1956. Mr. Mc- 
Cluer, a radio tv veteran, joined 
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NBC in 1931. He joined Wade as 
general manager in 1951 and was 
named exec vp and a member of 
the board in 1959. 


Nielsen to Publish Report on 
Canadian TV Viewing Habits 
Reports on viewing habits in 
Canada’s four major centers which 
account for more than 45% of the 
country’s television homes, will be 
released this month by the broad- 
cast division of A. C. Nielsen Co. of 
Canada Ltd., Toronto. Program 


| preferences and tv station ratings 
|were measured by Recordimeters, 


a patented device which is attached 

|by Nielsen field representatives to 
‘each tv set in sample homes, and 
confirms the volume of television 
viewing by each home. 


Amodeo to White & Shuford 

John Amodeo has joined White 
& Shuford, El Paso, as radio-tele- 
vision production manager. Mr. 
Amodeo was formerly with KELP, 
El Paso, in radio sales. 


Fountain to ABC Radio 

Robert F. Fountain, formerly 
with Look, has joined the network 
sales staff of ABC Radio, New 
York. 


GETS MORE VOTES THAN 
POST OR LOOK 


(OR ANY MAGAZINE) 


' WITH ADVERTISERS OF 


BEER, WINE AND LIQUOR 


(JAN.- JUNE, 1960) 


ADVERTISING 
RANK MAGAZINE REVENUE 
1. LIFE $5,986,853 
2. Look 2,692,107 
3. Saturday Evening Post 2,567,424 
4. Time 2,197,840 
5. New Yorker 1,447,474 


SOURCE: P.I.B. (GROSS FIGURES) 


SELL THE MARKET OF THE 60’S RIGHT NOW 
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...many Harvard men do.read Sunday Newspaper. Comics. Ask 
any Harvard, or M.I.T. or Ohio Wesleyan, or Dartmouth or 
Johns Hopkins, or UCLA man about Dogpatch. He’s more fa- 
miliar with this little backwash than his own community. 

Ask him to identify Dick Tracy, Peanuts, Steve Canyon, 
Gasoline Alley. The names will register faster than those of his 
Senator, Congressman, Police Chief, grocer, dentist, barber — 
and most of his neighbors. 

Why not? College men.are human. Like the rest of the popu- 
lation, they grew up with Sunday Newspaper Comics. /.nd they 
stay with Comics. In fact, there are more. college graduates 


reading Metro Sunday Comics every week than any viher pub- 
lication you can buy. 

Metro Sunday Comics Network goes into 19,000,000 homes 
and racks up a total readership of 40,000,000! Its audience is 
real. Live. Loyal. Stable. Every week. The year ’round: Its ad- 
vertising is welcomed and read, not regarded as an interruption 
or an opportunity for a quick snack. 

What about response? Ask any advertiser who has tested it. 
And here’s fair warning: Don’t make an offer in Metro Sunday 
Comics unless you’re prepared for a deluge! 

Examine what your money can buy in Metro Sunday Comics. 


| You don’t have to be a Harvard man to read comics, but... 


The biggest circulation; best noted and read ratings; top mar- 
kets; top income and education brackets. Pick the categories 
you want: Metro Sunday Comics Network holds up. Get the 


full, fabulous Metro story now. You'll be glad you did—and so 
will the stockholders! 


All you need for the complete story is an 
open mind and a telephone to call MUrray Hill 
9-8200 in New York City, or you can call any 
branch office listed below. 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Sales Offices: 260 Madison Avenue, New York 16, N. Y., MUrray Hill 9-8200 © Chicago 11, 1710 Tribune Tower © Detroit 2, New Center Building * Los Angeles 5, 3460 Wilshire Boulevard © San Francisco 4, 155 Montgomery Street 
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ONLY 10 CITIES 


in the 100,000 or more population 
group doubled population 
during the past 10 years. 
8 of these 10 cities are in 
the Southwest and Pacific Coast. 


EL PASO’S POPULATION 
more than doubled with a 108.6% 
increase. 1960 Population 272,239 


The Zl Paso Times 
Morning and Sunday 


El Paso Herald-Post 


Evening 


Adenauer Shift 
to Deutschland 
Roils German TV 


Freies Net Thought It 
Had Official Nod; States 
Make Plans for 3rd Net 


Bonn, Aug. 10—A sudden de- 
cision by Chancellor Konrad Ade- 
nauer has turned West Germany’s 
television channel over to a newly 
formed corporation, Deutschland 
| Fernsehen, instead of giving it to 
the private corporation, Freies 
|Fernsehen, which previously had 
been guaranteed the rights (AA, 
| July 25). 
| The various states of West Ger- 
|many are in an uproar over the 
lswitch, which leaves them with 
‘considerably less control over the 


LARGEST 


@nd in population 


Second Market. 
*ABC Publisher’s Statement — March 31, 1960—95,568 


A Booth Michigan Newspaper 


MARKET IN MICHIGAN 


Flint continues to show tremendous gains in population, sales 
and buying power. Advertisers, both local and national, have 
found it a lucrative market for selling goods. Give Flint an 
important place in your selling plans, too! The Flint Journal, 
delivered to more than 95,000* homes every day, is free from 
effective competition and gives easy access to Michigan’s 


FLINT METROPOLITAN AREA o/ 
POPULATION NOW 370,200 UP 3b) 
THE FLINT JOURNAL 


NATIONAL REPRESENTATIVES: A.H. Kuch, 1 10. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodwerd 1.0972. 


Advertising Age, August 15, 1960 


second—and commercial—channel. 
The states are threatening to 
withhold the 1,000 marks apiece 
(about $240) which they have been 
asked to put into Deutschland 
Fernsehen, and to form their own 
state-run channels, which would 
likewise be supported by commer- 
cials. 

Mr. Adenauer caught the whole 
country off guard by announcing 
the new commercial enterprise, 
Deutschland Fernsehen, is to be 
established, with 12,000 marks of 
capital from the federal govern- 
ment and 1,000 from each of the 
state governments for initial oper- 
ation of the supervisory corpora- 
tion. Fritz Schaeffer, federal min- 
ister of justice, was named tem- 
porary “trustee,” acting for the in- 
terest of the states. 


s The new move, incidentally, 
provided an exclusive scoop for 
the current single German televi- 
sion channel; Mr. Adenauer had 
called a tv representative in to 
witness the signing of the contract, 
which was shown on the July 25 
night news show, while the Ger- 
man dailies carried the story only 
the following day. 

Channel 2 is slated to go into 
operation Jan, 1, 1961, producing 
news shows and public service 
programs, but with all the rest of 
its shows bought from private 
companies. Only 10% of transmis- 
sion time will be available to ad- 
vertisers and for spot commercials 
only—tlL.ere will be no sponsorship 
of programs. 

Deutschland Fernsehen is to be 
governed by a 15-member board 
comprising five representatives of 
the federal government; five from 
the states (meaning that not all 
the states will have a representa- 
tive—one of their major objec- 
tions); and one each representing 
the Protestant, Catholic and Jew- 
ish churches, labor and industry. 

Mr. Adenauer thus arbitrarily 
ended one phase of Germany’s 
seven-year war concerning the 
second tv channel. 

The states are considering a boy- 
cott of the second channel and 
establishment of a third channel 
network, which would operate 
similarly to the single channel 
network now in operation (with 
the states splitting the time, and 
each state carrying the same 
shows). This channel would also 
be commercial. 

Hessischer Rundfunk (Frank- 
furt), Southwest Rundfunk (Bad- 
en-Baden) and South German 
Rundfunk (Stuttgart) are already 
constructing their own stations to 
handle a new channel. 


® Really left holding the big fi- 
nancial bag is Freies Fernsehen, 
whose officials refused to make 
any statement at this time. They 
had established a bank credit of 
$5,000,000 with the assurance of 
federal government officials that 
they would be granted the second 
commercial channel; had signed up 
a full staff of executives and tal- 
ent, and had contracted with Mu- 
nich’s Riva studios for production, 
which was to start Aug. 1. 

Actually, it is the only group 
with staff and production plans 
ready to fill the gap, and whether 
it will supply the new Deutschland 
Fernsehen with shows remains to 
be seen. 

Two things are certain—some- 
one will get the second channel 
on the air next January for Ger- 
many’s 4,000,000 tv set owners, 
and someone will be able to buy 
commercials. Just who and how 
isn’t final. # 


Schneckenburger to Simmons 

Richard Schneckenburger, for- 
merly sales manager of the Lan- 
caster, Pa., branch of Flexsteel 
Industries, Dubuque, Ia., has been 
named marketing manager of the 
living room division of Simmons 
Co., New York, furniture manu- 
facturer. Mr. Schneckenburger will 
be headquartered at La Grange, III. 
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Reo 


This little fellow, his sister, and millions like them, are 
responsible for more product sales than the best professional 
salesmen in America! During his first ten years, he is the 
reason for increased buying of everything from houses to 
harmonicas, to dentifrices and deep-freezers. FAMILIES 
WITH CHILDREN ARE THE BIGGEST BUYERS! ONLY 


PARENTS’ MAGAZINE GIVES YOU CIRCULATION 100% 
IN THIS MARKET OF BIGGEST BUYING! ThisGeal UPS 


Sales! Ask about 
its use for 


MAGAZINE AND BETTER LOE SELKING 


CHILDREN IN io 
PARENTS’ MAGAZINE | © 
FAMILIES : 


| 4200,000 [I 
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Bad Advertising Sets Up Business as 
Target for Attackers, Banzhaf Warns 


(Continued from Page 3) 
for anyone who may want to at- 
tack it. 


® “Selling, in any of its forms, 
must be a service to the public. 
The practice of selling as a form 
of coercion or intimidation is 
wrong, and those who think of it 
in this way do not understand the 
factors that produce sales. People 
buy products only if they know 
about them. So selling and adver- 
. tising are nothing more or less 
than a communication service. 

“A few of our economists and 
educators in recent years have 
been damning advertising as a de- 
vice whereby business forces the 
public to buy frivolities it really 
doesn’t need. They say that in- 
stead of forcing people to spend 
so much money on inconsequen- 


tials, we should tax advertising or 
otherwise curb its power and, 
through the federal government, 
channel a greater share of the pub- 
lic’s income to health, education, 
armament and public works. 


= “Advertising can’t create wants. 
The wants of people are within 
themselves, either latently exist- 
ent or openly manifest. So if 
the public spends too much mon- 
ey on frivolities, it is not because 
manufacturers force them to. If 
the public demands them, manu- 
facturers should fulfill this de- 
mand, including both producing 
them and advertising their avail- 
ability,” he said, pointing out that 
this does not apply to products or 
services that are morally or so- 
cially degrading. ° 
Advocates of centralized con- 


trol fail to understand, he said, 
the freedom of the buyer to buy 
or not to buy as he sees fit. “They 
do not realize that the buyer’s 
force is greater than the seller’s,” 
he said. 

“There is so much more being 
said against business than is be- 
ing said for it that the battle is 
being lost by default,” he said. 
It’s time for every business man 
“to believe, practice and teach the 
great benefits [which] sound and 
ethical business [confer on] our 
society. 

“Good business, like good gov- 
ernment, is based upon sound 
moral principles and will not en- 
dure unless it is,” he maintained. 
“The simple and fundamental 
truths of ethics, morality, hard 
work, freedom and individual in- 
itiative are the necessary charac- 
teristics of American business. 


= “I urge you to start at once 
teaching people inside and outside 
of business that searching for 
something for nothing is a bad 
personal policy and a worse na- 


. 
” 


- buying families watch 


Springfield-Roseburg market is on 


One order to your Hollingbery man or.” 
Art Moore and Associates (Portland-Seattle) 


covers both stations. 


* Oregon Apparel Sales $97,753,000—1968. 


The only clear picture in the Eugene- 


- KVAL-TV-KPIC-TV 


KVAL-KPIC. 


KVAL-TV Eugene 
NBC Affiliate Channel 


KPIC-TV Roseburg * Channel 4 


Satellite 


If you sell apparel in Oregon... 


tional policy,” he said. 

“The first objective of any busi- 
ness man must be serving the 
needs of his market; his second 
objective, that of earning a prof- 
it, depends upon how efficiently 
he is able to satisfy the first ob- 
jective. If he reverses the order 
of these objectives and puts prof- 
its ahead of serving the needs of 
his market, he eventually loses 
his market and so loses the profits 
he sought in the first place.” 

A recent survey by American 
Telephone & Telegraph Co. dem- 
onstrates this, he said. The sur- 
vey analyzed both companies and 
industries that were profitable 
and those that were .not. The 
main distinguishing characteris- 
tic was that the successful placed 
first emphasis on satisfying the 
needs of a market, the unsuccess- 
ful placed profits ahead of mar- 
ket needs and thus eventually 
failed to satisfy their markets. 

As for profits, Mr. Banzhaf is 
“frankly sick and tired of hear- 
ing innuendos and slurs implying 


that it’s a sin to make a profit. |: 


The villain in our society is not 
the one who earns a profit but 
the one who. does not. We must 
stop apologizing for profits and 
start pointing to them with pride.” 


® The AT&T study showed, he 
said, that companies with the 
most profit pay the highest wages, 
have the best employe benefit 
programs, contribute the most to 
education, charities, etc. and “cer- 
tainly contribute the most to the 
common good through taxation.” 

When it’s all added up, he said, 
“three out of five dollars earned 
by the typical company are paid 
out to support government of one 
kind or another. If this is not 
to benefit the common good, then 
I fail to understand the meaning 
of the word.” 

Mr. Banzhaf also pointed out 
that it was his observation that 
the business men in most commu- 
nities contribute much of their 
own time and money to such ac- 
tivities as education, culture, char- 
ity and government service, than 
any other group. 

Further, he said, “in the past 
ten years, the money spent by the 
American public on such things as 
education, religion, highways, hos- 
pitals, school buildings and public 
health and welfare has gone up 
two to three times faster than ex- 
penditures for consumer goods. The 
cries to the contrary simply are not 
supported by facts.” # 


Now—EASTERN’S Flying Freighters offer 


OVERNIGHT 
DELIVERY 


New York—Miami—San Juan 
New York—Atlanta—New Orleans—Mobile—Houston 
Chicago— Atlanta—Miami—San Juan 


@ Reserved space on 
@ Pressurized and te 


@ Flights daily except Saturday and Sunday nights. 
@ Pickup and delivery service available. 


In addition, Eastern offers freight space on over 400 daily passenger : 
flights—including DC 8-B Jets and Prop-Jet Electras—to 128 cities j 
in the United States, Canada, Bermuda, Puerto Rico and Mexico. 


For Information and Freight Reservations, call your 
Freight Forwarder, Cargo Agent or Eastern Air Lines. 


EASTERN/AIR LINES 


every Freighter flight. 
mperature-controlled. 
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Little Movies Opens Offices 
Robert Prunier Davis, former tv 
art director of commercials at Bat- 
ten, Barton, Durstine & Osborn; 
Duard Guise Slattery, former ac- 
count executive at BBDO, and Ezra 
Reuben Baker, formerly with 
Screen Gems, have established Lit- 
tle Movies Co. The new company, 
with offices in Mt. Vernon, N.Y., 
will specialize in film production. 


Scott Joins MGM-TV 

Malcolm Scott, formerly U. S. 
sales manager of Intercontinental 
Television, S. A., has been named 
director of industrial film sales of 
MGM-TYV, producer-distributor 
New York. He will report to Tom 
Curtis, head of the MGM commer- 
cial and industrial film department.. 


WHAY Appoints Forjoe 

Forjoe & Co. has been named 
national representative for WHAY, 
Hartford-New Britain, Conn. The 
radio station formerly was han- 
dled by John E. Pearson Co. 


SAN 
DIEGO 


CALIFORNIA 
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Ad Folk Frolic at Westinghouse Wingding 


NEw York, Aug. 10—Freedom- 
land, this area’s newest amusement 
park, was the scene of an unusual 
Westinghouse Broadcasting Co. 
promotion last week. 

On hand for a day of fun and 


th 


COOL PITCH—A cast of nine put on a 

water skis presentation for the 400 

agency men and sank in some sell 
on the way. 


frolic, mingled with a few facts 
and figures, were 400 agency men 
and women. Hosts were the West- 
inghouse stations and their reps, 
AM Radio Sales Co. 


|\# The Freedomland attractions on 


the party schedule were selected to 
tie in with the markets in which 
Westinghouse radio and tv stations 
are located. Among the attractions 
and the respective hosts: A drive 
through New England in an old car 
—WBZ and WBZ-TV, Boston; a 
rocket launching at “Satellite City” 
—WJZ-TV, Baltimore; Civil War 
battlefield tour—KDKA and 
KDKA-TV, Pittsburgh; a trip 
around the Great Lakes—KYW 


4 and KYW-TV, Cleveland; the fa- 
-|mous Chicago fire—WIND, Chica- 
|go; ride on a fur trapper’s boat— 


KEX, Portland, Ore.; re-creation of 
the San Francisco earthquake— 
KPIX, San Francisco, and a trip 
through a western fort—WOWO, 


Akst 
THREESOME—T aking it easy during a Freedomland boat ride are West- 


inghouse Broadcasting president ‘Donald H. McGannon and Elaine 
Akst, Rockmore Co., and Jean Simpson, Grey Advertising Agency. 


A 
4 


McGannon 


Simpson 


Ft. Wayne, Ind. 

Besides this full schedule, there 
were “funtests,” built around 
facts about the company’s stations; 
door prize drawings (the top prize 


going to North Advertising’s Bar- 
bara Sweeden); 
songs by cowboy Rex Trailer of 
WBZ-TV, and dinner at the Glen 
Island Casino. # 


a water show; 


53 


|Clitter Joins Kae Algyer 

| David A. Clitter has joined Kae 
| Algyer/Advertising, Los Angeles, 
|as a. principle and an account ex- 
ecutive. He was formerly advertis- 
ing manager of Westways, publica- 
tion of the Automobile Club of 
| Southern California. Before that he 
|was with J. P. Stevens Inc., New 
| York. 


Lewis Joins Brady Co. 

Ralph H. Lewis has joined the 
account supervisory staff of Brady 
Co., Appleton. Mr. Lewis was for- 
merly managing editor of Con- 
struction Methods & Equipment, 
New York. 


FOR JET AGE ‘'SMALL-FRY PILOTS 


+ forth 


P 


f ry iene! items. 
glo colors. Your sales message con be imprinted. 


Turbo-Putt-Putt sounds like 
Fits all bikes & trikes. 

Write for sample set and quantity 
prices, enclosing S0¢ handling-post- 
age cost. 


EVERYTHING 
UNDER THE SUN! 


AUTOMOTIVE STORE SALES in San Diego County reached an 
estimated $245,266,000 last year. That total places San Diego 
fifteenth among the nation’s 200 leading counties — well ahead 


of counties like these: 


MILWAUKEE, WISCONSIN 
KING (SEATTLE), WASHINGTON 


DENVER, COLORADO 


SAN FRANCISCO, CALIFORNIA 


$224,132,000 
. $201,956,000 
ce wie. « $ER6,406,000 
$155,850,000 


i Sell San Diego through the advertising columns of The San Diego 
Union and Evening Tribune. These metropolitan dailies offer 
combined circulation of more than 200,000 (227,678 ABC 

3/31/60). Readership (evening-Sunday combination) is 86.9%. 


SALES ESTIMATES: COPYRIGHT 1960 SALES MANAGEMENT SURVEY OF BUYING POWER 


The San Diego Union | FVENNG TRIBUNE 


vem OG Cploy Nlwepaperc 


15 Hometown Daily Newspapers covering San Diego, California — Spring- 
field, Illinois — Northern Illinois — and Greater Los Angeles. Served by the 
Copley Washington Bureau and the Copley News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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BIG-VISIONED, TOUGH-MINDED, INFORMED, SUCCESSFUL... 


That’s George S. Salter, Chief Filtration Design Engineer 
for the City of Chicago and its huge new $100,000,000 
water filtration plant. 


A billion gallons a day is a lot of water to filter. And to 
build a system that can handle it, you need a man with 

big ideas—and the hard practical experience to match. 
Chicago found him in George Salter, whose background 
included years of field experience in coordinating design and 
construction for the city’s subway system as well as 

sewage and water systems. 


Equally at home hammering out new excavation methods 
with contractors, procedural agreements with municipal 
officials and drawing board plans and specifications with 
designers and architects, he’s long been known as “a 
construction man’s design engineer’. 


In the Chicago project, George Salter has been in charge of 
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the design for about $70,000,000 in construction to date at 
the central filtration plant, plus about $15,000,000 worth of 
large water tunnel construction under Lake Michigan. 
When completed in 1962, the project will serve the water 
needs of the northern two-thirds of Chicago and its 
suburbs, with a total population of 3,000,000. 


Men like George Salter—the engineers, owners, architects 
and contractors whose ideas are providing the 

plant to meet the growing needs of America—have 

to keep abreast of new developments in all phases 

of construction. These are the men who turn 

each week—as part of their jobs—to Engineering 
News-Record for the latest news and information 

on the equipment, materials, machinery, money 

and manpower they need in their work. These 

are the men you sell when you advertise in 

Engineering News-Record. 


Read weekly by all the men who 
wear construction's hard hat: 


ENGINEERING @ 
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Jordan, Sieber Names Cohen | director. Mr. Cohen formerly was | Martin Fromm Moves Offices 
Jordan, Sieber & Corbett, Chica-| executive art director of North) 

go pharmaceutical agency, has| Advertising and art director of | Kansas City agency, has moved to 

named Samuel E. Cohen design! Edward H. Weiss & Co. 


Martin Fromm & Associates, 


|its own building at 633 E. 63rd St. 


Independent TV 
Reports July Sales 


New York, Aug. 11—Independ- 


A Technique for Producing MIDE AS 


Where do the y ideas come from—those ideas which make 
success novels, radio and television programs, moving pictures sales 
campaigns and businesses? 

James Webb Young, one of the paid idea men in the adver- 
= business, set out to answer this question for his students at 
the University of Chicas. The result is a little book which you can 
read in an hour but will remember the rest of your life. 


In the simplest and clearest of language Mr. Young has succeeded 
in describing the way the mind works in all creative people. He gives 
you the formula which they consciously or unconsciously follow in 
producing ideas. He shows you how to train your mind so that idea 
production is, as he says, “as definite as the process by which motor 
cars are “ 


Enthusiastically endorsed by sales managers, editors, college pro- 
fessors and students, poets, advertising men, salesmen and business 
executives who have read it. Send for your copy of A TECHNIQUE FOR 
PRODUCING IDEAS now. Only $1.25 postpaid. 


ADVERTISING AGE, 200 E. ILLINOIS ST., CHICAGO 11, ILL. 
Attn.: Book Department 


lent Television Corp. has _ just 
\chalked up the most successful 
|sales month in the company’s his- 
| tory, according to Alvin E. Unger, 
| vp in charge of syndication. 

| These are some. of the figures 
|reported by Mr. Unger after a hot 
July selling spree: “Best of the 
Post,” the new dramatic series, 
sold in more than 70 markets— 
most of them in the top 50—in 
just three weeks of selling; “Jeff’s 
Collie,” scheduled in more than 
170 markets; “Stage Seven,” an- 
other dramatic offering, already 
booked for approximately 150 sta- 
tions; “Cannonball,” truckers’ ad- 
venture series, scheduled for near- 
ly 110 markets; “Interpol Calling,” 
international criminal police thrill- 
er, scheduled for 119 markets, and 
“Susie,” Ann Sothern re-runs, sold 
in several more major markets. 


s “Four Just Men,” starring Vit- 


Advertising Age, August 15, 1960 


Drewry’s beer, which is present- 
ing the show in Chicago, Detroit, 
Toledo, Cedar Rapids, Evansville, 
Indianapolis-Bloomington, Cadil- 
lac, Flint, Kalamazoo, Lansing, 
Marquette, Rock Island, South 
Bend and Terre Haute. # 


Scott Elects Reynolds 

John A. Reynolds has been 
elected president of Scott Inc., 
Milwaukee agency. Mr. Reynolds, 
who joined the agency in 1950 
and has been exec vp since 1958, 
succeeds Harry H. Scott, founder 
of the agency and president since 
1948. 


Sloan Leaves BC&éG 

Mike Sloan has resigned as vp 
and director of Botsford, Constan- 
tine & Gardner, San Francisco, ef- 
fective Aug. 31. Sloan has been 
with the agency four years and 
most recently has supervised ad- 
vertising for Japan Airlines. 


Bell Joins Kennett 
Stanley Bell, formerly public re- 


torio deSica, Jack Hawkins, Dan 
Dailey and Richard Conte, has 
been bought for more than 159 
|markets. A major regional spon- 
sor for this ITC adventure film is 


lations executive of Flwor Corp., 
| has joined Kennett PR Associates, 
| Los Angeles, as an account execu- 
tive, specializing in business and 
industrial trade publications. 


GETS MORE VOTES THAN 
POST OR LOOK 


OR ANY MAGAZINE) 


WITH ADVERTISERS OF 
JEWELRY, OPTICAL GOODS — 
AND CAMERAS 


(JAN. - JUNE, 1960) 


ADVERTISING 
RANK MAGAZINE REVENUE 
1. LIFE $1,201,752 
2. Saturday Evening Post 1,075,647 
3. Look 790,867 
4, Reader’s Digest 552,997 
5. Sports Illustrated 271,539 


SOURCE: P.I.B. (GROSS FIGURES) 
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TELETYPEWRITER 
MESSAGE 


: 


“To ALL LADIES' H.ME JOURN. L BRANCH OFFICES JULY 29 1960 


FROM M S GOULD VICE PRESIDENT AND ADVERTISING DIRECTOR 


RE QUERIES ON BUSINESS FORECAST 


ALL ORDERS NOW IN ON JOURNAL EXCLUSIVE — NATIONAL RETAIL HARDWARE 
ASSOCIATION'S 7-AD OCTOBER PROMOTION — EKCO, COSCO, WEAR-EVER, PYREX, 


RUBBERMAID, BISSELL, BORG-ERICKSON — 23,000 DEALERS TO TIE IN... 


ALSO OCTOBER ORDER FIRM TODAY FOR 4 PAGE 4-COLOR MAZOLA — GOLD MEDAL 
FLOUR AD... . 


NOTE PAN AMERICAN COFFEE RETURNING TO JOURNAL THIS FALL — LIKEWISE 
SHIP 'N SHORE BLOUSES... 

/ 
ADD ADDITIONAL SPACE TO MAIDENFORM'S SCHEDULE THIS FALL — ADD ECONOMIC 
LABS "FINISH" WITH MORE SPACE TO COME ON ELECTRASOL — ADD ADDITIONAL 
SPACE ON SINGER SEWING MACHINE SCHEDULE — ADD TWO 4-COLOR PAGES FOR 


THE MAYBELLINE COMPANY. . . 


REVISE TO BLEED FOR WILLIAM CARTER INFANTS WEAR ON FIVE PAGES — ALSO 
ON GREEN GIANT, DEL MONTE, ONEIDA, SIMMONS, CANNON, BEAUTIFUL HAIR 
BRECK, AND TIE-TIE GIFT WRAPPING (CHICAGO PRINTED STRING) — ADD BED- 


SPREADS TO CANNON TOWEL SHEET AND HOSIERY SCHEDULE... 


SCHEDULE POSTCARD INSERTS FOR AMERICAN CAN, VITA-SAFE, COLUMBIA 
RECORDS, DOUBLEDAY ONE DOLLAR BOOK CLUB, ENCYCLOPEDIA BRITANNICA IN 


SECOND SIX — NEW SPECIAL TEAR-OUT PERFORATED UNIT ON WARNER'S 
DOUBLE PLAY... 


BET ON SHULTON TO SET JOURNAL RECORD FOR COSMETICS WITH THREE PAGES 
IN JULY WITH BIGGEST SPLURGE BETWEEN NOW AND DECEMBER — BRISTOL-MYERS 


ALREADY EARNING NEW DISCOUNTS WITH FOUR PAGES IN JULY ALONE... . 


CLAIROL BACK WITH "COME ALIVE GRAY" — ADD 4-COLOR PAGE FOR BOURJOIS — 
HELEN PESSL LITTLE LADY TOILETRIES — PUT BECTON DICKINSON DOWN FOR 


THE FIRST MAJOR CAMPAIGN FOR THERMOMETERS . 


.-f 


LOOK FOR BORDEN'S EAGLE BRAND CONDENSED MILK — GENERAL FOODS BAKER'S 
ANGEL FLAKE: COCONUT TO GO JOINT PROMOTION — DU BARRY-HUDNUT TO STEP 


UP PACE — ALSO PEPPERELL .. . 


MARK PARADISE KITTENS/KITTEN-ETTES SHOES TO REPEAT LAST YEAR'S 


SUCCESSFUL CONTEST — THIS TIME BIGGER . 


ADD TWO PAGES ON OCEAN SPRAY CRANBERRY FOR LATE FALL — TWO 2-COLOR 
ADS FOR TOASTMASTER — ANOTHER 1960 SPECTACULAR ON PET MILK — SWITCH 


THE NATIONAL RED CROSS SHOE WEEK PROMOTION OF U. S. SHOE CORPORATION 
INTO THE JOURNAL... 


"KEEP CLOSE TABS ON THIS MAJOR TREND TO THE 
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McCulloch in Drive for ads are running we Baeey Sport, 

Kart Racing Engin Popular Karting, Kart Magazine, 
McCulloch” a. _ Angeles, Karting World, Rod & Custom, Hot 

launched a year-long schedule in| od and Car Life. 

karting and automotive hobby| One series of the ads will spot- 

magazines in August to advertise| light McCulloch engine wins in 

its kart racing engines, and to in- major races during the past year. 


troduce a new MC-6 engine. Page Fuller & Smith & Ross, ‘Los Ange- 


les, is the agency. 


Manning‘s Moves to Compton 
Mannings Inc., West Coast res- 
taurant chain with headquarters in 
San Francisco, has shifted its $500,- 
000 a year advertising account from 


Knollin Advertising to Compton 


you facts and figures? 


~ Selling Cars? 


Here’s a preferred market—at a popular price: for 
less than 5¢ apiece, you reach 85.000 dentists (in-| 
come and standard-of-living well above average) 
in a magazine they read devotedly. May we give 


Advertising. Compton will direct 
advertising and marketing for 
Manning’s Coffee Co., a wholly 
owned subsidiary; the restaurant 
‘and bakery divisions and Man- 
ning’s Food Service Management 
division. 


Price Buys City Sign Service 
Steve Price, former president 
and general manager of Naegele 
Outdoor Advertising, Wichita, has 
purchased City Sign Service, Kan- 
sas City, from Elmer Miller, pres- 
|ident, for an undisclosed sum. In 
addition to Mr. Price as president, 


. ‘other new officers of City Sign are 
L HYGIEN EBEeeceee eee: 
secretary-treasurer. Ira Bartel con- 


1005 LIBERTY AVENUE, PITTSBURGH 22, PENNSYLVANIA tinues as sales manager. 
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CorroRration 


F. W. DODGE 


Architectural Record « 
* Dodge Reports * Dodge 


af oration on 
This valuable folder ¢ ania types of products 


CORPORATION 
Other Dodge publications and services: 
“Construction ‘statistics. 


Families building custom homes make many big 
buying decisions just once 
worth this year 


IN THIS MARKET, 


OPPORTUNITY 
KNOCKS 


a 


2% billion dollars 
sf Only F. W. Dodge can intro- 


duce you to these families . . . economically . . . 
at decision time! 


' 


Through the GUIDE TO HOME-PLANNING 
LITERATURE, you can reach each year approxi- 
mately 100,000 ‘one-time’ buyers of materials... 
equipment .. . furnishings . . . services . . . for their 
own new custom homes. These families are the- 
cream of the market. They spend an average of 35% 
more to get all they want in a house. But they are 
in the market for only a very short time. 


Dodge’s GUIDE TO HOME-PLANNING 
LITERATURE is a unique, effective medium that 
offers literature promoting the products and services 


. of leading companies to custom-home planners. On 


a day-by-day basis, Dodge mails the GUIDE to 
these top prospects, as they are discovered and veri- 
fied by its field staff of over 1000 construction news 
reporters. Dodge immediately processes the returns 
and supplies to each participating firm, on gummed 
labels, the names and addresses of those requesting 
that firm’s literature. 


Only by using the GUIDE — custom-built for the 
job by Dodge — can you reach these families when 
their ‘one-time’ interest in your type of product or 
service is at its peak ...and for no more than about 
the cost of a postage stamp apiece! 


Check for yourself the outstanding results this 
new medium has achieved for a wide variety of 
companies. WRITE TODAY for a copy of the 
GUIDE, examples of actual results, and descriptive 
literature. Next closing is October 15. Standard 
agency commissions apply. 


\ ee eo ee 


Name. 


F. W. Dodge Corporation 
Construction News Div., Dept. ADA 80 
119 West 40th Street, New York 18, N. Y. 


Adldire 


| 


Zone. 


Young Kaus 


Pappas 


Giftep>—John Orr Young, a judge in a creative contest for agency 
people sponsored by Puck—The Comic Weekly (AA, Aug. 8), con- 
gratulates writer Ty Kaus and artist Nick Pappas, who captured 
first prize in the contest. Both admen are with Cunningham & 
Walsh in New York, and both took home 1960 Plymouth station 

wagons, awarded for their winning comics ad. - 


WASHINGTON, Aug. 9—President 
Eisenhower has renewed his re- 
quest for a postal rate increase, 
but there is every indication that 
Congress will ignore the plea. 

The President, in a message to 
the special session of Congress 
which convened yesterday, asked 
for passage of a long list of meas- 
ures he proposed last May. He 
said: “I urge . . . a postal rate in- 
crease to avoid saddling the next 


/administration and taxpayers gen- 


erally, wholly unjustifiably, with 
a postal deficit nearing $1 billion 
a year.” 

Senate majority leader Lyndon 
B. Johnson (D., Tex.) told the 
Senate that postal rate legislation 
must originate in the House and 
said, “I would not want consid- 
eration of such a measure to in- 
terfere with the consideration of 
key measures on the agenda for 
the special session.” + 


McQuillan, Maddock to K&E 

Kenyon & Eckhardt, New York, 
has named Bill McQuillan, for- 
merly copy chief of Donahue & 
Coe, copy supervisor of its auto- 
motive tv-radio group, working on 
Comet, Mercury and Lincoln. K&E 
also has named Clark E. Maddock, 
formerly associate art director of 
Campbell-Ewald Co., an art super- 


Summer Congress Seen Unlikely to Comply 
With Ike’s Renewed Plea for P. O. Rate Hike 


visor in its Detroit office. K&E also 
has transferred L. E. Faunce from 
its Los Angeles office to San Fran- 
cisco as creative art director. 


Platt Leaves Weiss Agency 

Harold J. Platt has resigned as a 
vp of Edward H. Weiss & Co., Chi- 
cago. Mr. Platt, with Weiss about 
five years, was account supervisor 
on the Purex account. 


Koehring Joins McCann as 
VP, Creative Director 

Martin Koehring has joined the 
Chicago office of McCann-Erick- 
son as vp, crea- 
tive director 
and a member 
of the plans 
board. Mr. 
Koehring most 
recently was 
creative direc- 
tor of Foote, 
Cone & Beld- 


ing’s West 
Coast opera- 
tions. 


He previously 
was with Mc- 
Cann as vp and creative director 
of McCann-Marschalk and a copy 
group head in McCann’s New York 
office. 


Martin Koehring 


NEWSPAPERS 


SELL BEST IN 


REACHING 9 OUT OF 10 HOMES 
IN METROPOLITAN NASHVILLE; 


a 


7 OUT OF 10 IN 


Evening 


Represented * 


Vatronal! 


THE 38-COUNTY 


RETAIL TRADING ZONE 


GTHE NASHVILLE TENNESSEAN & 
MID-STATE GAINS NEW PLANT 


Morning @ Sunday 


NEWSPAPER PRINTING CORPORATION, Agent 
° y by THE BRANHAM CO 
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Today the individual is deluged with a volume of stimuli and 
suggestion beyond his power of perception. A large part of the 
public has become habituated to ignore advertising. Advertising, 

in turn, has become the dispenser of ephemeral 


mn a millio butterfly impressions —which psychologists find 


butterflies? 


are largely forgotten within twenty-four hours. 
Are you buying volume audience and butterflies —at the 
expense of impact and influence? 

There is one medium that is not merely leafed through, 
looked at, discarded—but read, studied, used, clipped, filed, 
referred to again, by one of the world’s choicest class 
audiences. The medium is SuccessFuL FaRMING. The audience is 
the country’s best farm families — with 
cash incomes from farming 70% ahead 
of the national farm average. 

SuccEssFUL FaRMING means business 
—helps its readers save work, avoid 
mistakes, increase production, and make 
money. And has been doing so for 
fifty-eight years. 

And it is the farm families’ design for 
better living—with house plans, kitchen 
arrangements and equipment, home- 
making methods that result in better 
homes, better meals, better living. 

SuccEssFUL FaRMING’s service over two 
generations has given it a degree of 
influence with its audience unmatched 
by any other medium—that gets better 
reception and response for all the 
advertising in its pages. 

Want more action and sales from your 
advertising? Try Successrut FarMInc. 
Any SF office can give you the details. 


SuccessruL FarMinc ... Des Moines, Chicago, New 
York, Atlanta, Boston, Cleveland, Detroit, Los Angeles, 
Minneapolis, Philadelphia, St. Louis, San Francisco. 
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Shotgun Slade is the “detective on 
horseback” series that combines 
both of TV’s great audience appeals. 


‘Roaring adventure... thrill-a-minute 


mystery. And it gets double-barreled 
results—big and fast! Its big-name 
star, Scott Brady, became a top, two- 
fisted TV personality in a matter of 
weeks. Its excitement sold on sight. 
Shotgun Slade has proved its selling 
power. No wonder regional sponsors 


like P.Ballantine & Sons, Brewers, 
are ordering up a second smash year! 


IT SHOT RIGHT INTO 
THE “TOP 10” LOCALLY 
AND NATIONALLY— 
AND STAYED THERE! 


A double-barreled winner with that 
big audience look. Just check ARB 
for March, 1960... 


RANK* IN MARKET RATING SHARE 
#1 in Boston, WBZ-TV ................-..- .. 21.9 41.0% 
#2 in Oklahoma City, KWTY ............ 31.8 50.6 
#2 in Jacksonville, WJXT ................ 33.1 56.8 
#1 in Phoenix, KOOL-TV ............ put 19.9 32.6 
#2 in Charleston, S. C., WUSN-TV.... 48.3. 71.9 
#3 in Omaha, WOW-TV .................... . 24.9 41.4 
#9 in Philadelphia, WRCV-TV .......... 17.2 44.4 
#2 in Portland, Me., WCSH-TV ........ 32.2 61.1 
#5 in Baltimore, WMAR-TYV ............ 16.9 40.1 
#3 in Fresno, KIEO ...00.......:cc0000 ceeeeees 22.6 49.8 
#1 in Binghamton, WNBF-T\ .......... 41.5 89.8 
#> in Baton Rouge, WBRZ ................ 35.8 59.6 
Sty, 9 in New Orleans, WDSU-TV .......... 20.9 61.1 


a #5 in SE SEER VO. vacivcsitndbint shgevicsiocss 26.0 51.3 


: f Albany-Troy, WRGB ................ 20.7 44.7 
#2 in Amarillo, KVII-TV .................. 22.9 37.5 
#8 in Burlington, WCAX-TV.............. 29.0 53.3 
#5 in Harrisburg, WGAL-TV.............. 25.2 35.4 
#1 in Chico-Redding, KVIP-TY ......... 35.8 61.1 
#5 in Birmingham, WBRC-T\ ........... 34.5 58.8 
#1 in Bristol-Johnson City, WJHL.... 32.5 57.7 
#5 in Savannah, WTOC-TV .............. 28.5 50.5 

‘5 in Tampa-St. Petersburg, WI'VT....27.8 50.5 
Fin Knoxville, WATE-T\............... 23.6 49.1 


Sorry — no room for all the others! Better write, wire 
or phone your MCA TY film representative today. 
*among all syndicated shows 
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Five-year trend in daily circulation: 
The Chronicle gained 99,100 
The Examiner gained 45,050 


a 


Source: Computation based on A. B.C. Publisher's Statements, 6 months ending March 31, 1955, 1960 


Advertising Age, August 15, 1960 


Along the Media Path 


The Montreal Gazette has in- 
creased its six-day home delivery 
price from 30¢ to 35¢ a week. The 
newsstand price, remains at 5¢. 


e A record crowd of nearly 10,000 
persons jammed Davenport’s mu- 
nicipal stadium to help KSTT, 
Davenport, celebrate its 14th an- 
niversary. At the “birthday party,” 
gifts were awarded. During the 
evening station personnel played 
the Quad City Braves baseball 
team in a two-inning exhibition 
game. A fireworks exhibition cli- 


|maxed the evening’s festivities. 


e KFVS-TV, Cape Girardeau, Mo., 
has completed construction of its 
new tower, which stands 1,676’ 
above ground and will double the 
station’s coverage. 


e Chicago’s American will pub- 
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lish its annual “Mary Martensen’s 
Holiday Cooking & Homemaking 
Guide” on Nov. 3. 


e “Dimension,” a unique combi- 
nation of radio programming and 
on-air audience promotion, will 
be broadcast by the seven CBS- 
owned radio stations, beginning 
in September. “Dimension” fea- 
tures, which will consist of a com- 
plete library of one to three min- 
ute recorded sound essays by noted 
persons in the worlds of enter- 
tainment, government, industry 
and the arts, will be integrated 
into local shows according to the 
individual program schedule and 
community taste. 


e The Journal Co., Milwaukee, has 
completed negotiations for two Hoe 
Color-Matic 8-unit presses, with 
superimposed color decks in front 
of each folder. Delivery of the units, 
which represent a total investment 
of about $2,500,000, is expected by 
November or December, 1961. 


e The New London Evening Day, 
New London, Conn., expects mid- 
October completion of a $250,000 
addition of its downtown plant, 
which will house enlarged com- 
posing and stereotyping rooms on 
the second floor, a space for news- 
print storage on the ground floor, 
and truck garage. 


e WCBS, New York, will originate 
eight programs from Freedomland, 
USA, during the week of Aug. 15 
in a major promotion that will 
give the station access to an esti- 
mated 117,000 people who pay ad- 
mission to an amusement park on 
an average week. Newspaper pages 
and outdoor posters throughout the 
park, will promote “WCBS Radio 
Week.” 


e WOR, New York, listeners were 
startled recently when at the ex- 
act moment the station ran a spot 
commercial for Esquire’s August 
article “Good-by New York,” a 
fiction piece about the annihila- 
tion of the city by an atomic blast, 
New York’s civil defense team 
sounded its monthly test of air 
raid sirens. 


e The Sunday Oregonian, Port- 
land, on July 31 published a special 
issue in conjunction with the 
opening of Lloyd Shopping Cen- 
ter, and carried a total of 232 
pages, matching its previous rec- 
ord reached in 1959. 


e Plans for a communitywide 
display of model homes and home 
furnishings, to be held during the 
annual fall Homé & Home Fur- 
nishings Festival in Chicago, begin- 
ning in September, are being made 
by Home & Home Funishings 
Council of Chicagoland in coopera- 
tion with the Chicago Tribune. 


e About 2,500 entries have been 
received by WIP, Philadelphia, in 
its “My Son-in-Law is a...” con- 
test, which began July 18. Winner 
of the contest will be awarded a 
six-day cruise in the Caribbean. 


e WTCN, Minneapolis and St. 
Paul, celebrated its 35th anniversa- 
ry last week. 


e Hostess cake division of Conti- 
nental Baking Co. has presented 
an award to radio station KORD, 
Pasco, Wash., for offering “the most 
outstanding assistance to a local 
bakery during a promotional 
drive.” + 


Howard to Wright, Campbell 

Hamilton (Hal) Howard, for- 
merly with Allen & Reynolds, Oma- 
jha, has joined Wright, Campbell & 
|Suitt, Chicago agency, as creative 
director. 
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— a new force in home furnishings 


The 900,000* House Beautiful families (highest level in our 
history) are much more than mere digits. They are active, alert, 
aware. They are deeply responsive to new ideas and new prod- 
ucts. They read House Beautiful because it reveals new concepts, 
because it produces for them an exciting “thrill of discovery’. 
@ These readers are making another discovery right now... a 
new concept called ‘‘Shibui’’. They first saw this new way of look- 
ing at things in our August issue. Now, in September, they are - 
seeing how the ‘‘Shibui”’ standard of beauty applies to American 
furniture, fabrics, floor coverings and paints. And they are re- 
acting again with high enthusiasm. [J These issues, this idea 
and this kind of response will influence your business profound- 
ly... just as House Beautiful’s presentation of such concepts 
as Climate Control, the Living Kitchen, Naturalism ...and so 
many others...opened up whole new areas for sales and profit. 
@ Influence, you see, is House Beautiful’s business. ..influence 
that raises America’s sights. It means more business, new busi- 
ness, better business for you. And this genuine influence on peo- 
ple who set the pace is the fundamental reason why House Beau- 


tiful continues'to be first, in every way in the quality home field. 


House Beautiful 


572 MADISON AVENUE. NEW YORK 22. N. ¥. 


ONE OF THE 13 KEY HEARST SELECTIVE MARKET MAGAZINES 
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Dynacolor Making 
Chain Retailer Pacts 
to Market New Film 


Rocuester, N. Y., Aug. 10—Dy- 
nacolor Corp., independent proc- 
essor of 8mm and 35mm color 
film, will manufacture 8mm and 
35mm color film in competition 
with Eastman Kodak, Ansco and 
Gevaert. 

The first major distributor of 
Dynacolor film will be the Wal- 
green drug chain, which will sell 
the product nationally under its 
own private-brand name, Wal- 
green’s color film. 

The new film will retail at ap- 
proximately 60% of the price of 
competitive films. ; 

William J. Brown, Dynacolor 
president, said the new film also 
has been ordered in quantity by 
another nationally known chain 
and that negotiations are pro- 
gressing with a third. Dynacolor 
is the first American company to 
manufacture these two sizes of 
color film for consumer use in 25 
years. The company also markets 
its color film under its own name, 
Dynachrome, and distributes it 
through photo finishers. 


es Mr. Brown told ADVERTISING 
Ace he does not expect his com- 
pany’s move into color film man- 
ufacture will have any “big ef- 
fect pricewise on the market for 
some time.” However, he antici- 
pates it will “double the size” of 
the 8mm market and have a big 
impact on that phase of the busi- 
ness. 

Mr. Brown said Dynacolor al- 
ways has regarded the processing 
end of the business as “lacking 
continuing growth possibilities and 
limited as to profits.” He also said 
the processing business is becom- 
ing a highly competitive one. 

Dynacolor used the processing 
operation to “finance us into the 
larger business of film manu- 
facturing,” he said. “However, we 
will continue to expand our ac- 
tivities in the processing field.” 

Because there is such a huge 
market for film today, Mr. Brown 
does not anticipate Dynacolor’s 
entrance into the field will cause 
a major upheaval in pricing or 
marketing practices of other pro- 
ducers. 

Mr. Brown declined to identify 
other nationally known chains 
with which the company is ne- 
gotiating to market its film prod- 
ucts. But he said the company is 
working with a large number of 
major outlets. He said the new 
film has been so well received 
that the company is oversold. 


a The company will not advertise 
at the consumer level until it gets 
a national distribution setup and 
can supply the market, he said. 
All this depends on how much 
film its private brand customers 
can absorb; Mr. Brown looks for 
no national advertising program 
at least until next summer. # 


Miami TV Station 
Names Rep, Officers 

H-R Television has been named 
national representative for WLBW- 
TV, Miami. The appointment is ef- 
fective Sept. 16 when L. B. Wilson 
Inc. will take over the operation of 
Miami’s Channel 10 from the Na- 
tional Airlines subsidiary, Public 
Service Television. WPST-TV, as 
the station now is called, is repre- 
sented by Edward Petry & Co. 

Charles H. Topmiller, president 
of L. B. Wilson Inc., owner of 
WCKY, Cincinnati, will be gener- 
al manager of WLBW-TV. He 
formerly was general manager of 
WCKY. This post will be taken 
over by Mrs. Jan Heinze, now sec- 
retary-treasurer of Wilson Inc. 
Thomas A. Welstead, vp in charge 
of eastern sales for WCKY, has 
been named vp in charge of sales 
operations for the Wilson Miami 
and the Cincinnati stations. 


Musi-Pak to Keyes, Martin 
Musi-Pak, New York, manufac- 
turer of self-contained tape car- 
tridge music systems, has ap- 
pointed Keyes, Martin & Co., 
Springfield, N. J., to handle its 
forthcoming $250,000 advertising, 
merchandising and public relations 
program in consumer and trade 
media. At the same time, Stonco 
Electric Products Co., Kenilworth, 
N.J., has appointed Keyes, Martin 
to handle advertising for its line of 


outdoor lighting equipment. 


Tidewater Transfers Zinkand 
Albert H. Zinkand, formerly as- 
sistant to the marketing manager 
of Tidewater Oil Co., Los Angeles, 
has been appointed manager of 
Tidewater’s export department, 
headquartered in New York. Mr. 
Zinkand joined Tidewater’s mar- 
keting department in San Francis- 
co 30 years ago. He succeeds R. S. 
McLaughlin, who is retiring. 


Ayers Adds Stations 

James S. Ayers Inc., Atlanta 
and Charlotte, has been named 
southern representative for the 
Thomas G. Tinsley Jr. stations, 
WITH, Baltimore; WLEE, Rich- 
mond, and WXEX-TV, Petersburg, 
Va., effective Sept. 1. Clarke Brown 
Co. formerly was the southern rep- 
resentative for these stations. 


O’Rourke Adds Anchor Valve 
John O’Rourke Advertising, San 


came At ey ner 


Advertising Age, August 15, 1960 


Francisco, has been appointed to 
direct advertising for Anchor Valve 
Co., San Francisco. The company 
makes valves for maritime and 
pipeline customers. 


Hollingsworth Names Edwards 

Cy Edwards, formerly sales man- 
ager of Thrift-Remsen Printers, 
has joined E. R. Hollingsworth & 
Associates, Rockford, IIl., as an ac- 
count executive. 


SWEATING IT OUT—Converting Lincoln-Mercury engine production to Falcons 


took plenty of manufacturing teamwork. In this session with Area 


Superintendents and Department Managers are: (1) Stan Gordon, Manager, 
Manufacturing Engineering; (2) Harvey A. Rothenberg, Plant Engineering 
Manager; (3) Stephen J. Kadar, Quality Control Manager; (4) Frank Zeiger, 
Production Manager; (5) Earl Dilworth, Production Control Manager. 


FALCON ...big sweat for 


Fords manufacturing-muscle men 


Management team saves 12 months on production time-table for hot new compact. 


s 


Re A 
~ ? 2 — y , 
ENGINE BLOCKS move in steady stream through giant 


i 


Cincinnati 


machine which alternately broaches the pan rail, then the cylinder 
head face. A new machine, added for Falcon production, it is checked 
by Steve Kadar; Superintendent of Maintenance, Ed Shalek and 


Harvey Rothenberg. 


electronicelly controlled Tinius Olsens. These machines were also rebuilt 
from the Mercury line. On the job (left to right): Cam and Crank Area 
“C" Superintendent Lyle Gilroy; Line Foreman William Kettler; Frank 


Zeiger; and Stan Gordon. 
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Inland Dailies Show 
Linage Increases 
in First 6 Months 


Cuicaco, Aug. 12—Midwest 
newspapers had a 6.1% increase in 
local display linage during the first 
six months of 1960, compared with 
the first half of 1959, according to 
the Inland Daily Press Assn. 

In its “Advertising Index,” In- 


land reported that total advertis- 
ing for reporting newspapers in 
the 25,000 circulation class for the 
first six months of the year in- 
creased 5.9% over the like period 
last year. Newspapers in the 10,000 
circulation group had a 2.1% in- 
crease in total advertising for the 
same period. 

Total national advertising linage 
was up 1.5% for the 25,000 group, 
and down 0.4% for the 10,000 
group. 


In other categories, the 25,000 | 


group marked a 6.1% in local dis- 


25 issue. The supplement, which 


| was launched in June, is also being 


play linage and 6.2% in classified. | distributed by the Dallas Morning 


The 10,000 group scored a 2.9% in- | 


crease in local display and a 3.6% 
gain in classified linage. + 


‘Los Angeles Times’ to Add 

‘TV Channels’ in September 
The Los Angeles Times, Los An- 

geles, will begin distribution of TV 

Channels, New York Sunday tv 

supplement, effective with its Sept. 


News and the Bridgeport Herald. 


Beard to Lynch Communication | 

Forrest J. Beard, formerly with 
Long Advertising and John 
O’Rourke Advertising, San Fran- | 
cisco, has been named advertising | 
and sales promotion manager of | 
Lynch Communication Systems, | 


San Francisco. 


A metalworking manufacturing report for advertisers 


From drawing board to proving ground in less than 14 
months—instead of the customary two to three years 
... that’s the sizzling story of the best-selling new 
Ford Falcon. And behind it, as you might suspect, are 
hundreds of the everyday manufacturing miracles 
that add sweat and zest to a production man’s life . . . 
and make the difference between P and L on the 
company’s financial report. 

One of the major miracles was retooling the Engine 
and Foundry Division’s Lima, Ohio, V-8 engine plant 
to produce the Falcon’s in-line-6 without shutting 
down production on V-8’s for Lincoln and Mercury. 
The formula: Ford’s ingenious production concept that 
permits taking machine tools apart and putting them 


back together like building blocks. One result: sub- 
stantial orders for tool builders . . . with half the plant’s 
equipment rebuilt, half built new from scratch. 

The story was told in detail in American Machinist / 
Metalworking Manufacturing and is typical of the 
stories that make AM/MM such vital reading for some 
42,000 metalworking manufacturing men. Every other 
Monday, they turn to it as a source book for new ideas, 
new machines, new materials in their constant search 
for better, less costly ways to make things of metal. If 
your product can help them, give them the facts in 
AM/MM. They read it with their eyes and minds wide 
open, ready to buy. That’s why it is the most direct, 
efficient, and effective way of selling to metalworking. 


% 


To sell men who matter in metalworking, your advertising belongs in 


American Metalworking 
Machinist / Manufacturing 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, NY , 


Foreman Ray Prior; and Frank Zeiger. 


- 
CYLINDER BORES are made automatically on Falcon 
straight-six engine blocks. These Cross machines origin- 
ally bored Mercury V-8 blocks. Studying machine con- 
version blueprint are Stan Gordon; Block Production Line 


KAL KAN+R@UNDS 


NEW EBASY-TO-FEED MEATBALLS 


An all around pet food for s complete maintonance diet 
int hed with oll emeotm! vitemine and minerata plus enesgy 
aiving cereals Packed with rich, wast®-tompuny gravy 


NEW PRODUCT—Kal Kan Foods, Los 
Angeles, kicks off a new product 
Aug. 15 with 1,680-line ads like this 
in 100 Southern California dailies 
and weeklies for a new pet food. 
Campaign, running through Sep- 
tember, will include color pages in 
Sunday magazines. Fuller & Smith 
& Ross is the agency. 


Wisconsin Acts 
to Remove Some 


100 Outdoor Ads 


Maptson, Aug. 8—The Wiscon- 
sin highway commission has sent 
out its first orders calling for re- 
moval of outdoor boards along the 
interstate highway system under 
a new state law. 

The initial 30-day notices went 
to sign owners in Racine and Ke- 
nosha counties—the southeastern 
part of the state. Charles Aten, 
acting maintenance engineer of the 
highway department, said the ex- 
act number of signs to be removed 
in that area may total more than 
100. 


® Most of the signs to be removed 
are in the “directional category” 
designated by highway depart- 
ment rules. Those signs, directing 
motorists to a business establish- 
ment, may advertise only gasoline, 
food, lodging, recreational facilities 
and automotive services within 12 
air miles of the highway. 

They cannot be placed within 
two miles of an exit ramp or 
within 1,000’ of an entrance ramp - 
on the interstate system. They 
also must be at least 1,000’ from 
each other and must be less than 
150’ square. There can be no more 
than two of them to a mile. 


= Interchanges in the two coun- 
ties were placed at such short in- 
tervals that no “directional” signs 
will be permitted on the interstate 
route in Kenosha county and only 
a few in Racine county, Mr. Aten 
declared. In those counties, the 
interstate section is along old 
Route 41 in a thickly populated 
area. 

Mr. Aten, who has charge of 
administering the law governing 
the signs, declared there prob- 
ably would be some removals in 
Milwaukee county, but sees few on 
interstate system sections in Rock, 
Waukesha, St. Croix and Dunn 
counties. There new highway 
routes were selected. 

The new law governs billboards 
606’ on either side of an interstate 
highway. There are no restrictions 
on advertisements outside of that 
area, and other signs provided for 
j}under the law are official high- 
way signs and signs advertising 
| places run by the state, a county 
‘or a municipality. + 
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The Advertising Council acknowledged the creative ability and hard 
work of advertising agencies in an unusual booklet last week. It spe- 
cifically mentioned many campaigns on which the agencies had 
worked in the last two years. The booklet was produced, the council 
said, because some credit was due “before another two years went 
by.” The council acknowledged that it was hardly news—things like 
this have been going on for 18 years. And then produced this dialog: 
Q: Is there any more to tell? A: Lots. But you know what Alexander 
Pope said? Q: No. What did he say? A: He said, “Do good by stealth, 


the rest make advertising agency people blush? A: Yes, once we re- 
port the good they do. They are not used to this kind of fame. Q: I know. 
But wouldn't it be nice to report it anyway? A: Yes. Yes, indeed. It's 
high time. Be delighted. 

Advertising Age reproduces on these pages the campaigns which the 
council cited, and believes that the agencies concerned—and the ad- 
vertising business generally—can well take pride in them. 


A 
Agencies: Foote, Cone & Belding and 
Liller, Neal, Battle & Lindsey 


THE UNITED WAY 


Ge te 


Want a voice in the people's chowe? 


DON'T PASS THE BUCK— 


VOTE! 
@S= SE WE se | 


SDR SE Tn AE EO LER EM I EU 


A CHILD 
DOESN’T 
HOPE...SHE 
believes! 

The faith of children 
is a wonderful thing! 
Your donation will 
help feed and clothe 
thousands of hungry, 
homeless children 

all over the world and 


keep them believing 
that help always 
comes from 
somewhere. 


GIVE THROUGH YOUR FAITH 
PROTESTANT — Share Our Surplus Appeal 
CATHOLIC — Bishops’ Clothing Collection 
JEWISH — United Jewish Appeal Special Fund 

Published as a public service in coop- 

eration with The Advertising Council. 


Ad Council Pays Tribute to Agencies in Spritely Book 


and blush to find fame.” (Satires, Epistles and Odes of Horace). Q: Will 


ee ee 
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eon One Vour child may be passing bis tests... 
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When you're driving, 

your attitude cam bill! Whe he ys 
or dy hee sane, wairh youself! 
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Agency: Campbell-Ewald 
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When they’re ready 
for college... 


will college be ready 
for them? 


es 
a ‘ono 
eco” 


Worst RI 


: é 77 ee ern 
1% “see = vt he al 
f * te Abe pe gre ee 
e oe “ae ‘aa oe Ape . s sill nih amd 
66 : pom Ee 4 
2 caer re a eas; Kiss a ak 
ae pe: ae Me 
a pa : scab ae Si | 
me : : rae : Bon at aie 
ae R apa. oa oe 
ae “tie, * 7 
5 ar E x . ei 2 . 
i : ee 
: = % ee 
4 - o ‘ 
z we ny F 
ais | es ay “ee Bh e 
i ” — ee : 
i pr ron" ui ; 
ss rd ine) r 
* “ayes , 7 4 Ped 
a ; sagilinao: Si 4 : pa a a 
; : ‘ : paAders = ‘ wa 2 ss | 
2 a a e @\ wile | 
} Sn ee P . y | 
a ie : aire aly no AYA gee and \ots § ; ce ' 
j ws. a, ais as *° \ \ as antl ff * - - z Ss ‘woke 
: 7 .: ow’ got ‘ - oa > ; a oe R p 
er 4 wf ‘ " ws ¢ ovESs. TRUp e: : | 
citi 4 - i cov no = 
ie Y elate 72 i ERs—S rf Nae 
oncax h Meech ' 
i ; 4 pom Ae! ow $ : 
a 2 oo ahaa n he CES Whip 
af a mn ee” Y. rea en q 
; +e . rs... et _ P re the ae 
; ; p CAREFUL oj fro iY { 
(@ a4 every with : nt Fr 
; ro =x ay] he Fine! and oR, tenes 
; , op Onity : - 3 b . PoTring ee 
- you con ac 
ba | Forest Fes YS : k cov Ch Ain -z 
mo \4 com . = t. m3 ers 0 ER Fees 
ar ee r = f the Ad 
ae vi * z ; ta ou 
at ba oe nei 
ae * il b 
A i aicedidiad joa 00 
— soak We AN’ V v. = 
Na - \ 
- _ yy ” $S 0 See oo” #4 aa yoo” amnetic® s <cno ale flunking his f 
3 _ ) ENG s ce fh ‘ ot! (giv paren’ and *€ ache’) yaw ibant a , future! ; 
uy, ae ze i - ” J vat vce otf ipa mor the mae | 
Pala : ‘, gre) aa aout we openin® oa ane ; aF ? : : Bento: smeeen oaskie 
S ? \ ‘ont se sow) aw 4xo > y A i a 6 Bow reese ov : : 

4 Agenc oa itn? we oy ’ We. les 2 wire % te orb ee 
citar n y: Batte ; nine wit , ‘ F ae P A Arse we ang : na 
i 4 Va, , Ba c s _ : \ 7, Pass! N.¥. 16 N as i % 

: ton, , ' : . = eo 

5 Ductile ' mes, nae - . 

& - ~S . ag 

i : cwcte ae s 
ie = Wie WON me... & 
a 5 fi ¢ ie hI tp. t ° oe x 4 m a Bs a 
i <i aw — GOT f= £ e 
sedans | whe, ‘ = = 
es, bie! - ‘ i, Es 
7 - orn tap | Nis ft : SOG ' ZH a 
Oe ‘ ea Vidi « = ae 

: | 3, ie ) Noam vg, : 

pty . a ] as ‘ae. , , 7 

NERC «He : eee =D i s .. | 
~ “are Ov ‘Hee a v 2 | 
2h 3 Bee e 4 Figen an : | ns not easy io exon an ® wy f ~ of a é AS 
a a Re ; . Wd nee —_§_ — iy A prot am grow net ‘ness -” ‘ E aes Tres a 
athe! an \ \\ ¥ se = r gency: pom gO of ne ’ . “Evoepy ad al ga! ea Toe 
eo uae “Ty poms ; aa oe + Su “ ~_ : 4 = + er 
Bt eo Ww iol cee fad ‘a feces te ool You ees oe a 
a pu vise > 1s 6 ae i ; ae ~ cain ~ r epee . 
as a a io of yor" aw ay . oe ae a é Cc a hel k inders ; 
oF, : Ws ; ong {awe for ANS) w | | pate ez oe — her ere Ales 
nities ete ~ ne cet owt ye yore w é & Bay ‘ be nd herse 4 a Ne 
ron OS ——— - 7 e : 
pn pe \ sv vaca wwe 4s ‘a — BEE r 
mi Fe ney: we . coy Aavioy ‘ P 4 am 
is fe y: Foote, C yo ss i 

: At 4 ( ) —_ ™ » eth 

: TTT sn can _ a : me | 
ra ae ; por . . hae 

a. = C =a5 : ; 
} <em SW Oe. a= i 
: “i « j a ever cane men 
y 4 S eee gor * yons ame ae gat ite be nr ; 
& Q 4 =H and ear ave ad mer es? pe a] ® is 
+ eS .. isin’ an qui xe yt ase * £ } x 
ee So eh ae ‘ “a ) « : . 
i a y aT a : SS 
she aoe S on | ye _ 
pro eer qr i. \\ s a | ee 
ihe pe S a : / ‘ - + ie 

ay ey" ' ont oo owt aed * a 

aig WY ave et ot oe * ses oe { xs 6 ¢ a 
A iM a A axe Se bees ° “ es wv <> Fi: ( ; 

: } Ny , eS . 24 ae ie a ee a v . oes } a 3 é wee ~ ‘ 
pe ae i 1 Fletcher Rich oe Be » —_ mrt — 
ries a =z < shard Phiet pes x “ ; J - oor oe 
ee . :) Calkins ak: z: > 4 * — — oe 

= ee we olin . : nye Boos a re 
a ste ’ B mi: Ms e". — é x 
ne td cd i 1 ¢ Do eet j an 
7 m.. z Ae ree) ; — oe 
es \ oe eS Pe , j 
Te a ce oy . 
tes ne 4 . ag. ¥ Ke 
Riera nae .: MH . Pe P aa a 
: ae : vg aper® s got ® cone? an x F oe: } bees 
a EA aS ~ ost of grer™ Bo 4 f x =. “is eg ee 
ie ie nf 5 ae .* pas yn fot gore , Wwe "ey %, Sen ie 
oe eeery yi % pa BW. fp: oe eon eld - gnat yet cas a ce ae fs + 
Pes tne Bie Be eaten € a ayer? 7 “ ee se a‘ ser r ; 
ahs Ors gat rpg 3 = 
Bias i Pe bie ay- , 7 Lt 7 
ON Pr Se 5 ee . ; a oe 3 i 
NaS ae log ae r > er : 
= Ee ae co \¢ - site 3 
rele ais rae Fit Pe : t 
ne ie PhP a tt 4 - 
_ Soa ! 
hii oe Het, po, : 
Aa co 
BAS be j of 
aac 7 23 
te Py é ey 


3 4 rise. Se 2 Fa 
et * - eat 


Pies eR | 


J 


BZ), AMERICA 


Ag 


er ee aaa ‘ees 


ro 5 ‘ Seg aie oat x a ot ee Mow 

" 1 Spe at tire eo og tek, cad 

Agencies: McCann-Erickson_ gnd\Grey Advertising ; 4 

ge 5 et PE ’ es 
, saw ‘ae .: 
” zi 
ws 


ox 


NATO , 


Snigio oF Faeseocom 


ye i Se 
oA) cae 


nan, 


Send your truth dollars te 


CRUSADE @& 
"i Jer og= 
= FEREEDOM 


Care of local Postmaster 


Pig. 
SPAT ae oe 
Pe ae 


se the 
ago a\ - : 
: san pF Coun! You Save More than Money 
yds © se ol all : 
ays 


" ¥ gavin? an with U.S. Savings Bonds Watch for your Census questionnaire 
; 5. ye mo . s S oth : in the nail. Fil it out and have 
2 : J @ it ready for your census taker. 


He'll pick it up early in April. 


was 
not 
alone 


St “Sal A 2 Se ee “s ae 
Ba wake pees. Sh “ea 


Teo ag oe ROS 


£ poet y' 

“sg ; P 
ey 

He 5 

4 = } be 
| 2 

- aan : 

z ia == a 
iVh ote BRAINPOWER | 

seems a | Y | \  @ One sae 8 eae) tag 4 hearing cam hte ba’ 

ya) se 


; 


| bs oe i aia il Daa os he Tike Bae pee ay By cs i 
- i Someone co age ae. se Sey ieee 
¥ Advert “4 , f Me ak Be, 
ising Age, August 15, 1960 Reais 
; : Pde es 
ed 2 is " x hd i A Born 
Agency: Young & Rubicam Di Bb 
P ae “> Cit. 43 ‘ te eS a ‘ rah ee Sey ates bk Beds ” 
a tuys Don't just stand — fF ‘go -s » i +" 
? ae SS ce 8 4 there... ani “HE | Beas 
- v = jaa GET . sh : [wv - og 
a Wer ot . ' ° 820 ; _— = FEW = se 
Bo : ; ; ss : : OVERE ° 
Ay pit ot one, Oe Sg ¢ ; ‘ YO 1 a , v PATHE °; 7 e oT sate 
BR \e@te TC iow Ff ot 
| oe hes a) eX SHOTS! — COUNT mn’ 4 —_— ae 
eee | Z : os 4 “f Ly ’ es ‘ 
. al HOPE ‘Remember: POLIO strikes ALL AGES @ gone Ne ws 7 We — > ee 
if _ aaa eee. es \ cant ewe } : aaa ‘ 
ta ie Pe bs poe ed ee a i ote” ag this‘ € ee @ ; ry ; 
ee on ee ee ee : Pr ate . : © ay emg ese 
, . serena a oe “A Se ; 
: a RLS eR ee Aiysars: ‘Ben Santbeies A es Ci 3 
"4 .3. Le) a 4 pp i? 4 2d x! Seon ¥ o sf * ae 
m \ NAS nn Te TOS if g 
be ; Beeline: : eee “4 . 5 2 ee -~ —y ft 14 A ; Se 
; | yer — ae a 5 a \¥- ~ — 
ant es ee we i "3 Pane Be Bee 
0 Qe: iz aa. eet Seles | Oe | Ue 
| ; “We Ad ertisin® ano™ ane — ince Beet error TES, CT, OE \p° 6 o 7 % i ' . i > > rf 7 
BO et gee . OFT VOC ANE Yo | ‘Sa 
’ . \ ya Ae’ ” , Aelpat® Pewee Ni et Ee LE FS —— 3 ‘ne : , woe 5 
b 2 ‘ a cape” . > yy . 5° asia - Teas ose. Past Haas OS N TANS! oe) 4 * “4 s Cay, : : ara 
| iss ; oe aversive 3 \ 4 pave ‘3 & oo Q sa] ¥ Bur oid t x 
Agency: McCann-Erickson He Knows — ; Toke ‘ RN \"4 ot is A . ‘ ae 1 Eve iY 
Be \ ee Do You? r 
id gots Brie gi +N i 
tie ay Sc ht see e ; 3 4 ee fs ie: 
eS \’) ed t i te e cas 
ai { RN gt 808 wien gor’ ” * a4 aN EL tS SF Aue im ts 
ae | x che ssi one seer cos pers a WS * 
an Ast °Y ge Oe a eo" Ye \. . ; ; 
i a3 ens 6 ‘Sel? veewa" Ne NOW ) ue 7 = 7 an ma 5 ey 
oe very er ne aw tl : A Ac \\\ ‘a i ee see tak rs cat Tyee j L Ss ais 
a = we | we WR rw me MG: 
ey — ry E PBer ek eee: 
ie * Ps she 
= % Agency: Ted Bates & Co. ian Ww WwW Roe 3 : ry . = 
2 | ria Eee eS V4) : NS Ty 9 Find the Fam a 
- : LS AEE RAS ee yet ‘ 
eS ; pan aes pr gaint Gece : strength 7m) a - e 
: a ' ; . a s ae er cro, « for your } L . . cy 
° ets net™ we ‘ at 
= Pn 1 Oo ae ite... GU . 
i | exine We te » sass hag, tapecags hn sh ete SE ae wi 
SP Ci 4% ’ ‘ ie 
fee Wee aes s Das ee = oe 
chiens. & ome ° Poe Nea : 
4 tlie, PAKS pe? cS = = \ = es —_— 
oe * r ; poent ‘i a . wa eae Bi . oe 
eee ie 7 by. A " 1961 j — 
ie | ' go —\ CENSUSi ee 
| a’ wr e\'4: via {9 -_— 
| — We Wt 
wet, 3 y 0 . amen : “* a 
ee Z conte ene - if 
a re | te ; : ae 3 
f 3 mech a4 Ft “oo” ad de bs <* yo* ys , . = : re 
ks % Agency: Leo Burnett Co. val ave of pe ‘+ om i oye 4 a i — if = ra! ss 
te ; pe . ay es i ; 
ie 4 i Na . F soe es pore “os weer a a ing Z Pc SURE YOURE COURTED WITH ALL AMER % * 
~ Nore ' FE . ar” por® 9 ~ 4, - a eet eee ae — te 
oe ¢ a h, ’ v ane yo : “ ) Ye) Te, f "es a 5 
oe # na She 4 ft) ay ane ge re RS: gE SF ae “2 @ va } By 
ha peek P : ‘ eo a Bis eb at i 5 a 2 & y 
i a4 os a a -_— . wt pee . ee. a), 
; oe “ : 4 Agency: Meldrum & Fewsmitn A 4 : 
i | ‘ cw ee | RETIN Reh a 
any RSet =". | : 
—_ fF ow ia) a = i Se oat . if) Rf 
_ z erin. ai > as & +» sige 
: \"-) e 0 ae —— snr , a . Ke 
& ZWiChe ywG Lea A! RRS 5S, aye ach neo | a i ae as 
ae ACs Gow co heap pane bend a oe sot oS = Y e) i 
_ \) 2 when allabout yes... << “/@ ase said 00 ne F a 2 i 
- 2 wieiad i a i NS Re 3 Z ‘ ey im 
\ f ‘ —! 
, ees ms 3 ) F ae . ; > 
agencies en , i = love —? ea 
’ 4 a Wigs ee ; ee: Sorte ; Se 
> pen mg am Co.. Marsteller, Rickard. . @ <3 Wy . nUY Us. SAVING ® ee q 
| a a en .— e- BUY. US. SAVINGS, BONDS 
; ° 7 Bi Srp eke Ps ie aaeygat = oe ae i sets 2 ger omer . * es “i j R Fa +: ae Pe oe 
= PE POT RO Pec aS Eas, ee 3 ded =a ox Bess * sie 5 ee aoe = , “¢ : ‘ oO er ae A z. Bi a ~ y i ; . ss a 
: es ° capienaes ; ceili " mek is eg wed P g OE sk eae ee ‘4 r v ‘ie Be - \ 
ei ‘ e. te en rl ‘c= sn ree: ies os > AF : e;; z 4 ie F t oe Sits alia A 
Ge ia oe ae, a DSI, ge EVE INE ce ae peta AT ens Roabet Seat MOR Pee eee - 
Racca cea ameteacias Noa Ca ferme Re ie y i a ania UML alate ’ 
en er ree ee Se se at ge SNe rs So SO aera Ne Tae 


are you 
on his 
shoppin 


Ohio farmers buy each year. . . 


Tractors ...... iin cen cobinns LES Nee ere 
eo -. , ceaasesdaseareocccccoce 0 gM? MOORS 
Building Materials ..........................:-++++---$6373,822,000 
I less cdls acs sasswosacsevecsen curhecesenecehaes teenie 
Furniture and Appliances..........................6171,470,000 
Retail Food ........... Eick RE NORM GOTO R 
Automotive ........ fecabiabad oO REM 
Gas and Oil................. saaiaenads pitsianiahacnaiealads $284,697,000 


*Rural sales as compiled from Sales Management and government data. 


Total spendable income reaches $1,277,100,000 yearly! 


P Oko TIRIILER: 


1010 ROCKWELL. AVE., CLEVELAND 14, OHIO 


Advertising Age, August 15, 1960 


Average Margins, Costs, Total Income of 
Pharmacies Reporting to ‘Lilly Digest,’ 1950-59 
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| 
Fire Guts Outdoor Company 

| A three-alarm fire Aug. 7 burned 
out the offices of American Search- 
light Advertising Co., an outdoor 
advertising company, with damages 
| exceeding $100,000. The blaze 
| broke out on the second floor of- 
fices and spread quickly to the 
adjacent Douglas & Sturgess indus- 
trial plastics company plant where 
$50,000 worth of plastics was de- 
stroyed. 


Logan Joins WJRT 
Devere (‘Dee’) Logan has joined 
WJRT, Flint, Mich., as promotion 


‘\manager. Mr. Logan was formerly 


| promotion and program director of 
WECM, Bay City. 


| 

| Sandenaw Named KOPR Head 
KOPR, Butte, Mont., has ap- 

pointed Thomas A. Sandenaw sta- 

tion manager. Mr. Sandenaw was 

formerly sales manager. 


Are you 
overlooking a 


$3 Billion 
industry 


Druggists’ Profits 
Reverse Downtrend, 
‘Lilly Digest’ Finds 


INDIANAPOLIS, Aug. 9—The fis 
cal affairs of retail pharmacie: 
showed general improvement dur 
ing 1959, according to the “Lilly 
Digest.” 

The Eli Lilly & Co. publication 
reported that the pharmacies hit 
record highs in sales and gross 
margins and that net profits in- 
creased, after a downward trend 
through several previous years. 

Lilly compiled its data frorn re- 
ports of 1,959 pharmacies through- 
out the U.S. 

Average total sales for 1959 hit 
$134,238. Gross margin was 35.6% 
(compared with 34.7% in ’58), 
and net profit rose from 5.2% in 
58 to 5.7% last year. 

Last year was also a record 
year for the average proprietor’s 
salary, which rose from $10,151 
(8% of sales) to $10,861 (8.1%), 
giving an average total income 
(net profit plus proprietor’s sal- 
ary) of 13.8% of sales. 


= Total expenses for reporting 
druggists averaged 29.9% last year, 
a 0.4% rise from last year. Includ- 
ed in expenses was an average of 
1.5% of sales invested in advertis- 
ing. 

For the guidance of drug store 
and drug department operators, 
Lilly broke down its figures into 
17 sales volume groups, ranging 


topped $3 billion last year. Why _ 

not investigate this rich industrial 

market. For the “who buys what’ 
sand “how” contact: | 


Boxboard 
CONTAINERS 


_ A Haywood Publication 
Chicago: 6 N. Michigan Ave., CE 6-3690 
New York: 369 Lexington Ave., MU 3-8432 


$40,000 to over $400,000. 


|@ One point noted was that sales 
volume appears to have no ap- 
preciable influence on gross mar- 
|gin. The spread among the vari- 
jous categories was slightly above 
| 2% of sales. 

| Revenue from prescriptions has 
a noticeable influence on gross 
margin and total income, the pub- 
lication noted. It pointed out that 
the gross margin percentage shows 
a steady rise as the proportion of 
prescription income to total sales 
increases. Expenses, meanwhile, 
remain relatively constant, leading 
to an increase in total income. + 


Levine Joins Garfield, Hoffman 

Bert Levine, former assistant art 
director of Hoffman, Fried Adver- 
tising, Denver, has joined the cre- 
ative staff of Garfield, Hoffman & 
Conner, San Francisco. 


from total annual sales of under 
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Consumer Buying 
Plans Dwindling, 
‘Newsweek’ Finds’ 


New York, Aug. 10—Consum- 
ers are generally gloomy over 
prospects for buying new goods 
in the remainder of 1960, accord- 
ing to the latest survey on con-| 
sumer buying plans published by | 
Newsweek. 

In its Aug. 15 issue, the maga- 
zine reports that a survey con- 
ducted by the National Industrial 
Conference Board and based on 
thousands of monthly interviews 
by Sindlinger & Co., Philadelphia 
research company, indicates a de- 
cline in consumer optimism and 
sharp curtailments in buying plans 
for the rest of the year. 

Second-quarter buying plans in- 
dicate that 3% more consumers 
are planning new car purchases 
than last year, while consumer 
plans for every other category 
measured are off from 8% (home 
improvements) to 28% (used 
homes). 


= Buying plans for all nine ap- 
pliances measured by the survey 
are down. Air conditioners, dish- 
washers, dryers, freezers and 
ranges all have dropped 20% or 
more below the June, 1959, quar- 
ter, while refrigerators, tv sets, 
vacuum cleaners and dishwash- 
ers are off some 10% from the 
comparable period last year. + 


Stuart Launches Campaign 
Matthew Stuart & Co., New York, 
is placing a $250,000 advertising ef- 
fort behind its Phono Trix midget 
tape recorders. The campaign, 
which runs throughout the fall sea- 
son, utilizes magazines, television 
and Sunday supplements in 250 
major marketing areas. The Phono 
Trix line of all-transistor, portable 
tape recorders and accessories is 
available nationally on an exclu- 
sive franchise basis through select- 


McCann-Marschalk Boosts 
Mittelstadt to Senior VP 

Charles A. Mittelstadt, vp and 
account service director with Mc- 
Cann-Marschalk Co., New York, 
“ey since 1958, has 

" been promoted 
to senior vp 
and manage- 
ment service di- 
rector of the 
agency. 

McCann-Mar- 
schalk is a whol- 
ly owned sub- 
sidiary of Mc- 
Cann - Erickson 
and bills about 
$30,000,000 a 
year. 


Trans Canada Credit Moves 
Account to Walsh Agency 

Trans Canada Credit Corp., Ltd., 
Toronto, has appointed Walsh Ad- 
vertisitig Co., Toronto, to direct its 
advertising account, effective Sept. 
15. 

The account, which had been at 
Spitzer & Mills, is worth $300,000 a 
year in billings. Trans Canada’s to- 
tal advertising appropriation, re- 
portedly is $400,000 a year. 


Charles A. Mittelstadt 


Acomb Buys Ball & Davidson 

Robert Acomb Inc., Cincinnati 
agency, has purchased Ball & Dav- 
idson, Denver. Robert Acomb be- 
comes president of the Denver 
agency, whic’ will retain its cor- 
porate identity. James B. Forrest, 
former vp of Ball & Davidson, has 
been named exec vp and will head 
the Denver operation and Dorothy 
Jenkins, former B&D treasurer, has 
been named secretary. Daniel J. 
Mahoney Jr., secretary-treasurer 
of the Acomb agency, has been 
named treasurer. Combined billing 
of the two agencies is approximate- 
ly $2,000,000. 


Leo Burnett Names Two VPs 

Leo Burnett Co., Chicago, has 
promoted Robert Noel, formerly a 
tv copy supervisor, to vp and a tv 
copy director and Robert Leon- 
hard, account executive and man- 


ed distributors. 


ager of the Detroit office, to a vp. 


Ad Clinic #16 


(a transparent device to get 


YOU CAN 
GET FREE, 
104-PAGE 


ry 


Massachusetts. 


you to read this Sheraton ad) 


Avoid overstatement 


HOTEL BOOKLET 


Beg pardon, sir. You can indeed get this 104-page, fact- 
packed brochure — free. Contains dope on all 54 Sheraton 
Hotels, how to get a confirmed room reservation anywhere 
in 4 seconds with Sheraton’s electronic RESERVATRON, 
etc. To get booklet (and to prove you read this ad), write: 
Sheraton Corp., Ad Age Ad #16, 470 Atlantic Ave., Boston, 


by Sam St. Cyr 


make 
sure 


you get 
the order 


localized ‘advertising fy 
in the state farm pap f 
which has earned his | 
confidence . . . brings 
buying results 


&. 


Farmers like our kind of paper. It’s local . . . an informed 
“next door neighbor” . . . because we edit only for Ohio 
people and Ohio agriculture. Farmers prefer us 2 to 1 
over any other farm publication. Your product gains add- 
ed interest and respect in this environment. Farmers be- 
come even more interested when you use techniques of 
STRAIGHT-LINE ADVERTISING — local pictures, 
case histories, prices, terms, dealer listings. We can insert 
these quickly and at low cost because we print by gravure. 
Want proof? Send for free folder. 


7 Ono JORUUKER 


1010 ROCKWELL AVE., CLEVELAND 14, OHIO 


STRAIGHT-LINE ADVERTISING available also in — 
MICHIGAN FARMER © PENNSYLVANIA FARMER 


Who ever heard of 
anybody — much less 
a hotel company — 
offering a 

104-page brochure? 
And free, yet. 


This ad must be 
promising more than 
it can deliver. 


THE INDIANA FARMER © THE KENTUCKY FARMER 
THE TENNESSEE FARMER & HOMEMAKER 
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PHOTO REVIEW 
OF THE WEEK 


ee ae 
fai 


Sylvester-Hvid 


Ulfves 


EUROPEAN COUNCIL—Gathered in Copenhagen for the 
first regular meeting of the new European Council 


a, 


Think small. 


of the International Advertising Assn. were Jan Fels, 
managing director of the Reader’s Digest Dutch edi- 
tion; Ole Sylvester-Hvid, head of the Danish agency 
bearing his name; Dr. Max Doleschal, head of Pub- 
licitas of Switzerland; Jonas Schiviz, ad manager, 


Doleschal 


Schiotz 
Farner Elinder 

Allers Familie-Journal, Oslo; Arthur Bur‘sn, head 
of Intam Ltd., London; Eugene Ulfves, managing di- 
rector of the Finnish agency, Reklaamitoimisto- 


Osakeyhtio; Dr. Rudolf Farner, head of the Zurich 
agency bearing his name and president of the coun- 
cil; and Erik Elinder, managing director, Wilh. An- 
derssons Annonsbyra, Stockholm. 


FOSTER --« KLEISER 


GIANT» 


SMALL TO B1IG—Volkswagen autos are getting the teaser treatment on 
posters in Southern California and Arizona. Posters start by urging 
viewers to “Think Small,” do a turnabout in the end by describing 
Volkswagen as a “giant.” The outdoor campaign will run all year- 
long in the Los Angeles-Long Beach metropolitan market as well as 
displays in other communities where VW has dealerships. Tie-in 
point of sale has been designed by Doyle Dane Bernbach, national 
agency for VW and for Competition Motors, in Southern California 
and Arizona. 


PLUMBING POINT-OF-SALE—American- 
Standard, New York, will use this 
record, “Music for Bathroom Bar- 
itones and Bathing Beauties,” as a 
sales tool for contractors. The kit 
includes various promotion pieces. 
The record is offered to anyone in- 
terested in a bathroom moderniza- 
tion estimate. 


White 
Stevenson 


Sanger McAdams 
Choate McNaughton 


OuR COACH—Business Week’s eastern ad sales staff, 
headquartered in New York, gave offbeat recogni- 
tion to “Coach” C. C. Randolph III, former eastern 
manager, who has been appointed advertising direc- 
tor of the publication. “Randolph’s Little Leaguers” 
came out at the annual sales meeting in Absecon, 


Juraschek 
Randolph 


Glover 
Alexander 


N.J. They are R. Bernard Alexander, new eastern ad 
sales manager; John H. Stevensor: Harold E. Choate; 
Bruce McNaughton; John C. White Jr.; Francis F. 
McAdams; John F. Juraschek; John H. Glover; and 
Fred R. Emerson, all of New York; James T. Haupt- 
li, Philadelphia and Kent Sanger, Boston. 


| { a es a 
DX BORON 
 COLORAWO 


WASHINGTON 


SECOND TIME—For the second consecutive year, DX Sunray Oil Co., 
Tulsa, is the only American oil refiner whose outdoor posters, cre- 
ated by Potts-Woodbury, Kansas City, have been selected for show- 
ing in the 1960 “International Poster Annual,” published in Switzer- 
land. The same edition of the annual also includes two Braniff 
International Airways posters, also created by Potts-Woodbury. 


OLE—This papier-mache bull is attracting attention to the window of 

the Western Airlines’ Beverly Hilton ticket office. It represents a 

tie-in between the airline and Kahlua coffee liqueur. The bull was 

originally created for a Kahlua magazine ad currently appearing in 

Esquire, The New Yorker and Playboy (via Sheldon Marks Associ- 

ates). After a month at the Beverly Hilton office it will move to a 
ticket office window in downtown Los Angeles. 
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When it comes to planting sales-ideas and cultivating appetites, BIGGEST environment. Result: McCall’s food ad-linage is up 52% for the 
McCall's today is the *1 grower. It has more editorial lines devoted YIELD 
to food in every issue than any other women’s service book—at 

least five different major food features every month. More recipes* IN THE 
for women to clip and use—an average of 60 recipes per issue. 
More .food advertising, too—as advertisers seek this flavorful 


*including 13 for corn in the August issue. 
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first six months of 1960 over last year. Where do meal-planning 
women turn for inspiring leadership—with a difference? Where are 
the nation’s top food executives finding the most fertile ground 
for their own sales-raising efforts? In M G ALL'S 
the magazine that’s America’s dish: C 

FIRST MAGAZINE FOR WOMEN 
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|Swanson Rejoins WWTV 

| WWTY, Cadillac-Traverse City, 
|Mich., has appointed Leonard A. 
| Swanson to the new post of general 
|sales manager. He was formerly lo- 
ical sales manager of KBTV, Den- 
| ver. Prior to that he was sales staff 
|manager of WWTYV for three years. 


Head to Head ‘61 Ad Week 

| George W. Head, ad and sales 
|promotion manager of National 
|Cash Register Co., Dayton, has 
been named chairman of the Na- 
tional Advertising Week Commit- 
tee. He will direct planning and 
promotion of the 1961 Ad Week 
|campaign, scheduled for Feb. 5-11. 


THE MONTREAL STAR 
LEADS ALL CANADIAN 
DAILIES IN RESORT 

AND HOTEL LINEAGE 


This is just one of the many facts 
that demonstrate the remarkable pul- 
ling power of Montreal's largest 
English newspaper (more facts on 
request). 


“Metalworking News’ Is Name 
| Metalworking News is the name 
funder which Fairchild Publica- 
tions, New York, will launch its 
new weekly business paper for 
the metals and metalworking in- 
dustry on Jan. 9, 1961 (AA, Aug. 
|8). Ad rates have not been deter- 
| mined yet. 


The 14th Market 


Ils Twins. 
But. 


THEY SEE 
THINGS 


DIFFERENTL 


Represented nationally by 
O'Mara & Ormsbee Inc. 


The St. Paul Dispatch-Pioneer Press offers 
exclusive blanket coverage ...no other 
newspaper reaches the St. Paul "Half" 


FAMILY COVERAGE 
Ramsey, Dakota and Washington Counties. 


ST. PAUL 82.00 


71.1% 


43.5% 


si DISPATCH 
PIONEER PRESS 


Representatives RIDDER-JOHNS, INC. 
New York—Chicago—Detroit—Los Angeles—San Francisco—St. Paul—Minneapolis 


4.9% 


MORNING 


SUNDAY 
SOURCES: ABC 3-31-59. Standard Rate & Data 
vice, July, 1960, 
Newspapers have audited verified circulation 


EVENING 


SAMPLER—Stephen F. Whitman & 
Son, Philadelphia, will start pro- 
moting its Sampler as a gift for all 
occasions with the October and No- 
vember issues of Look, Reader’s 
Digest and The Saturday Evening 
Post. N. W. Ayer & Son is the 
agency. 


California Gas 
Station Owners 
in Stamp ‘Revolt’ 


Stamp Companies Weigh 
Legal Action, Hit State’s 
Acts as ‘Contract Breaking’ 


San Francisco, Aug. 9—Califor- 
nia’s 26,000 gasoline service sta- 
tions have become a trading stamp 
“battleground,” with an open re- 
bellion against the use of stamps 
flaring into talk of lawsuits from 
trading stamp companies. 

In Oakland, 1,500 service station 
operators gathered for a meeting 
called by the California Federa- 
tion of Service Stations, during 
which many of the Northern Cali- 
fornia dealers agreed to “get out 
of the trading stamp business.” 

“We're not telling dealers to give 
up the stamps,” explained Mario 
Duccini, Sacramento, secretary of 
the CFSS, “but we are giving them 
all the data and information they 
need on how to quit giving out 
stamps in case they want to. 

“So far,” Mr. Duccini said, “about 
90% of the state’s 26,000 gasoline 
dealers have either actually aban- 
doned the trading stamps or are 
considering a refusal to issue them 
to customers.” 


s At Sacramento, John G. Sobies- 
ki, California Commissioner of 
Corporations, reported to Gov. Ed- 
mund G. Brown that only nine 
trading stamp companies “have 
been able to secure a bond” re- 
quired by a new California state 
law. 

Under terms of the new law, 
trading stamp companies must post 
bonds of between $25,000 and 
$100,000, depending on their vol- 
ume of business. Should the com- 
pany be unable or refuse to re- 
deem its stamps, then Mr. Sobieski 
can file a claim against the bond 
on behalf of the person who holds. 
the unredeemed stamps. 

“Part of the current difficulty,” 
Mr. Sobieski said, “is the unfamil- 
iarity of insurance companies with 
this sort of operation. They appear 
to be taking a very cautious ap- 
proach to the issuance of bonds.” 


8 Officials of Sperry & Hutchin- 
son and Blue Chip, the two lead- 


ling trading stamp compariies in 


California, contend that some gaso- 
line dealers who had quit issuing 
stamps have returned to the cou-: 
pon bandwagon. 

Defections continue, however, 
with the biggest coming from 
Standard Oil Co. of California, 
which reported that 40% of the 
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company-owned stations which had 
previously handled trading stamps 
now are selling gasoline without 
stamps. 

Standard’s stamp-dropping pro- 
gram was carried out on a neigh- 
borhood-by-neighborhood basis, 
depending on the competitive sit- 
uation. 

Talk of peusihle lawsuits came 
from S&H, whose stamps are dis- 
tributed by merchants holding one 
year contracts. 

W. Burleigh Pattee, of the San 
Francisco law firm of Chickering 
& Gregory, wrote a letter of warn- 
ing to Mr. Duccini. 

“You should be aware,” Mr. 
Pattee told Mr. Duccini, “that un- 
der settled legal principles, a per- 
son who induces another to breach 
a contract is liable for damages. 
We have been instructed by our 
client to watch your activities care- 
fully.” 

Mr. Duccini replied by pointing 
to support his organization had 
received from Helen Nelson, state 
consumer counsel, who declared 
that “customers will appreciate a 


Were Rid! 


Rich in buying power... 


Rich in reading power... 


Pontiac, Michigan represents a 
growing, Pane rich market for 
newspaper advertisers. What's 
more, THE PONTIAC PRESS 
provides such exclusive coverage 
(61% of Pontiac Township house- 
holds take only the PRESS) that 
no other newspaper gan the 
netration you need to success- 
lly sell your ucts. (THE 
PONTIAC PRESS is preferred 
3 to 1 over the leading Detroit 
paper.) 
It’s facts like these that are caus- 
ing more and more advertisers to 
the PRESS: 
© Leader in the Community. 76% 
take THE PONTIAC PRESS. 
© Leader in Creating Sales. 21% 
of PRESS homes make over 
$7500. 
¢ Leader in Home Delivery. 98% 
of coverage is home-delivered. 


THE PONTIAC PRESS is the 
peg independent news- 

x serving the Pontiac area 
S Oakland County since 1842! 


MARKETING IN MICHIGAN ...? 


PONTIAC, MICHIGAN 


Circulation 59,339 Publisher's 
Ss t Ending = 30, 1959 
Represented 
Sualests Meeker & Scott 
New York, Chienen —— Detroit 
Doyle aw 


&H 
Los Angeles & San Francisco 
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decision to concentrate your costs 
and theirs on services more essen- 
tial to proper functioning of their 
automobiles than is the giving of 
trading stamps.” 


® The state bureau of weights and | 
measures also entered the fight 
with the suggestion of duplicate 
gasoline pumps with one set con- 
taining meters listing the prices of 
gasoline sold without stamps and | 
the other with stamps. 

The state assembly committee on | 
organization also stepped into the | 
picture with the announcement that 1 
it would “investigate” reports that 
gasoline dealers “are being forced 
to buy trading stamps at the risk of | 
going broke.” 

Committee chairman Gordon | 
Winton (D., Merced) told Califor- 
nia Attorney General Stanley 
Mosk that the committee will start 
hearings “within the next few 
weeks.” 

Long Beach dealers sent six of 
their members to Mr. Mosk’s office 
at Sacramento to ask permission 
to include the redemption value of | 
stamps in their total price on gaso- | 
line sales. 

The six, representing 265 South- | 
ern California dealers, told Mr. 
Mosk that “gas station operators 
are going broke because they have 
to pay stamp companies three | 
times the redemption value for the 
stamps and have to take a fixed 
number of stamps regardless of 
whether they are issued.” 

Meanwhile, Elmo W. Pearson, 
vp of S&H for the western states, 
told gas dealers that “under your 
franchise agreement with us, you 
have the obligation to continue to 
offer stamps to your customers for 
the duration of the franchise pe- 
riod. 

“We will not under any circum- 
stances consider the rulings of the 
California attorney general as be- 
ing a valid ground for your not 
living up to the franchise agree- 
ment.” # 


Keezer to Retire from 
McG-H; Greenwald Named 
Dr. Dexter M. Keezer will retire | 
as director of McGraw-Hill Pub- 
lishing Co.’s department of eco- 


- 


- Togeth er 


— 


Dr. Dexter Keezer Douglas Greenwald 


nomics, effective Sept. 1. 

Upon Dr. Keezer’s retirement, | 
Douglas Greenwald, chief statisti- 
cian for McGraw-Hill, will become | 
manager of economic services. 


900, 000 responsive families who act. 

and think within a framework molded by their 
mutual interest and participation in 
church and community affairs. Within this 
framework, your communications receive 
added impetus and attention. Good reason 


Fitzgerald Names Harris 
Fitzgerald Advertising Agency, 
New Orleans, has appointed Donald 
Harris a vp and director of media 
planning. Mr. Harris was formerly 
vp and associate media director of 
Benton & Bowles, New York. At the | 
same time Edmund B. McCarthy, 
formerly senior research analyst of 
Joseph Schlitz Brewing Co., Mil- 
waukee, has joined Fitzgerald as/| 
assistant to the research director. 


Popkin to Parsons, Friedmann | 
Philip Popkin has joined Par- 
sons, Friedmann & Central, Boston, 2 ae 
as an account supervisor. He for- a a 
merly was with the advertising 740 RUSH STREET, CHICAGO 11, ILLINOIS 

and sales department of ‘the 


Jewish Advocate. : fr, ' RP ee 


Cooper Joins Bock 

Wilbur F. Cooper has joined Fred | 
Bock Advertising Co., Akron, as an 
account executive and marketing | 
specialist. Mr. Cooper was formerly 
sales manager of Quad Gas Heater 
Co., Columbus, O. 
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Rutta Adds Geodimeter Co. 


AGA Corp. of America, has named 
Geodimeter Co., a division of |Gregory Ruffa Advertising, Plain- 


field, N. J., to handle advertising 
for its Geodimeter System, a long- 


TAINT NECESSARILY 


ly cowboys and Indians. T'aint necessarily so 


the city limits with $184, 438, 239. 29 deposited 


products that make living better. 


Lots of folks think Lubbock and the West Texas area are most- 
We've got a lot of non-cowpokes too. 145,000 of us right in 


And we dearly love to spend it for new and different 


distance measuring system. 


sO! 


in the banks. 


LuBBock AVALANCHE-JOURNAL 
MORNING - EVENING - SUNDAY LUBBOCK, TEXAS 
ROP Color Available All Issues 


Devney-O’Connell Adds Two 

Devney-O’Connell, New York, 
has been named national sales rep- 
resentative of WSEE-TV, Erie, Pa., 
and WKIS, Orlando, Fla. WSEE- 
TV formerly was handled by 
Young Television Corp. 


Keld Joins MGM-TV Research 

Herman Keld, formerly super- 
visor of ratings analysis with NBC, 
has been named to the new post of 
director of tv research for MGM- 
TV, New York, tv film producer 


and distributor. 


Was {SHE-*ARBAN KS? 


Your ad in The Fairbanks Daily News-Miner is the way 
to reach—and sell—the people of this important Alaskan 
city. Call your West-Holliday man and stake your claim 
in the rich Alaska market. Ask, too, about The Anchorage 
Daily Times, The Ketchikan News and The Daily Alaska 
Empire. Buy these Alaska Dailies—-and SELL Alaska! 


WeEst- 


REPRESENTED BY 


HOLLIDAY co inc 


NEW YORK - CHICAGO - DETROIT - DENVER - LOS ANGELES - SAN FRANCISCO - PORTLAND - SEATTLE 


Push Store Image 
Along with Prices, 
King Urges Grocers 


WasHINGTOoN, Aug. 9—If you 
want to break through the compe- 
tition barrier, plug the store image. 

That, in a nutshell, is what John 
King, merchandising manager of 
the Ladies’ Home Journal, told an 
audience of supermarket officials 
here today at the Piggly Wiggly 
operators convention. 

“Twenty years ago ‘competition’ 
would have indicated a war of 
prices,” he said. “Today the price 
advantages have been equalized. 
Now you are competing for the 
consumer’s mind, as well as her 
pocketbook, and that means in- 
stitutional advertising, as well as 
price.” 

Grocers must cc-ordinate six 
advertising characteristics—sound 
sales promotion, merchandising 
strength, dynamic energy, vision, 
personality, good ad preparation— 
into an effective image-building 
program, Mr. King stressed. 


s “A business grows and prospers 
when the public considers your 
store a desirable place to shop; 
thus you are in the business of 
influencing people whether you 
know it or not,” he pointed out. 


Advertising Age, August 15, 1960 


“Customers are the most im- 
portant part of any business, and 
building a lasting and favorable 
impression in the minds of these 
customers is becoming a paramount 
part of supermarket operation. 


s “When you successfully do this, 
you remove yourself from ordi- 
nary competition—elevate yourself 
above the rest of the pack. When 
people are interested in your store, 
or stores, they are interested in 
reading your ads, and you get the 
most out of your advertising pro- 
gram.” 

By combining short-range price 
advertising and long-range insti- 
tutional advertising, the grocer 
has the best chance of “getting 
through” to both the consumer’s 
mind and her pocketbook, Mr. 
King said. + 


Limbach Names Smith, Taylor 

Limbach Co., Pittsburgh, metal 
fabricating and air conditioning 
company, has appointed Smith, 
Taylor & Jenkins, Pittsburgh, to 
handle its advertising and public 
relations. 


Detroit Bullet Names Schram 
Detroit Bullet Trap Co., target 
manufacturer, Arlington Heights, 
Ill., has appointed Schram Adver- 
tising Co., Chicago, to handle its 


advertising and public relations. 


Kentuckiana Gives Over $1,000,000 


to the People on the 1959 


eee 


nei Ane 
Pare ck Med tapes 


This money has touched the lives of more than 200,000 Kentuckiana children 
through new schools for the handicapped, special therapy equipment, teacher 
training, artificial limbs, hearing aids, mass testing . . . A full accounting report is made 


to the people. Costs of the program have been reduced to 7.6% since 1954, while 
contributions have increased 26%. 


‘Only a station that concerns itself day in and day out with the interests of its 
community can earn the respect that moves people to respond. - 


to the WHAS-TV CRUSADE FOR CHILDREN! 


In six years, the WHAS-TV Crusade for Children has raised more than $1,000,000 to 
aid mentally and physically handicapped children in Kentucky and southern Indiana. 
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Reach Boosts 3, Adds 2 
Richard Karp, who joined Reach, 


i 1958 as a copywriter, has been 
ae promoted to copy supervisor. The 

‘ agency has also added two copy- 
writers—Sheldon Toomer, former- 
ly with Warwick & Legler, and 
Aaron Kastin, formerly with 
Blaine-Thompson Co. Herman 


Mayhew, 
have been elected Reach, McClin- 
ton vps. 


DeWitt Names Kuswa-Greene 


New York, has appointed Kuswa- 
Greene & Associates, Milwaukee, 
to handle advertising for DeWitt’s 
Pills and ManZan, effective Sept. 9. 
Tatham-Laird, New York, is pre- 
sently handling the account. The 
company’s other products, cough 
control medicine, baby cough sy- 
rup and sore gum lotion, moved 
; from Tatham-Laird to Kuswa- 
ie Greene last March. 


Kellogg Names Adler 
Kellogg Switchboard & Supply 
Co., Chicago, a division of Inter- 
' national Telephone & Telegraph 
I Corp., has named William Hart 
Adler Inc., Chicago, to succeed 
{ Lennen & Newell, New York, as 
\ its agency, effective Sept. 1. 


McClinton & Co., New York, in| 


Raucher, copy director, and Marce 
associate art director, | 


E. C. DeWitt & Co., Chicago and | 


| 


ey a ‘SF. Chronicle, 
mnie ‘Examiner’ Fight 
Over Authenticity 


San Francisco, Aug. 9—A “Last 
man on earth” survival experiment 
/high in California’s rugged moun- 
|tain wilderness by San Francisco 
|Chronicle fish and game columnist 
|Bud Boyd and his entire family 
| has blown up with a $1,500,000 
|libel suit filed by the Chronicle 
jagainst the San Francisco Exam- 
| iner. 

Mr. Boyd, his wife Betty and 
their three children, Susan, 15, 
Sharon, 12, and Bruce, 8, had 
sought to prove that a modern 
family could exist in a mountain 


Roberts Lowndes Osborne 


VISITORS FROM LONDON—Harry Osborne, general advertising and sales 


promotion manager for Massey-Ferguson Ltd. in England, and 
Douglas Lowndes, a director of Lambe & Robinson-Benton & 
Bowles, Massey-Ferguson’s newly appointed British agency, visit in 
Toronto with Stanley S. Roberts, Mr. Osborne’s opposite number of 
North American operations. Messrs. Osborne and Lowndes made a 
two-week tour of Massey-Ferguson offices in Canada and the U. S. 


wilderness with meager and prim- 
itive equipment. 

They took to the woods for a 
projected six week “survival” trip, 
with pocket knives, an ax, a rope 
and salt, and attempted to live 
without matches or covering, and 
by capturing game with spears and | 


Willman Joins Stone 


New York, as client service, sales | ABC Films. 


promotion and merchandising co- 
Ronald E. Willman has joined |ordinator. Mr. Willman was for- 
Stone Merchandising Associates,|merly client service manager of 


“LOUISVILLE 


Foremost In Service, Best In Entertainment 


bows and handmade fishhooks. 
The family managed to survive | 
for 10 days, but illness forced them 
to return to civilization on the 12th | 
day of their experiment. The se- | 
ries of articles Mr. Boyd wrote | 
ran in the Chronicle, with “a nec- | 
essary delay between writing and | 
publication.” | 
s The Examiner, according to the | 
Chronicle, carried a “so-called ex- 
pose” of the Boyd trip, implying, | 
according to the Chronicle’s libel | 
suit, “that the ‘Last man on earth’ 
experiment was a hoax.” 
Mr. Boyd and his family filed a 
similar libel suit against the Er- | 
aminer, asking damages totaling | 
$605,000. | 
The suits, filed in San Francisco 
superior court, name Hearst Pub- 
lishing Co., the Examiner and that 
newspaper’s publisher, managing 
editor and several of its reporters. 
“The Examiner story,” the 
Chronicle suit contends, “con- 
tained statements that were made 
wilfully with actual malice and 
with the design and intent to de- 
tract from the Chronicle’s busi- 
ness reputation for truthful, hon- 
est and accurate reporting.” 
The Chronicle asked damages of 
$1,000,000 for injury to its own 
business and another $500,000 as 
punitive damages “because of the 
malice involved.” # 


Charles Bowes Adds L. A. 
Financial Federation 


tion, holding company for 11 Cal- 


tions, has established a coopera- 
tive advertising division, and 
named Charles Bowes Advertis- 
ing, Los Angeles, agency for the 
division. The 11 associations, with 


000,000 all operate under different 
names, and are in widely sepa- 
rated areas, from San Diego to 
Marysville. Each association will 
continue to handle its own adver- 
tising through its own local agen- 
cy. 

The Bowes agency will develop 
such types of cooperative adver- 
tising as can be used by all, but 
are not feasible for the associa- 
tions to do individually. No budg- 
et will be set until a specific pro- 
gram is adopted. 


Cromar Names Hartung 
Cromar Co., Williamsport, Pa., 
originator of prefinished hardwood 
flooring, has appointed M. W. 
| Martang & Associates, New Hol- 
land, Pa., to handle its advertising. 


McCormack Joins WRC-TV 
Stan McCormack, formerly on 
the sales staff of WTOP, Washing- 
ton, has joined WRC-TV, Wash- 
|ington, as account executive. 


Los Angeles Financial Federa- | 


ifornia savings and loan associa- | 


total assets of more than $300,- | 


sae 
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Bergren, Storey to Grant 

Alfred L. Bergren has joined 
Grant Advertising, Chicago, as an 
executive art director and Dean 
R. Storey has joined the agency as 
a copywriter. Mr. Bergren was for- 
merly executive art director of 
Keyes, Madden & Jones, and Mr. 
Storey was formerly a sales pro- 
motion specialist and copywriter 
with General Electric Co., Sche- 
nectady, N. Y., and Western 
Springs, Ill. 


Warwick Booklet Published 

A booklet titled “A Word & Pic- 
ture Tour Through Warwick Ty- 
pographers in St. Louis” has been 
published by the company. It will 
be given to visitors and distributed 
to other interested persons. 


Gamut Names Walter Berdahl 

Walter Berdahl, formerly ad and 
sales promotion manager of Con- 
nor Engineering Corp., Danbury, 
Conn., has been appointed a copy 
contact man by Gamut Advertis- 
ing, Garden City, N.Y. 


| 
| 


S end 


| Day's end- 
sand Detroiters 


Sead their papers 


Total metropolitan household coverage 
of both evening papers: 70.5% 
Any other combination comes to no 
more than 58.1% 


Only with both Detroit evening papers do 
you get 70.5% of the metropolitan-area 
families—and at the lowest combination 
rate! Even more impressive: 234,333 
families in the metropolitan area read the 
TIMES exclusively (130,889 more than 
Detroit’s morning paper’). And 83% of the 
metropolitan-area families who read the 
TIMES get home delivery! Ciearly enough, 
selling potential customers through the 
TIMES is a habit worth cultivating. 

“Detroit News Sth Quinquennial Survey 


C3 KEEP YOUR EYE ON THE TIMES 


Detroitélimes 


Represented nationally by 
HEARST ADVERTISING SERVICE INC. 
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Du Pont's Ad Plans for Telar Signal 
Start of Battle for Anti-Freeze Market 


(Continued from Page 3) 
ready has spent considerable 
amounts since March to push its 
“all-year” coolant, Du Pont’s ad 
strategy is geared to basic tradition 
—that, as Mr. Carty said, “the or- 
digary motorist is not accustomed 
to buying a chemical to put into his 
radiator before the weather turns 
cold.” 

“We feel that it is very difficult 
to change the consumer’s buying 
habits in this respect,” he added. 
Du Pont is therefore banking on the 
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ANTI-ANTI-FREEZE—-In this ad Union | 


Carbide says that the “new” anti- 


freezes aren’t new, just have the | 


same ingredients as its Prestone, 


introduced 33 years ago—ethylene | 


glycol plus a rust inhibitor. 


weather as “the motivating factor 
in getting a man to spend $8 to $10 
on a protection against freezing.” 
All ads will claim that the long- 
service life and all-weather bene- 


fits of Telar are a direct result of a | 
newly-developed, patented inhibit- | 


or which keeps the coolant chemi- 


cally stable and prevents corrosion | 


indefinitely in a properly operating 
cooling system. 


Traffic 
World 


is the weekly 
newsmagazine of 


transportation 
management* 
in every industry 


and in every mode 
of transportation 


2 


” 


* 

the men who set transpor- 
tation policies in their own <¢ 
organizations and collec- 
tively form the national 
transportation policy — in- 
dustrial traffic managers, 
carrier executives, port au- 
thority traffic executives, 
public warehousemen, 
educators, government and 
military officials, transpor- 
tation attorneys, chamber 
of commerce officials. 


See our Service-Ad 
in SRDS Class. 148 


Another patented feature which 
the ads will emphasize is “color 
check,” which warns the motorist 
of a major breakdown in the cool- 
ing system that could contaminate 
the solution. The fluid changes 
from red to yellow if, for example, 
a leaking gasket lets corrosive acid 
into the solution. Du Pont claims 
that in extensive tests over five 
years this has rarely happened. 

Du Pont actually has two big 
products in the field. Telar, the 


never-drain coolant, will get the 
lion’s share of the advertising, but 
$1,000,000-plus will go into three 
media to advertise Zerex, Du Pont’s 
old one-season anti-freeze. Zerex 
will be advertised on tv, in news- 
fApers and with outdoor, but there 
will be no radio. 


s Zerex and Telar will not be pro- 
moted as a “team.” Zerex will be 
on the same lineup of tv shows, but 
never on the same night as Telar. 
In newspapers, Zerex will be ad- 
vertised twice a week and Telar 
three times. 

Mr. Carty added that research 
and planning for the introductory 


campaign had been going on for 
three years, and only this February 
did Telar drop its anonymity as 
“Product X” and take its new 
name. 

Du Pont is reticent when it 


comes to the amount it is investing 


in the campaign. But a comparison 
is provided by published figures of 
Union Carbide’s advertising for 
Prestone. 

In 1958, Prestone was featured 
on seven network tv programs, 
which cost Union Carbide about 
$3,000,000. Prestone got $800,000 
worth of spot radio support, and 
$600,000 was invested in newspa- 


Advertising Age, August 15, 1960 


pers and magazines. Last year, 
Prestone was again the company’s 
most heavily promoted product. 
According to the Television Bureau 
of Advertising, Carbide invested 
$756,379 in network tv for the 
product, about $500,000 in spot tv. 
Another $500,000 went into news- 
papers. By this reckoning, about 
$2,000,000-plus was invested last 
year, and this figure (compared 
with the $4,400,000 in 1958) may be 
far too low. 


s No details of the upcoming cam- 
paign for Prestone were available. 
But a William Esty Co. man told 
ADVERTISING AGE, “You just can’t 


“HOW’S BUSINESS ?” 
IS A DAILY QUESTION 
ALL OVER THE U.S.A. 
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change the habit patterns of car 
owners overnight.” Thus Prestone 
ads will “deal with the facts.” The 
new products, he claims, are not 
scientific breakthroughs. Year- 
round and never-drain coolants are 
“a noble idea,” but the products 
themselves are not new, he assert- 
ed. What is new is “just the mar- 
keting angle.” 

Already page ads such as one in 
Automotive News are presenting 
Prestone’s “facts about the hulla- 
baloo in the anti-freeze field.” The 
ads, aimed at obvious but unnamed 
competitors, claim that all the in- 
novations they profess to bring are 


old stuff in Prestone. “Now let’s 
get the record straight!” the ads 
proclaim. “There has been no 
‘breakthrough’ ... no earth-shaking 
discoveries in the field of anti- 
freeze protection.” 

But to meet the expected demand 
for the more-than-one-season 
product, Carbide is marketing a 
“long-life Prestone,” similar to Tel- 
ar, as a long-life coolant. 


® For the present, however, Car- 
bide claims that though the com- 
petitors are spending a lot of mon- 
ey, “the dent in our sales has been 
slender.” 

The Dow agency men (MacMan- 


us, John & Adams) are more ar- 
ticulate, though just as secretive, 
about the upcoming battle. “This is 
going to be a slugfest,” they told 
AA. But for the present no one is 
telling what areas, what media or 
how much money will be used for 
Dowgard all-year coolant. # 


Penn State Offers 
Broadcasting Major 

An undergraduate major in 
broadcasting, designed for students 
who wish professional training for 
careers in radio and television, will 
be offered by the Pennsylvania 
State University beginning this 


fall. Marlowe D. Froke, assistant 
professor of journalism, has been 
named chairman of a special uni- 
versity committee on broadcasting 
that will administer the major. 


Sanders Absorbs Agency 
Sanders Advertising . Agency, 
Dallas, has consolidated its agency 
with Clarke, Dunagan & Huffhines, 
Dallas. C. C. Huffhines, president 
of CD&H, has joined Sanders as 
vp in charge of the plans board. 
Personnel of the former Clarke, 
Dunagan & Huffhines have moved 
to Sanders headquarters at 5531 
Yale, Dallas. The enlarged agency 


BECAUSE 


is 


‘AVERY BU 


NESS DAY, 


| THE NBWS ‘THAT: CHAN 


~ 


HEREVER they live and work, the men 
who get ahead in business are ‘at 
home” with The Wall Street Journal. 


Question them, or hear them talk volun- 
tarily, and you’ll get the very strong feel- 
ing that this is the one publication they 
regard as closest to them—their very own. 


For The Journal is the only national 
business daily—the only publication of 
its kind; the only paper whose dateline, in 
effect, reads: ‘“‘The United States of 
America.” It moves easily and welcomely 
into offices everywhere across the con- 
tinent with the special status reserved for 


fn WALL STREET JOURNAL 


and Times 
ip ae Say: 


“THIS ONE 


valued friends and trusted counselors. 


Everywhere, key executives give it their 
highest preference. This one, they say, is 
“the most useful one” among all maga- 


zines and newspapers. 


This one is something special as an 


advertising medium, too. 


Are you using the “most useful one” 
most? 


OSS Ts ge) he aes Ne 
SE Re ey Ee are Me. 


THE WALL STREET JOURNAL 


Published ot: New York, Washington, D.C., and Chicopee Falls, Mass. * Chicago and Cleveland + Dallas + San Francisco 


GES BUSINESS, CHANGES © 


© Dow Jones & Company, Inc. 1960 
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has a staff of more than 25, and 
handles 35 accounts. 


Fibreboard Names Carey 

E. W. Carey, formerly vp of 
marketing, has been elected presi- 
dent of Fibreboard Paper Products 
Corp., San Francisco, succeeding 
William L. Keady, who will remain 
as a director and in charge of for- 
eign operations. 


All-State Names Weiler 

All-State Engineering Co., Mil- 
waukee, has appointed Vernon S. 
Weiler Advertising, Chicago, to 
handle its advertising. All-State 
recently acquired the industrial 
crane & hoist division of Borg- 
Warner Corp. 


Humphrey Joins Haas 

William V. Humphrey has joined 
Robert Haas Advertising, Chicago, 
as director of public relations. Mr. 
Humphrey was formerly director 
of public relations of Fletcher 
Richards, Calkins & Holden. 


Good 
“Bottleneck” 
for 

ROYAL 


IDEA NO. 175 


GET IT UP...KEEP IT UP...WITH KLEEN-STIK 


Here’s a bright ’n shining promotion 
staged by Royal Dairy, of Omaha, 
to “break’”’ new Royal Orange 
Juice. To help routemen sample 
the new product, each free bottle 
left on a doorstep carried this “‘silent 
salesman” —a die-cut gold crown 
with tab containing mouth-waterin’ 
copy. In back is a strip of (you 
uessed it!) moistureless Kleen- 

Stik, to hold the crown in place. 
This “crowning touch” involved 
not one, but two presidents: Royal’s 
Bill Beeler, and Brandt Zimmer- 
man of Zimmerman Adv. Agency. 
Handsome ag by Moran 
Printin Omaha, salesman 
Ray M cNeill handling liaison. 


; WORLD'S most VERSATILE 
our erin-ing ADHESIVE | 


“an 1! 139 


IDEA NO. 176 


Price Pointer for EARLY TIMES 
iatnodeasing a new flask bottle for 


om Times whisky called for 
is at the point of sale as well 
oa fn rint media. Brown-Forman 
Distillers Corporation, Louisville, 
provided a “‘quickie’’ for salesmen 
and dealers with this handy die-cut 
arrow. Pre-scored for folding, it’s 
equipped with strips of peel-and- 
press Kleen-Stik, easily attached 
to top or bottom of shelf above, 
calling attention to the new bottle. 
Gives dealers a spot to feature 


d33y° 


“dan Al 


guided the neat production. 


rice, too! Jack Downing, Sales 
ir. of Hennegan Co., Cincinnati, 


Crowning touch for practic- 
ally any display is m 
self-sticking Kleen-Stik. See 
your regular printing source 
for a shelf-ful of ideas, or write 
direct for full information. 


MILS-N3370W HLIM** 


7300 West Wilson birt inc 
Chicago 31, 
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TESTING 


Shell selected the testingest market in the country to get 
the answers .. . Portland, Maine! First in U. S. cities of 
150,000 pop. Sixth in U. S. cities regardless of population and 
second in New England regardless of size* Shell is just one 
of many who found Portland, Maine the best test city. 
Marketing and distribution facilities are ideal . . . testing 
is accurate. 


SHELL 


*Source Sales Management 
100% coverage of city zone J) 
94% coverage ABC retail trade zone 


represented by the Julius Mathews Special Agency, Inc. 


PORTLAND, MAINE 


PORTLAND PRESS HERALD @ EVENING EXPRESS @ SUNDAY TELEGRAM 


Ar-Ex Sets Print Schedule 
for 25th Anniversary Drive 
Ar-Ex Products Co., Chicago, 
manufacturer of hypo-allergenic 
cosmetics, is celebrating its 25th 
anniversary with a 1960-’61 ad 
campaign which is 10% 
than the previous drive. Woman’s 
magazines and professional jour- 


nals will be used. Milton G. Peter- | 
son Advertising, Chicago, is the | 


agency. 


Wrisley Names Fay 


Allen B. Wrisley Co., Chicago, | 


has appointed Walter G. Fay to the 
new post of manager of market re- 
search and advertising. Mr. Fay 
formerly was in the market re- 
search department of Toni Co. 


Lawson Named Chairman 

S. C. (Chape) Lawson, ad di- 
rector of Architectural Forum, has 
been named chairman of the sales 
development committee of the As- 


sociated Business Publications, | 


New York. 


New research concept, measuring significant audience in seven areas, shows more families spend more time 


listening to WBZ than any other Boston radio station! Get the full Pulse report from your AM Radio Salesman. 


Le en tere 


WESTINGHOUSE BROADCASTING COMPANY, INC. WBZ BOSTON + WBZA SPRINGFIELD Fem 


REPRESENTED BY AM RADIO SALES ~™ 


larger | 


Berkeley, California 
is a city of contrasts. the 
exuberant: craggy rocks, of 
smooth tennis courts, miles of trails, miles of 

water —some for sailing, some for swimming 
—are right within the city limits. ‘| 


For the more thoughtful: Berkeley has been 
called the “Athens of the West”, but modesty 
forbids detailed explanation. 


For everyone: Excell dati 
astonishing varieties of cuisine, and some 

of the world’s greatest (modesty must 
} end somewhere!) weather. 


The Travel Planning Guide tells ail. 
Act now! Send for your free copy. 


Please send my free Travel Planning Guide. 


—_ :::. 


aw rare 


HOLD ON!—The lengths an agency 
will go to for a client! Peter D. 
Hannaford, vp, Kennedy-Hanna- 
ford, Oakland, clambers up Pinnace 
Rock in Berkeley to get this illus- 
tration for the ad for its client, the 
Berkeley chamber of commerce. 


NAB Schedules Fall 
Regional Meetings; 
Shifts N.Y. Dates 


WASHINGTON, Aug. 9—National 
Assn. of Broadcasters has changed 
the dates of the NAB fall regional 
conference in New York from Nov. 
17-18 to Nov. 28-29. 

NAB said conflicting industry 
meetings in New York Nov. 17-18 
necessitated the change. Here is 
the complete schedule of NAB fall 
conferences: 

Oct. 13-14, Biltmore, Atlanta; 
Oct. 18-19, Sheraton Dallas, Dal- 
las; Oct. 20-21, Mark Hopkins, San 
Francisco; Oct. 24-25, Denver Hil- 
ton, Denver; Oct. 27-28, Fontenelle, 
Omaha; Nov. 14-15, Statler Hilton, 
Washington; Nov. 21-22, Edgewater 
Beach, Chicago; Nov. 28-29, Bilt- 
more, New York. # 


Sara Lee Plans Summer 
Campaign in Print, TV 

Kitchens of Sara Lee, Chicago, 
will launch a “summer cooler” 
promotion in nine major markets 
in mid-August featuring its all- 
butter cakes with summer bever- 
ages and ice cream. Large space 
ads will run in 32 newspapers, 
and tv spots will run on “Captain 
Kangaroo” (CBS-TV). Cunning- 
ham & Walsh, Chicago, is the 
agency. 


Dalmo, Shayne to Larrabee 

Dalmo Appliances, Washington, 
discount appliance chain, has ap- 
pointed Larrabee Associates, 
Washington, to handle its advertis- 
ing. Shayne Bros., Washington, 
trash removal service, also has 
named Larrabee to handle its ad- 
vertising. 


Wildrick & Miller Moves 

| Now in its 25th year, Wildrick 
& Miller, New York, advertising 
specialist in agriculture, building 
jand chemicals, has moved to the 
|General Dynamics Bldg. of Rocke- 
\feller Center, New York. 
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Halt Claims for 
Arthritis Book, 
Publisher Told 


FTC Denies False Ads 
Protected by Constitution; 
Says Author Bought Ph.D. 


WasHINGTON, Aug. 9—The Fed- 
eral Trade Commission has or- 
dered the publisher and the author 
of “Arthritis & Common Sense,” 
which has sold more than 500,000 
copies, to halt false advertising 
claims. 

The edict forbids the author, 
Dan Dale Alexander, and the pub- 
lisher, Bernard Witkower, from 
claiming that the diet outlined in 
the book is a reliable cure for all 
kinds of arthritis or rheumatism, 
or that it will correct their under- 
lying causes and relieve their dis- 
comfort. 

FTC rejected the respondents’ 
main argument that the order is a 
breach of the freedom of speech 
provision of the Constitution. “Full 
enjoyment of first amendment 
right does not contemplate a li- 
cense to engage in false and de- 
ceptive advertising,” the order 
stated. 


s The author also claimed that he 
wrote the book to establish the 
validity of his medical theories, 
the order said, but the fact that 
the book has sold more than 
500,000 copies, as a result of its 
nationwide promotion in newspa- 
pers and on radio and tv, estab- 
lishes it “as an article of com- 
merce.” 


The book’s jacket states that 


“Dan Dale Alexander, Ph.D” has 
been recognized by colleges and 
recently was awarded another 
honorary degree, FTC said. The 
commission found that the hon- 
orary degree was given him by 
Stanley College of the Spoken 
Word after Mr. Alexander had 
contributed $1,000. The Ph.D. 
“represented an outright pur- 
chase,” FTC said. + 


Young Appoints Morgan 

William E. Morgan, formerly a 
salesman with WXYZand WXYZ- 
TV, Detroit, has been named gen- 
eral manager of the Detroit of- 
fice of Adam Young Inc. and 
Young Television Corp., station 
representative companies. He re- 
places Edward Smith, who has 
been named general sales manag- 
er of KQV, Pittsburgh, a Young 
represented station. 


Gar t the print / 
Say what you mean with the best- 
selling guide to clear, concise writing. 


THE ELEMENTS 
OF STYLE 


by Wm. Strunk, Jr., and 
B. White 
Your bookseller bas it. $2.50 


MACMILLAN 


"Woman's Day’ Boosts 
Guarantee to 4,600,000 

Fawcett Publications’ Woman’s 
Day, New York, will have a guar- 
antee of 4,600,000 per month from 
February, 1961. This boosts the cir- 
culation 250,000 per month. Rates 
for either b&w or color remain un- 
changed. 

James B. Boynton, Fawcett vp 
and director of advertising, states 
that the circulation growth is 
largely due to the addition of in- 


dependent supermarket outlets. 


KDKA-TV Syndicates Shows 
KDKA-TV, Pittsburgh, is syn- 
dicating another one of its popu- 
lar local attractions. John Hills’ 
daily exercise program has been 
sold to WSAZ-TV, Huntington, 
W. Va. Already being offered to 
other stations is “Funsville,” a 
kiddies program featuring Josie 
Carey, Sterling Yates and Johnny 
Costa. “Funsville” is a daily at- 
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traction on KYW-TV, Cleveland, |enaude’s Pitch-Pak and Pitch- 
as well as on KDKA-TV. Maker presentations. 


Betts Co. to Close & Patenaude 
John J. Betts Co., San Francis- | 
co, has been appointed central | SIMPSON-REILLY, 
and northern California sales rep- isher sent 
resentative of Close & Patenaude, es 
Philadelphia, producer of sales | 
training and promotion programs. | 
Mr. Betts will handle the “Two 
Hundred on Alfred” color-sound 
|filmstrips, besides Clese & Pat- 


LOS 


SAN PRANCISCO CENT 


FIRST in Cleveland 


in new Automobile 
ADVERTISING 


— 


ru in America in total Advertising 


Cleveland Plain Dealer 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES 


CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
(000) (000) 
Total Retail Sales $2,347,689 $1,977,224 $4,324,913 
Retail Food 581,935 498,319 1,080,254 
Retail Drug 92,487 59,441 151,928 
Automotive 357,776 368,264 726,040 
Gas Stations 144,966 161,669 306,635 
Furniture, Hsid. Appliances 121,723 86,025 207,748 
(Source, Sales Management Survey of Buying Power, May 10, 1960) 


Akron, Canton and Youngstown Counties are not included in above sales 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 


* Source; Media Records 


— <a _ ey 3 - bh a er ee at an : > : ie a ae E F ¥ = ae: owie > ae : ha as tah ae ~ - aS Say v ae 4; Ne e 
i i igisdhcow este oe le Ee ts cee ae Mh gtr ere ; Se ae ee es Cr ee see ; Meat ts : i Rina 
pies EA ie th ani ee pret {2 fe a whe” fe? a ee SE! + eae br ee 
et — nee eg aes : F ee aes . af oe i : Py Case ee rene an. Be : E 08 cd OE See 
yo 
m4 » hon 
2 ee = o 
Wy | 
% 7 y! 
> a? See 
a) } a 
Maen 
ae } q , 
s = 
: } d | e! u 
— s 
— BLU. 0 
WER “$ 
ee } a 
ee he 
— ae 
. + 
pom \ SF et a ET ee eee iy 
ee 
Pre 
a 4 | ; 
atone ee re 
— : 
—— F 
2 = 
— | 
—o : 
a Hy 
Pi “Fe ‘ : ii =— 43 
| fy 
po 
rs 3 a CE nnn erento 
ee ‘ 
ies, « % _ Say Biss Ss " d 
? 7 : oe a Re 
—— » {2 
Pe PO ] eS vy ; 
r TE 
— 3 o 
es _ ‘ : dees " ; Pe tb 
a : ~~ . a a sg) 2 ” v oe % 
is if 
Be. iy 
ee c 
a ; | ’ 
aoe | ‘ — 
b | Ps \ Y { 
oe | re is y, ~ / 
+, we / 
“. ‘ ys e 4 
i es ) a, . 
en ; 
_ i 
a } g p f 
7 Be 8 Dm eg m" : 
a : | SES < s : o_o \ : 
a | Bi, SEO e eg eee We rd nee. was aa feet va = ! é : 
f | N : E cupameene ce oe "ree fis ae ? wie 
* eee eas Sey i i a hy nee asa + e rai e PAZ setae si a ‘Sib Pd nce 
ney ; | t reseraalia's jk owe eee ae eels i 
4 | ee, a 
an 
. if : x! v iN i 
me ce nse ss jodi ke i free = 4 : 
F | . i ial : e 
| at, Se . ow ~> 
ae | a Fans ae io ee ene OE Eee NRE TERT TS 
ie, ‘ncaa i saa aera ; TUE NS Lot, see eer eee) i 
ie ; Ti ? ay i 
— 
&g 
— 
| 
— 
—— 
: ° | 
ss | ° HERE IS THE 
. ” 
oe 4 , COMPACT MARKET 
ed WITH RETAIL SALES 
ae : | ONE OF 35 
i ; ENTIRE “STATES 
: 1 
| a = - , 
i a i 
- 
j 
\ 
| 
i 
: 
| PC 
: ( 
" mA 4 ; 
a 
eee 
; nce ee ee a Se Se Sty EY Laem, SNS ee ae aS Pe eee ee ee aes ae an ee i arn eT, Te aN en  feeerinina = — oe 
a LD ATOMS carters Pan eee Leaks one et a eS ek ny Pa ra ee ; i a cece le ot 
oes ia = ET er Pia Pa re ee ae 7 eee ge at : 
ees ee 3 Pe ee oa wor en os STi te gee 


Satie are 


Newark, N. J., has appointed Har- 


ry Griffiths vp of its national buy- | Daigh to Lambert & Feasley 
ers and chain store division. Mr. | 


Stainless Food Names Griffiths |Griffiths was formerly chain store|director for Henderson Advertis- 
Stainless Food Equipment Co., |sales director of Pepsi-Cola Co. 


ing Agency, Greenville, S. C., has 
been appointed assistant tv-radio 
director of Lambert & Feasley, 


Donald Daigh, formerly tv-radio | New York. 
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Krugman Agency 
to Handle Co-op 
Only; Clients Pay 


New York, Aug. 9—An adver- 
tising agency devoted exclusively 
to cooperative advertising has 
been formed by Lester Krugman, 
a specialist in the field. 

Cooperative Advertising Special- 
ists, 334 Fifth 
Ave., will pro- 
vide a complete 
service for co- 
op advertisers, 
including creat- 
ing, administer- 
ing and mer- 
chandising co- 
op programs. 
Mr. Krugman 
said this is the 
first agency de- 
voted exclusive- 
ly to co-op. 

“Co-op expenditures run at the 
rate of about $2 billion annually. 
Thousands of manufacturer-adver- 
tisers who participate in these 


> 


¥ 


Lester Krugman 


Advertising Age, August 15, 1960 


expenditures have been forced to 
administer their own co-op pro- 
grams because no competent serv- 
ice has been available to take over 
entire programs,” he said. 

The new agency will collect its 
commissions from the client in- 
stead of media—15% for the “com- 
plete service,” a reduced commis- 
sion or retainer for less. 


= Mr. Krugman, who has held ad 
posts on the retail, manufacturing 
and agency levels, commented: “In 
spite of its inherent abuses, co-op 
has become too important a mar- 


keting tool to continue to be ig- 
nored by agencies.” 

He said the “ability to apply 
merchandising techniques to co-op 
operations” is important. “Coop- 
> | erative Advertising Specialists is 
|fortunate in being familiar with 
| the co-op programs of hundreds of 
|manufacturers and plans to make 
this knowledge and experience 
available to its clients.” 

Most recently, Mr. Krugman was 
vp-advertising of National Tele- 
film Associates. He has worked for 
Emerson Radio, Bulova Watch, 
Grey Advertising Agency, and 
Namm’s Department Store. He 
founded the “Cooperative Adver- 
tising Newsletter,” to which he 
now acts as a consultant. + 


GETS MORE VOTES THAN 
POST OR LOOK 


OR ANY MAGAZINE) 


WITH ADVERTISERS OF 
FOOD AND FOOD 
PRODUCTS 


(JAN. - JUNE, 1960) 


“ADVERTISING 
RANK MAGAZINE REVENUE 
1. | LIFE ; $11,030,701 
2. | Reader’s Digest 5,142,638 
3. | Ladies’ Home Journal 4,979,884 
4. | Look 4,679,743 
5. McCall’s 4,590,735 


SOURCE: P.I.B. (GROSS FIGURES) 


SELL THE MARKET OF THE 60’S RIGHT NOW 


ae ee ee 


" a ae peer si Tw pia RGAE Caiseweeeee x. RS eae. te 2 Ce ee es oe ekg Meet te es ee } See a en, ees as Se eee pak View a 
2 ; oa - om ; Ni NS ea ss =F cote Miers, 5 WARE Con tea tee ; | ane Fo Sea ate 
‘ : fo i 73 ib eee pee ee me a se ~: is 2c Sete ae BES “3 ween el tees 3 F £ Se Ge re er, PS a cil grated 
ky. er) Gee. gee Bes a rig ae i ae Ae eens ss ee ei: ee <= Saphir eae ernes Bae ia SS o- ae Sekine eae i ; F ee : 
ory, . me © Oo Pes u as ae os . pee Ne nye 4 et Ae St ee aa gl ee eed ee i ss ida Oy i i 
7 raphe b: Cy las : ; nF a ae es tg : Sa ee = oe Lek foe é a ee = = “Get Sen : . Ea) 2 a heh “rea i e = oP ' 
S fe a ; a oa . a : 2 hr ps ia ie . ots ate eS tips ‘oa Pay ee . Sale hs ae i <5. 
j 
ee ‘a 
BT Pies, % B 
Ang 
here . pom sf : : ‘ 3 a oe on 
ig eas 2 ( <apiaigil! ak 
Bia. ae ie eee Pal 
tet ee , eee, Baa 
sae pte ow Hil hg ee me 
ae eee ent pa a RS 5g 
ae a Pe ee ae 
(e's oe j Scene eat 
Vier ‘ poe 132 Sur be an ag 
oer ; sae ; e ois eat: 
a ‘ : a ere or! 
ne) ia g os ari is mk. 
oes a - : ‘ . ‘ " . rae ai ee 
“ BILLION DOLLAR MARKET WITH A MILLION PEOPLE ~ 
tis , Bess 
‘i “wes oe 
ca ee iis 
Sek See 
Sate v eles 
UP As = | ae 
Ha ot = 
pe. ’ —_ esa 
Sin -_— | eee 
bats 7 | e 
i) (a Sn A RR a Ene 
re. 
nil oe 3 ey ae fe te Pg ° - nd 
une pe } s = a Fad ae Ree yf Ei 5 oll areamia Sle" aia ae gee es he * ee BR ES * ; : ‘ee 
Z fa Hires 
. * a is 
‘ ; ~ i : 

: ae i. % ie 
poe ¥ Pics 
er: 4 4 ee 
con Se ‘ Tea 

i a he 
4 Re 
7 
oe % my 
f 2 
rd 5 aes aT a ies 
ve bce ae 
x Be | be | 
| 
¥ SS y 
ee ray 
Seas on 
ras 
ae on 
ed ae 
gee as san. 
ae =. hoes 
eh ‘ i 
+: ‘ ee "e a 6 ca H 
ear ze . s _ 
mone we Ripe Sai i 
 aeettba ease fp mes as 
a gohan Dae. Kane te ee: 
pci iene toad Pia cp iy NE ear 
rea pies eA ae eit : Sa oat teste ee Sis 32 
Day foie vee er ee =H ‘ ate semen ‘pear 
aoe see C wee ae oe = 
a Ws : eS cae eis gate Vy ule ay 
ee Ne a cit SAL es i ay Riss gheeh ae ba 
‘ae 7 a ere ae eae j a ey mene ae i i 
Rea nd a ee eros Searels ee Se po pee oe 
gi ess been Hele seo EARS. Ser aes ee are nee wat 
= Ki i { aise = Siac Be Get ey ted # 
Le ad ? 3 io =f Spek eae ea ro ; 
bie: cd ; Reel ix tala ee! vit is 
ti m ie ee = ray i wer ee an =e me 
a Ty PNG etre ree yp ee eo 
2 om 2 Pi: ate rigs peer e.: eee: ae 
, bs irs Oe he ae plies: * a ee cere br Shae pe 
Pat Sage ko ete ee ey ve 
ae i nn ape aeons BUSS tty vert Ears oa he 
ps tae lt ' Peerage ee nk 3 aiteaty < eh 5 ary - od 
pe 4 c Bhs 
Ae ri 
aes | a 
sagan “ae Bee 
Sh a 
is _ 
fie : 
sath as a 
re 
yet 
3 
i) i eae no 
Sie i 
Pisa tare - 
sista ae 
ree 
rare. eC a 
a aaa i 
et ee 3 
; Bs . beads 
SE atk b: 
cae tebe ee 
ce e 
| 
| 
| 
fs e 
, : : & 
: ee 
4 Ye : " 
P b. 
: 
? ‘ Py ' 
. a : 
~ i 
Gc “4 i: = “4 tae ees a bene: ane Tete Pais” fea oT 2 cage i, ~ Saeree s ie = on 
: ; ge eg a Aig Nd oie gt a hh pe Ry in USS i a <li ye a RC Lae a 
' i a iE bie tae aaa Sia et See trl 3 ees a ge ay ae) Du mY fe na a es ae eC Cat am RE EE OO ae bso cits ee ie co eae a 
- , ee Se =n Tee ay or ee Sy een pee eo ee ee) RE Rene ape cae | NS a ee a an Wie Gch alls ihc Ee OR Bran Eee a eee eee SNE nea ey wo 
er ae aa a Fae tel Tees 92 ee a,” “gh ea ada ‘ ae s TG eee se eave Ce A ate eT ies “il 
AY eee SS) Sin Nae gee es Bx 


81 
|S. F. Junior Adclub Elects aniseed lait ealonhe eles eles — 
Jack L. Doyle, Walker Engrav- e ® 
ing Corp., has been elected chair- = 2 @nd then { forgot that without & 
man of the San Francisco Junior 
Advertising Club. Other new offi- | THE (OWA THREE you miss over - 
cers are: William Fredericks, Fos-| 25% of the market,” z 
ter & Kleiser, 1st vice-chairman; | _ es: 
Dan Dippery, Hoefer, Dieterich & | r 4 —— 
Brown, 2nd vice-chairman, and | ™ % THESE 22-COUNTIES : 
Kitty Murray, also of HD&B, sec- | s ca rec 25% OF se et 
retary-treasurer. ra w ® population ® seholds @ retail sales 
Consumer Spendable Income 
ie « is 
Firth Appoints Arndt The lowa Three reaches 62% of the house- 
Firth oe > M@ holds in the Quarter daily . . . The Des 
pet Co., New York, has | @ 
, Ms Moines Register & Tribune reaches 18%. 
appointed Arndt, Preston, Chapin, Rw \ e Ww Cal 
Lamb & Keen, New York, to han- - ant more a @ rep ai 
dle its advertising, effective Sept. 1. cnet 
W. B. Doner & Co. is the present 
agency. ; 
Martinez Joins KBCO-FM Bi _ Dubuque Telegraph-Herald 
Phil J. Martinez, previously| ~ S 3. Bree cee daca 
LEAD ON—In a political year, Libby, Commercial manager of KPER, 
McNeill & Libby, Chicago, gets its | | Gilroy, Cal., has been named com~- THREE ba &. 
own fall bandwagon rolling with a | /mercial manager of KBCO-FM, 


by: 
F “Jann & Kelley, Inc. Story, Brooks & Finley 
“Lead with Libby’s” theme. This is | San Francisco. 


the first of a series of 16 four-color 

pages which is starting in Super- 

market News on Aug. 15. J. Walter 
Thompson is the agency. 


TAN 


ccuecersc, _SR@De=tgi FILMS. .. RECORDS. .. PLATES 
Negro Radio Assn. | 
WasuincTon, Aug. 9—The lead- ; > '/ = 


ers in Negro market broadcasting 
have joined to form the Negro Ra- D 
dio Assn. Its principal aim: To pro- 

mote this specialized type of pro- 
gramming to advertisers. 

; The association was set up fol- 

lowing a two-day meeting of 29 

station operators here this week. 

The group will start with the 29 as 
charter members; some 35 other 


broadcasters already have indi- oo 
cated an interest in joining the 
association, which hopes to have D 
100 stations in the fold within a 
short time. i 
Francis Fitzgerald, of WGIV, 4 
Charlotte, was named chairman of 
the board. His associates on the 
board will be Robert W. Rounsa- IN 


ville, WQXI, Atlanta; Harry Novik, 
WLIB, New York; Stanley W. Ray 


Jr., OK Group, New Orleans; Edg- 

mont Sonderling, WDIA, Memphis; 

Norwood J. Patterson, KSAN, San 

Francisco, and Joe Speidel, of 

Speidel Stations, Columbia, S.C. \ 

poo 

es Membership is open to all 

stations engaged primarily in pro- 

gramming to Negro listeners. Ad- 

vertisers and station representa- 


tives, with an important stake in 
the Negro market, will be wel- 


. _ comed as associate members. The 
" membership drive is being directed 
by Mr. Fitzgerald. 
2 As a first step in the promotion 
7 ' efforts for this segment of radio, 
7 _ the association will begin collect- 
_ ing up-to-date information about 
- | the Negro market and about pro- 
gramming for this market. These . 
af | data will be made available to 


member stations for use as a sales 
tool in attracting national adver- 
tisers. 
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i ie eeseebiies with bees om Don’t miss deadlines! Remember: it’s there in hours “— 
| office at 600 Contential Bldg. here. ...and costs you less... when you ship by Greyhound SEND THIS COUPON NOW! IT 
_ An executive director to head the Package Express! Even packages going hundreds . | 
pong ata af will be named in a of miles can arrive the same day they’re sent. CAN SAVE YOU TIME AND MONEY! 
1 Whatever the destination of your shipment, chances GREYHOUND PACKAGE EXPRESS 
|| Record Source Adds Albums are, a Greyhound is going there anyway... right to DEPT. 9 H, 140 S. DEARBORN ST., CHICAGO 3, ILLINOIS 
| | Record wr tot ee o> aman the center of town. Greyhound travels over a million —_= —s cence heyy tare ggg poe agg 4 
| pt a paper oh Pasa tha imine miles a one ! No _— public transportation goes to understand that our company assumes no.cost or obligation. 
: | source of single release records, so many places—so often. NAME TITLE 
) pte : beget og orga Bg rod: oo You can ship anytime. Your packages go on regular 
| | San tos able cays an th Greyhound passenger buses. Greyhound Package COMPANY. 
| | a list of about 550 at a cost of _ Express operates twenty-four hours a day...seven _ 
| about $1 per album. days a week...including weekends and holidays. Beas 
What’s more, you can send C.0.D., Collect, Prepaid 
. UD. . CITY ZONE__STATE 
_ Metcalfe Joins WRDW-TV ...0r open a charge account. 
i Robert E. Metcalfe, formerly 


| managing director of WPAR, the 


worms mecce'tins IT THERE IN HOURS...AND COSTS YOU LESS! 


WRDW-TV, Augusta, Ga. 
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| Studious Admen and ‘Teachers’ Abound at AA Seminar 


. 
ee : Side ge f " » 
. ‘ooo met Re ied re a a 
5 X : ~ = oe ie 


Last week we reported on 
the goings-on of the Ad- 
vertising Age Summer 
Workshop on Creativity in 
Advertising which ran ~ 
from Aug. 2 to Aug. 5. : 
Now, on this page and the ss es aie = eet oo . 
suceeding one, we present pe Un St a < | | 
an informal portfolio of i 4 j ! es 
photographs taken during 
those sessions. Jirasek Bailey Aves Turean Waggaman Grace Sanders Duncan - Smith Garfield 
FAITHFULS—These gentlemen have attended all three years of the Ad- Sant, Dugdale & Co., Baltimore; C. D. Grace, Philadelphia Electric 
vertising Age Summer Workshop on Creativity in Advertising: Ed- Co., Philadelphia; Clayton R. Sanders, Peoples Drug Stores, Washing- 
ward Jirasek, Stowell Studios, Chicago; Everett M. Bailey, Island ton; J. K. Duncan, S. C. Johnson & Son, Racine, Wis.; Robert E. 
Creek Stores Inc., Holden, W. Va.; Wesley Aves and John Turean, Smith, Grubb Advertising, Champaign, Ill.; and S. C. Garfield, Gar- 
Aves, Shaw & Ring, Grand Rapids, Mich.; Lewis Waggaman, Van- field Advertising Associates, Detroit. 


Stephen Baker Jack Fascinato John B. Lanigan Mitch Miller Marvin Rothenberg Kenneth Snyder Don Tennant Gordon Webber Hooper White Arthur Zapel Jr. 


SPEAKERS—These were ten of the many speakers at the Advertising Age summer work- Photographs of the other speakers were published along with the extensive coverage 
shop, reported on last week (AA, Aug. 8). Their remarks were reported last week. of the meeting in last week’s issue. 


cm. 
Murdock Sanders Tomlinson Bowie Svoboda Doner Davison Bratt Ed Sanders David Sanders Mrs. D. Sanders Lewin 


ATTENTIVE—Present at the summer workshop were William D. Murdock, Wm. Murdock boda, Bulman Corp., Grand Rapids, Mich.; Charities Doner, Edward F. Davison and 
Advertising, Washington; Clayton Sanders and Harvey Tomlinson, both of Peoples Donald H. Bratt, all of Aves, Shaw, Ring, Grand Rapids, Mich.; and a group from San- 
Drug Stores, Washington; W. D. Bowie, Ralston Purina Co., St. Louis; David F. Svo- ders Co., El Paso—Ed Sanders, Mr. and Mrs. David E. Sanders and Mrs. Amy Lewin. 


te Le ' 7 a te 
PA be, FO we | 
Tibbles Renderer Robinson Blefgen Edinger Salinas Lechner Hutchings Elias Illueca Royer Reynolds 


SHOP TALK—Chatting between sessions of the Advertising Age Summer Workshop onCre- Alfredo Salinas and Augusto Elias, both of Publicidad Augusto Elias, Mexico; Ed 
ativity in Advertising were Ralph Tibbles, Ted Robinson and Ralph Blefgen, all of Hutchings, WKBT-TV, LaCrosse, Wis.; Arturo M. Illueca, Cerveceria Nacional, Pan- 
MacLaren Advertising Co., Toronto; B. L. Renderer, Olympia Brewing Co., Olympia, ama; Richard Royer, Meredith Publishing Co., Des Moines; and Carter L. Reynolds, 
Wash.; R. A. Edinger and L. F. Lechner, both of Heath Co., Benton Harbor, Mich.; Truppe, LaGrave & Reynolds, Des Moines. 
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Hirsch Segal Harnsberger McNoldy 
LOYAL—Among those who have attended all three meetings of the an- 
nual Advertising Age Summer Workshop on Creativity in Advertising 
are Edward Hirsch, Winius-Brandon Co., St. Louis; Bernard Segal, 
Haire Publishing Co., New York; Robert C. Harnsberger, Luray Cav- 


SS vanity i 
« ‘e “J Ae 


Fry Shell Kelly O'Neill 
erns, Luray, Va.; James McNoldy, Howard Swink Advertising, Mar- 
ion, O.; Nat Fry, Quality Advertising Co., Lansing, Mich.; Garland 
Shell, Shell Advertising, Monroe, La.; Vic E. Kelly, MacLean’s Maga- 
zine, Toronto; and Larry O’Neill, VanSant, Dugdale & Co, Baltimore. 


der, Needham, Louis & Brorby, Los Angeles, and 
Jack Fascinato, musician-composer, Beverly Hills. 


APPLAUSE—Students at the summer workshop ap- 
plaud a presentation given by Kenneth C. T. Syn- 


Barclay Blaiman 
SUMMER WORKSHOP—Registering at the Advertising Age Summer 
Workshop on Creativity in Advertising in Chicago were Fred Day 
and John H. McLagan, both of Rippey, Henderson, Bucknam, Denver; 
Betty Lemon, Bradham Advertising, Charleston, S.C.; and Nancy 
Cason, WAPI-TV, Birmingham, Ala. Discussing the programs after 
registering were R. W. Royer, Meredith Publishing Co., Des Moines; 
Chuck Barclay, Raymond Scott’s Jingle Work Shop, New York; 
Dennis Blaiman, Crane Publicity, London, England; and Chuck Az, 
N.W. Ayer & Son, Chicago. 


Johnson Centlivre 


Ranney Fascinato 
HUDDLE—Two summer workshop speakers—Jack Fas- 


cinato and Ken Snyder—chat with Louis Centlivre 
and A. G. Kinsey, both of Bonsib Advertising Co., 


Snyder Kinsey 


Fort Wayne, Ind.; George Johnson, French Adver- 
tising Co., St. Louis; and John M. Ranney, Santa Fe 
Foods, Arkansas City, Kan. 


Clark Hirsch Tincher 

PASS THE BUTTER—Refreshing body with food and soul with good conversation at the third 
annual Advertising Age Summer Workshop on Creativity in Advertising in Chicago 
were Phil MacTaggart and Ed Hirsch, both of Winius Brandon, St. Louis; Dick Upton, 
Chicago freelancer; Harry Tompkins, American Sterilizer Co., Erie, Pa.; John A. Clark, 


Tompkins O'Donnell Fry Beach Fish Randall 


Investors Diversified Services, Minneapolis; Tom Tincher and Tom O’Donnell, Chicago 
Tribune; Dick Duntley, Pacific Hawaiian Products Co., Fullerton, Cal.; Nate Fry, 
Quality Advertising Co., Lansing, Mich.; Paul Beach, Union Pacific Railroad, Omaha; 
Jim Fish, General Mills; and Dean Randall, Minneapolis-Honeywell, Minneapolis. 


Pema uey et Ome. eae ponte rot, ae ‘ yea at : Se oer ee - = he 6) N " a =| ee yee ike cate sa Tas 
ght Sa ey eye is a a Veen + + anaes. Siena Wes Bhs : er el 2 ae sa OS sh tie Oa s Saetak Jee 5 ie ee et ee Sr he es eet eae Bt 
? ee ee. soy Fecal ay “x ae ie ae ae ae b Ope: bait ko et! eh : ei it ; eee Sans a See Wiens Ease ees Mee ; ‘its 
oy ak aS ee ae ee ie aoc ae ; oe bate BBE erg 6" Vt 5, é Pieces Gag i “roe tage _ oa ee ees Yea 3 ty 
ig =~ 
vies Ais 
eh — Advertising Age, August 15, 1960 a 
Beal ; s a — <a : ’ : a hy 
ae) , “= } ‘ - 
: ; i ; = : er 4 ' ; g gir 
aa \ i : - a ; 4 : 
; i a , & . 
aprons j x . . me ~~ 84 e: 4 > ies - . ; ' oo 
aa a * a \ : .e — 2 is 
rae ' : ia. v* ‘ 
ae * \ ere Soe 4 “a 1 e ce ‘ = i. 
cae . ’ 5 4 a _ ¥ : hy oe ke 
Se » ‘ ag 3 De Vi eae o 
Te <a ; % | . fe : me oe - : oe 
sae + ; \ hee TZ pages eto ; Ry 
es » fe : hee Pa ut i : Sed 
A a ~ 5 ee Be 3 Be aie bapa 7 
Pr hs, 23 i sa bes 
ee * 
es 3 
Rei Sg 
seme i 
Pra et ‘ pod 
ee 5 
— 
a Pie! 
aor a i at ee ee Se ae ae ee Ee. ae } 
= i aie, | - Ss) en ‘ oa - 
neat. ’ . “i : "a eta i , i _* eh c 
er ciches . aoe eee Te . = ‘ y) 
rise FJ a, . * a i aa , Pe = z : Mss / an 1 , . pe 
ar J 5 7 ; if : Bre , ° oe "% at ie 4 ~, secon a ‘ Hi 
ys fe ce ie a a ey ——a os 4 ae co ae he ae aa ‘ 
: : 5 , Me ; <m a ez Pie. es ‘ ¢ ‘ a < ‘ aR ae = ie) , ae ‘ ‘ : Lede } 
aiff a La? é Per ey s z “ee ae | ah ie. | Le... . a 
} iy cz ‘ Z 2 4 7 . b —— 7 Kun ~ és ie. ip 4 at hes ee oa if Z 
_- ee Svea wilt * \  & 
~ see ~ Ty ge zt 4 ¥ ay snery : ¥ 4 + 
ares Te : ~ eal ee Bn . ~~ , 2 4 9 
or. ; : [a ee "i bbe S ~ es 
ia. : a4 er ee F . ‘ es* ; A 
4 che ~ ie ; 7 ~ _ - ie 
Byala bs ; \ ey Pre : : . a rap 
—- Ll FS pine & = | : 
i art fs ¥ iY ve “ ae 4 2% =. us . Sate 2 * « . ‘ +\ jue ue w tates . ‘ 
. She i Byres Sf “v a sg aN : % ‘ie ae e Poy - ete ae 7 “ m 
a ee > . oo 7 ‘ a : Wists, ; eee a 2 Z 
fe Pd x ne 
“ a es 
ane ¥ f : . . me ae ; i ie 
Regia: Z Sen. _ m.. 4 a 
es ase es . 
haa Day McLagan Lemon Cason . aa ; ‘ F 
ere — a ‘te RE te ey pny a a eres rte * 
oe ae mie thea . eee age pags ea Crm gn, SNR Act gene gla’. yey hid Ah . pag: 
aera ; cm yer os oh : gna ee: eS ee a eee) ren aa LE) Catia Tog ee a 
pe " a . ive : a a Bi PEM een) eet: taaray a aeons te para anes : tee aie aig 
cy aac d < . cape 4 eek 3 (ee ae be ema ea RUE. aan be te gat Roe ips ie i sh 
oo J ; < Lie. | ae 2 ‘eo cate & ered aa A loca! Om Si ess OU le ye 6 Re ae Be 
ip Ke Y bp ee We eS ae 4 : oer ve P Sik. TR nS ere em Re ere nen INT ee ee 
Sala bad ; Wek ee ee ye ee We sf: Mea nih Ng ete na Rot IanO gee ga re 
eee ei “ ; ‘ rd 3 ga a pas 7 itr ie ie. ee a 2 Te tas Loge pies ms ae 
a . ‘ . ae ae a i > ele a ene al aoe ; er ae i 
es m ) ' . a ’ a 2 5 | ee oo ses a ileum aa © a 
a an om % ss | 4 ‘ / 4 : a a \: 4 ee : \ \ eae srs Lat I ae : a Oe a oh Sh 
pate as ) = nea ? i eee. a ‘ Rites? 7) See eee - ee 2 
i aa a ' ‘4 om & Baan : i a eee -_ : nee tah. : 
a + ol . |g FF . ee = _— 
E to ies Paks | = ' ae igs Ph . al +) es De ie eeiiies oem F * : Je af oy . i, ¢ 
7 ‘ y = 7 F a Bebe aA = en — ! / \ a bee ar wal i A 
oN , | a > | A a / 
‘te ,~ me NY aa j ‘ mae ‘y , 
‘ ; {hes ts Bouiea 2 : = a Tae ee = e~On ese By be 
Meas i 4 - gh a ~ wl: - Gay ok oe Z . ab A a : i i if . 
oa a mn 22 ss ‘eae ee om i ss, \ Saclay , aa lt ~ ea , > a Sed ‘ 5 
~—e & Ne 4 ~ ——— -. —, > F oe i 
i Pet = Ng 2h. call ne ‘ : it a. ee WY : 
ee was: » = a 6OCUt —4 Pr ta 
a 4 : . 2 ph .. y: oe te mi ae - ee 7 iy 
7 am i So = “he 4 o ie 5 Pad : “ae 3 oa 
i ee ; ice Se 2. Gee == ae 
; aye z 
oe , 
se i 
Rats ee . 
bee! sR Z 
Pate aea & 
aiid ‘ 
ge : 
Rea fF , — on - : 
sta i ae) be oF gee PO ae 2 MA |. P 1 7 
; ‘Bees ee —_ 7 ae te a + a 7 
a ek oe ia oe S Paeen es i : Be Sa Sees : 
Se 4 : " P 4 by — t ‘i | eae aoe imei ag =n tere eud lee See en age ee 
ait ae ~ ' } : : 4 ba ¢ ‘ aga a ers —_ pee ies ms 
Pe geet. Ty: ’ " ? ; ‘ t i ? Ro oad a ae 4 Te aa 5 bai 
\ \, \ 2 2 r A = . yp "pe a 
: & | | < ‘ay | 
oe ; , : aes i fl _ 8 ‘ e > : 
aap A ai 4 are anys is ied > . y 
se t 2 Gg ne : ; . ry 
: ~s, ’ a ae i ik, pa ae 5 . 
y = i i a, Peas ea a ‘ ¥: ; wee 
. me 7 - ue * \ F : ’ 4 rs, _ . ‘ ‘J . ~ . < ‘ ‘ , 
=F ‘ = 4 5 . : : - t > 
— ad 1“ and . 2 —— . _—— «4 oi ° * ~ 
\8 Fag < - > - : * ay , : . : = “4 
‘ me i * oy = > \ 
as a ar 2) 4g an rox pica ' 
- * << mer aor ie ome ae ’ -« me “ 
a oe 
eae ee 
ies ie : p : 
: i i me ee om fe Cer eee POPP ee ee A MMA Le MWY gw MEIER re NT ey Te rs ge Sa Sen Se eae alga 
se ef eA SOE Ete Me ope ETN tegen EY Ne LEIS RN ORE eae NEE ET GE Oe AIT ee Ge or ee eI EDN SEE At SL tery, ee ey POEs Se ate es 
A oa) Paes ego a 7 che! Z ; 7 
ee meee, ait, ee wae a 


Advertising Age, August 15, 1960 


Ads for Cattle Medications Must Warn Milk 
Producers of Drugs’ Duration, FTC Declares 


WASHINGTON, Aug. 9—A_ quiet, 
speedy and apparently successful 
campaign to prevent contaminated 
milk from reaching the public was 
revealed last week by the Federal 
Trade Commission. 

FTC, acting without fanfare to 
avoid another cranberry incident, 
blanketed all known primary pro- 
ducers of drug products with let- 
ters requiring them to spell out in 
their advertising how long resi- 
due of drugs given to cows re- 
mains in their milk. 

The commission ordered that 
the ads should make clear that 
milk still containing any traces of 
the drug must be withheld from 
human consumption. Up to now, a 
warning on the label of the drugs 
sufficed. 


a FTC Chairman Earl W. Kintner 
said the alert to the drug industry 
had been carried out quietly to 
avoid creating “unfounded hys- 
teria.” The commission’s investi- 
gators and scientific experts “went 
immediately to the industry that 
could remedy the situation,” Mr. 
Kintner said. “The assurances of 
corrective steps make it quite 
clear that this fire is being put out 
before the public was needlessly 
frightened.” 

The FTC letter requires written 


Allen Heads Media Assn. 

M. Elizabeth Allen, research 
manager of Woman’s Day, has 
been elected president of the 
Media Research Directors Assn., 
New York, for the 1960-’61 year. 
Miss Allen succeeds Marvin M. 
Gropp, research manager of the 
First Three Markets. Other elected 
officers are Sheldon Newman, re- 
search director of Esquire, vp; 
Theresa C. Cohalan, associate re- 
search manager of American 
Home, secretary-treasurer, and 
James R. Flynt, research manager 
of the New York Mirror, director- 
at-large. 


NAB Sets New Contab Date 

The National Assn. of Broad- 
casters has changed the dates of 
the NAB fall conference to be held 
at the Biltmore Hotel in New York 
to Nov. 28-29 due to conflicting 
industry meetings in New York 
on Nov. 17-18. 


WTRF-TV  boaro 


He never realized what wonder- 
ful friends he had until he 
sailed for Europe. His three bud- 
dies came to see him off. They 
brought candy, cigars, and liq- 
vor. And when the boat left the pier, there they 
were . . . eating, smoking and drinking. (Rec- 
ommended by Ab, Sub and Notso, the Normal 
family.) 
wtrf-TV Wheeling 
“Doesn't that boy swear terribly?’’ © 
“Naw... he knows the words al! right, but 
he just don't know how to put feeling into ‘em.'’ 
wtrf-TV Wheeling 
The director was talking in his sleep. ‘‘Darling 
| love you,"’ he said. ‘‘You are my life, my 
heart, everything that a man could want—."’ 
Then he woke up and sow his wife glaring at 
him. Knowing what the trouble might be, he 
pretended he was still sleeping, rolled over and 
murmured, ‘‘Cut! Now bring in the horses! 
wirf-TV Wheeling 
The Wheeling Market audience is captivated by 
WTRF-TV and motivated by the commercial mes- 
sages they see. The impact of WTRF-TV gets 
them, gets them to market and rings up sales 
and profits for advertisers who want to sell the 
rich and busy Wheeling Market. George P. Hol- 
lingbery will tell you all. 
: wirf-TV Wheeling 
When Dianne's parents threatened to forbid her 
seeing her boyfriend unless she told them why 
he'd been there so late the night before, she 
finally began to talk. 
‘*Well,”’ she said, ‘'! took him into the loving 
room, and... ."" 
“That's living, dear,’’ her mother corrected. 
Said the happy girl, ‘You're teiling mel"’ 


CHANNEL WHEELING, 
SEVEN WEST VIRGINIA 


assurances from the drug manu- 
facturers—both veterinary drug 
producers and private brand dis- 


a 


Ronk Rejoins Stewart, Dougall | appointed Young & Rubicam, To-| with Mutual Broadcasting System. 
Emerson S. Ronk, formerly ad- |Tonto, to direct its advertising ac-| WABI and WPOR also are affil- 
ministrative vp and a director of |count. The account, formerly with|iated with ABC. 


Rheem Mfg. Co., has rejoined | Vickers & Benson, is estimated to 
Stewart, Dougall & Associates, | involve about $100,000 a year in 
New York, as a vp and director. | billings. 

Mr. Ronk was with the market 


u WESTERN HORSEMAN 


tributors—that they will go along 
with the instructions. Response to 
these letters has been gratifying, 
according to the commission. 
Drug residue in milk—in the case | Y&R Ltd. Adds Jordan Wines 


of penicillin—lasts about 72 hours.| Jordan Wines Ltd., Toronto, has| Horace A. Hildreth, have affiliated 


1956. WABI, 


research company from 1950 to|3 Stations Join Mutual Leader in the Western 


WPOR, Port- | 
land; and WAGM, Presque Isle, 
Me., all operated by former Gov. 
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COLORADO SPRINGS, COLORADO 


you don't want to join 
MEDISIT (Man, Every Display I Ship Is Trouble) 


If you already have, however, it’s time to retire your 
membership! Put an end to late display arrivals, 

damage in transit, design limitations, and time-wasting 
tie-ups of your key personnel . . . use North American, Van 
Lines’ comprehensive display shipping service. 


Your display is a highly specialized sales tool ... 

it’s not freight! It deserves, really demands, 

North American’s specialized, personal handling. Your 
display arrives on time, gets in faster . . . no uncrating, 
no complicated assembly, no crate waiting at show’s 
end. You put on your hat, North American does 

the rest. It saves dollars, time and worry. 


To find out more about the advantages of this 
display shipping service, ask your traffic manager or 
write our world headquarters in Fort Wayne. 


NORTH AMERICAN VAN LINES, INC. 


Dept. 25-1, Fort Wayne, indiana 
The Gentle Giant of the Moving Industry 


@9¢¢@ SPONSORS OF “CHAMPIONSHIP BRIDGE” ON ABC-TV 
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Weiss, on Special Brand Promotions 
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McMahan on TV Commercials .. « 


Should TV and Print Creative 
Be Separate Functions? 


Harry McMahan looks at 12,000 tv commercials a year, selects some 
120 for comment in this monthly column in ADvERTISING AGE. Cur- 
rently: he is compiling 32 reels of the best alltime American and 
European commercials for an industry library. It is to be available 
this fall for agencies, advertisers, adclubs and students of the com- 


mercial. 


By Harry W. McMahan 


You read many stories in the trades 
about how the top agencies are gearing 
for tv programming, how they are stash- 
ing manpower in depth to handle the buy- 
ing end of this business. 


haa But what about 
' the selling end? How 
are they gearing for 
creating the com- 
mercials that will 
move the clients’ 
products on these 
programs? 

Six of the top 
agencies failed mis- 
erably on the com- 
mercial creative 
front at the recent 
American Festival 
(as judged by 26 of their own tv vice- 
presidents). All have great track records 
on programming. And their weakness in 
tv creative belies the fact that they’re all 
pretty good in print. 


Harry W. McMahan 


= What’s the answer? 

Maybe part of it is their organizational 
setups in creative. Five of the six still 
separate their print and tv creative de- 
partments. 

Television is not a breed apart, we con- 
tend. In techniques, yes. In the creative 
process, no. 

Good print writers can be good tv 
writers. And often they have a freshness 
of viewpoint that’s a happy jolt to an 
already lazy and imitative medium. 


Case in Point: DDB 

Maybe it would be worth while for us 
all to take a good, hard look at the work- 
ings (and philosophy) of Doyle Dane 
Bernbach. 

Here is an agency born of the televi- 
sion era. The year was 1950. First year’s 
billing: a scant $2,000,000. 

DDB’s rise has been the fastest in the 
business, percentage-wise. Last year it 
billed $27,000,000. This year, plus it by 
about 25%. (That’s 1400% gain in ten 
years.) 

DDB has won the tributes of the trade 
with its print creative work: Polaroid— 
Volkswagen—Orbach’s—El-Al Airlines. 

Smash illustrations. Short, intriguing 
copy. Long copy, too, on Utica Club beer. 
Sophisticated copy on Chemstrand. Warm, 
personal copy on Coffee of Colombia. 

That was print. Probably the most 
unclichéd portfolio of advertising any 
agency has turned out in the last decade. 


Formula for TV 

About three years ago DDB began 
moving more heavily to tv. Same ap— 
proach, same flair, same people. 

They set a new pattern in personality 
commercials for Polaroid, first with Steve 


Allen, then with Don Ameche. 

They went sophisticated with Chem- 
strand Nylon. Broadway-type lyrics and 
show tune. Fresh visual—literally print 
on tv. They won the International Festi- 
val, the accolades of the trades—and 
started the “visual squeeze” which has 
been copied by just about every major 
agency since. 

For Colombian coffee—a difficult as- 
signment, for sure—again they wedded 
print and tv. “Juan Valdez,” the coffee 
grower, stepped right out of the news- 
papers with the dimensional-plus of an 
exciting accent and- an “atmosphere” 
jingle. 

For Dreyfuss Fund—another toughie 
assignment—print’s lion walked the 
streets. 

For Philip Morris, DDB was put in 
competition with one of the top agencies 
for a new menthol brand. The biggie 
chose “Mayfield” as a name, floundered 
for three months in test markets, gave up 
the ghost. DDB took second choice, “Al- 
pine,” licked the test markets, and went 
national with a jet take-off. Again, print 
and tv were wedded, only this time tv 
set the pace, print went “story-board,” 
scene for scene, even to the dialog. 


How Do They Do It? 

It strikes us that some of the bigger 
agencies might examine this DDB story 
more closely. We asked Phyllis Robinson, 
copy chief, for more clues on their cre- 
ative success story. Here are a few nug- 
gets to ponder: 


“You need smart copywriters. Probers, 


diggers, who can ferret out a selling 
idea... 


“You need talented art directors... 


- ! ‘ 
“4 é\ie} a 
“> % ie 
TRICKY TO PRODUCE—The Dreyfuss Fund 
lion stalks out of the subway and quietly 
takes his position on Wall St. A tricky 
commercial to produce, MPO staged it 
with reasonably docile trained lion and 
process backgrounds. Script by Doyle 
Dane Bernbach. 


THE NATIONAL NEWSPAPER OF MARKETING 


NIGHT SHOTS—Off-beat DDB commercial 
approach on Volkswagen’s Kharmann- 
Ghia has the car’s good looks shown off 
in a montage of night shots, through dark 
and rain, into the dawn. Unusual music, 
very few words, accompany. Rita Selden 
and Helmut Krone were the copy-art 
team. Robert Lawrence produced. 


S. =a 
DOUBLE WINNER—Chemstrand Nylon’s In- 
ternational prize winner of two years ago 
is followed this year at DDB with a color- 
ful, provocative “Don’t Forget Your Ny- 
lons.” It won at the American Festival. 
Mrs. Robinson and Bob Gage were the 
copy-art team with Mitch Leigh and the 


» Music Makers on the sound track. EUE 


produced. 


STEPS OUT OF PRINT—“Juan Valdez,” the cof- 
fee grower of Colombia, steps right out of 
print to tell his story of the tall shade 
trees, winding up with “the more Colom- 
bian coffee, the better the blend.” MPO 
produced on location from the Rita Sel- 
den-Bill Taubin DDB scripts. Music Mak- 
ers do the background music, “Coffee of 
Colombia.” 


COUPLE OF MUGS—Utica Club beer series 
features “Schultz and Dooley,” two beer 
mugs in stop motion. Dave Reider and Bill 
Taubin are the copy-art team at DDB. 
Farkas Films produces. Series won at In- 
ternational Festival in Venice. 


ORIENT AIRLIN 


~- 


Shortest. Fastest 


Route to the Orient 


KEATON PANTOMIME—Campbell-Mithun is the agency for the Desilu-produced Nor 


ee ~e able 


thwest 


Orient Airlines series, which won tops at the Hollywood Adclub and American Festival. 
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who aren’t afraid to sell... 

“You need creative freedom in which 
imagination can fly. Room to breathe 
-..@n opportunity to make bold moves... 

“You need account executives with the 
intelligence to define the advertising 
problem—or help you define it... 

“And—clients who seek out great ideas 
instead of running away from them...” 


It works for print. It works for tv. 

It proves the point, we think, that 
print’s good brain power can do a whale 
of a job in tv. 

More agencies need take heed. They 
need a little cross-pollenization on the 
tree of creativity. Time is running out. 
And this year’s fruit crop, the competition 
shows, is getting pretty pithy. 


More Off-Beat Twenties 

Last month we commented on some of 
the sharp off-beat :20s now hitting the 
airwaves. Ford’s “Just the Commercial,” 
which went on to win at Venice. Eagle 
Stick-Pen’s new twenty gambit. 

Two others that have been around a 
while also need mention. 

Northwest Orient Airlines makes Bus- 
ter Keaton’s pantomime pay off in their 
Desilu-produced series. In one, for in- 
stance, Keaton strolls down the street, 
sees a Northwest sign, amiably slaps the 
Oriental gong in its illustration. The scene 
comes to life and the little girls sing the 
Northwest jingle in pidgin English. Kea- 
ton locks again, goes back to the poster, 
rubs his hand over it—but now, it’s only 
a poster. 

Campbell-Mithun, Minneapolis, is the 
agency. The series won tops in category 
at the Hollywood Adclub and the Amer- 
ican Festival. And rightly so. 


Half-Pints on Milk 

Michigan Milk Producers continue their 
good job with :20s—so successful that 
other state cowmen are now using them. 

One of the latest series has a crowded 
elevator. One business man says to an- 
other: “What are you doing for lunch, 
J.C.?” Just then the operator calls the 
floor: “Lunch counter—milk bar.” Every- 
one piles off—including the cow in the 
back. She moos the tag line: “Smart De- 
troiters make it milk for lunch...” 

Copy themes for the series are set by 
Zimmer, Keller & Calvert, Detroit agen- 
cy. Earl Klein’s Animation Inc. comes up 
with the answers. The styling is as fresh 
as the milk, too. It’s pleasant to see car- 
toon characters that avoid all the current 
grotesqueries. 


Beer: ‘Alfred & Stanley’ 

Some folks in Minneapolis keep point- 
ing out that Piel’s “Bert and Harry” has 
nothing on their own Grain Belt’s “Al- 
fred & Stanley.” 

The series, now in its fifth year, is out 
of Knox Reeves Advertising. Two years 
ago, the American Brewers Assn. named 
it “best beer advertising in the country.” 
And, whether or not Piel fans agree on 
that point, Grain Belt’s sales have moved 
up. constantly. 

Reeves’ Gene Carr writes, Larry 
LaBelle is art director and producer. 
Grantray-Lawrence cartoons the series. 


Nestle’s Two Instant Hits 

Agency competition seems to be paying 
off for the Nestle Co. up in White Plains, 
N. Y. 

First they get an instant hit out of 
William Esty Co. for Nescafe Instant 
coffee. You’ve heard it on radio and tv: 
“43 Beans in Every Cup.” The tv has a 
very graphic visual which goes all the 
way to Holland for Joop Geesink’s stop 
motion animation of the beans, while Bob 
Klaeger does the live action in New York. 
Joe Forest and Walter King produced for 
Esty. 

We think this spot so pre-empts the 
coffee bean as Nescafe’s private property 
that the more recent Maxwell House In- 
stant spots are due for a lot of misidenti- 
fication. The viewer who sees Maxwell 
House is bound to be singing Nescafe’s 


- i ’ \ sy? \ - 
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COFFEE AND TEA—Nestle Co. has two hits 
—for Nescafe Instant coffee, from William 
Esty Co., and Nestea, from McCann-Erick- 
son. Jan Crockett appears in various char- 
acter parts in the Nestea scenes. 


story every time the beans roll out. Who’s 
out of whose bean? 

Nestle’s second instant hit is from 
McCann-Erickson for Nestea. Again a 
good jingle. Again a fresh visual. This one 
features Jan Crockett who, from scene to 


FRESH STYLING—The cow’s in the elevator in one of the series for Michigan Milk Pro- 
ducers. Zimmer, Keller & Calvert, Detroit, handled the copy themes, with Earl Klein’s 
Animation Inc. in charge of the cartoons. 


‘ALFRED AND STANLEY’—Knox Reeves Adver- 

tising is the agency for the Grain Belt 

beer series, now in its fifth year. Grant- 
ray-Lawrence does the cartoons. 


scene, plays Whistler’s Step-Mother, a 
1920 flapper, a broad Marilyn Monroe and 
a few more gals, all wonderfully. If she 
ever needs to audition her talent, this 
commercial really wraps it up. She’s our 
cupsof tea. 

Credit to Elliot, Unger & Elliot for 
bright staging. Especially, there’s a mod- 
ernistic Lucite faucet to point up the “just 
turn the tap for Nestea” claim. Jim 
Manilla produced for McCann. 

Nestle comes out a double winner on 
the competition. 


Donkeys & Elephants 


We found most of the political conven- 


Employe Communications... 
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AE-ACTOR—Neil Schreckinger, DDB account 
executive, plays the tv viewer torn be- 
tween “high filtration” and “menthol” 
cigarets in the Alpine commercials, a win- 
ner in New York Art Directors competi- 
tion. Phyllis Robinson wrote, with Bob 
Gage as art director. Elliot, Unger & El- 
liot produced. 


tion commercials just about as deadly as 
the proceedings. We think this is the 
wrong psychological climate for most 
commercials, anyway. 

Nominated for oblivion: Those over- 
sexed commercials for the 20th Century- 
Fox “From the Terrace” movie, during 
the Demo go-round in L.A. Why not 
retitle the picture: “From the Gutter...” 

But would anyone like to buy a spot on 
the Kennedy-Nixon debates? # 


Exchange Publication Earns Praise 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


By Robert Newcomb and Marg Sammons 


Growth companies are not the only or- 
ganizations that turn to broader commu- 
nications in order to interpret their own 
progress to the readership. A few years 
ago, the Midwest Stock Exchange recog- 
nized it might itself encounter a problem 
in the area of internal communication, 
for it was growing, too. Formed in De- 
cember, 1949, through a Consolidation of 
the Chicago, Minneapolis-St. Paul, Cleve- 


land and St. Louis stock exchanges, Mid- 
west soon emerged as a mart of national 
prominence. 

As America’s fastest-growing exchange 
in both share and dollar volume, Mid- 
west found itself faced with the need for 
keeping informed a mounting number of 
interested people in locations all over the 
country. Significant developments were 
constantly taking place, and Midwest 
wanted people to know what they were. 


= Out of it came the Midwest Stock Ex- 
change “News,” a bright and enterpris- 
ing little eight-page quarterly that does 
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An open invitation 
to Senator Church, 
Governor Brown, and 
Governor Stratton 


A THE recent national conventions you three men spoke disparagingly about 
advertising to a nationwide audience. 


Like most critics of advertising, you stuck to innuendo and avoided specifics. 


As a matter of fact, you all sounded suspiciously like people in need of a little 
more information on the subject. 


We think you might feel differently about advertising if you knew more about it. 
Accordingly, we invite you to spend a week at our agency as our guests. We'll pay 
all your expenses. We'll hide nothing from you. 


We urge you to sit with our management in Creative Review Group meetings 
where we evaluate campaigns, to visit with our research, marketing, and creative 
people, or anyone else in the agency with whom youd like to talk. 


When you have done this, ask yourself these questions: 


1. Do these people work hard and conscientiously to tell consumers the truth about the 
products they advertise? 


2. How do the ethics, intelligence, and practices of advertising people compare with those 
of the people entrusted with the conduct of our state and national governments? 


After that, you might like to apologize to the advertising business. 


LEO BURNETT CO., INC. 


HEADQUARTERS: PRUDENTIAL PLAZA, CHICAGO 1, ILL. 


Other Offices: New York, Hollywood, Detroit, Toronto, and Montreal 


TELEPHONE: CEntral 6-5959 
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a competent job of covering the bases. 
Its prime objective is to build better un- 
derstanding of the roles played and the 
problems faced by personnel working on 
the Exchange floor, as well as those in 
nearly 1,600 member firm offices, which 
are located in more than 300 cities in 
49 states. 

Initiated in June, 1956, the “News” is 
distributed to roughly 3,760 representa- 
tives of member firms, floor traders and 
Exchange employes. It is a well as- 
sembled and thoroughly readable chroni- 
cle of news developments around Midwest 
and of member firms, listed issues and 
the investment industry. Naturally, the 
publication serves as an unusually effec- 
tive means of promoting those 90 issues 
that are listed only on Midwest. 


«= The job of gathering the material, edit- 
ing it and producing the magazine posed 
a problem, since Exchange personnel are 
not essentially journalists. The task fell 
to Midwest’s public relations counseling 
firm—Beveridge Organization Inc. of 
Chicago. The counsel’s representatives 
work closely with top Exchange officials 
to make certain that no significant de- 
_velopments go unreported. After four 
years of this specialized literary stint, 
members of the Beveridge office have a 
good grasp of what’s wanted and needed, 


Agencies Ask Us... 


and they go their own way largely un- 
supervised, with the blessing and the ap- 
proval of the Exchange officials. Oscar 
Beveridge, the firm’s chief, occasionally 
takes on a writing assignment himself: 
In a recent special feature he discussed 
“What Makes a Market,” and gave the 
readership some helpful, specific charac- 
teristics of a good market. 


= What sometimes makes the news-gath- 
ering rough is the fact that the editors 
strive to concentrate on material pre- 
viously unreported in the general press. 
Since the vast majority of editorial mat- 
ter actually is original, the “News” has 
already won considerable attention both 
from newspapers and from the financial 
magazines. p 

Here is a publication that might readi- 
ly have made its debut as a formidably 
dull document, deliberately stripped of 
warmth in order to suggest to readers 
the dignity of its origin. The Midwest 
sponsors made no such mistake. They 
said, in effect, “Let’s give our people the 
sort of thing they need to know and want 
to read. And let’s wrap it up attractively, 
since we want to hold all our old friends 
and to enlarge our circle of new ones.” 
Maybe that isn’t exactly the way they 
put it, but that’s the target they have 
effectively hit. # 


Our Presidential Campaigns as Case 
Histories of Communication 


By Kenneth Groesbeck 
Advertising Agency Consultant 

Many agencies ask us, from time to 
time, what subjects they should study, in 
order to become proficient and successful 
in advertising. The superficial answer, 
and one with which too many of us are 
content, is that we 
should study mar- 
keting, the move- 
ments of goods and 
services from con- 
ception to consump- 
tion. Or, even less 
adequate, that we 
should study writing 
and picturizing. 
Necessary, indeed 
essential, as all these 
abilities are, the 
basic answer, I 
think, lies even deeper. What advertising 
people need to master in order to succeed 
is the art of communication. 

Early in July we were given by the 
Columbia Broadcasting System a most 
magnificent lesson in communications. 
This was the appearance of Walter Lipp- 
mann, who for an entire hour answered 
questions ably posed by Howard K. Smith, 
on national and international problems of 
our times, and particularly on the quali- 
fications needed by the Presidents of the 
United States. They need leadership, said 
Mr. Lippmann, qualities nobly possessed 
by Churchill, deGaulle, both our Roose- 
velts. The ability to understand and in- 
terpret events, by which he meant, of 
course, wisdom. And finally, most signifi- 
cant to us advertising people, what he 
called articulateness—the ability to com- 
municate. 


Kenneth Groesbeck 


= Not only in the principles he enunci- 
ated, but also in his manner and his at- 
titude, Mr. Lippmann was communica- 
tions at its best. He “got across,” as the 
vernacular has it. It will pay us to study 
this great television achievement, and see 
what we can learn from it. 

However controversial a figure Mr. 


Lippmann may be (and one often dis- 
agrees with him), on this occasion he 
earried his audience along with him so 
sympathetically—so empathetically, we 
might better say—that it was difficult to 
preserve even reservations on total agree- 
meni. How was this done? First, I think, 
by modesty, unpretentiousness, failure to 
wave the flag, complete disregard of de- 
vices or emotional falsity. These great 
qualities of communication at its best 
were particularly gratifying when one 
realized that here was a famous person, 
an elder statesman, a most successful 
commentator in hundreds of newspapers, 
who might have been excused on any of 
these counts for an exhibition of what 
would have been considered weakness in 
a lesser man. The bigger a person is, the 
more engaging we find simplicity and 
modesty. And, conversely, the more en- 
raged we are at bluff, pretense, and 
meretricious appeals which so clearly im- 
ply that we are morons unworthy of valid 
mental approaches. 


= This observer disagreed with Mr. Lipp- 
mann when he said that a President’s 
communications might best be aimed at 
the mental layer above the lowest—at 
those who are in a position to teach, or 
otherwise influence the lower intellec- 
tual classes. Remember Churchill’s “Blood, 
sweat and tears”? and FDR’s “We have 
nothing to fear but fear’? Surely the 
greatest and most successful communi- 
cations, certainly in this western area, 
penetrate all the way down to all the 
people, whose convictions, in the last 
analysis, sway the world. 

A very bright and revealing light blazes 
on all those human beings who aspire to 
high office, particularly in these television 
days. It’s one thing to read about a per- 
son’s convictions, and quite another to 
see him as he expresses them. 

Apart from our political ideas, which 
candidates have impressed us favorably, 
and which ones have in some way an- 
tagonized us, and why? Advertising peo- 
ple will find this exercise a most profit- 
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Good copy. 


Off-Beat—and Good 
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This is a strange but, we assume, the Fashionable way to introduce Talon’s 
new nylon zipper. The girl, we also assume, is jumping with joy over its ar- 
rival and is apparently waving a flag to warn yachtsmen of an approaching 
storm. Anyway, she’s scared heil out of a covey of pigeons which are making 
off in all directions in order to escape her lethal enthusiasm. 

The copy says that Talon, in introducing this new zipper, is blowing up a 
fashion storm. The copy shows imagination, too—but in a manner in which 
fashion copy usually doesn’t. This copy uses vivid images to convey meaning, 
not to obfuscate. “It’s incredibly small, yet incredibly strong,” it says, and adds 
that “it’s color-perfect, because color lives forever in Zephyr. And it’s virtual- 
ly snag-proof. But even if fabric or thread should catch in its coils, it’s mag- 
ically ‘self-healing.’ (Just bend it in half to open . 
un-zip, re-zip and Zephyr ‘heals’ itself.)” Excellently descriptive, we feel. 


The slogan is, “Takes the hardware out of fashion.’”” Hardware is hardly a 
fashion word, but maybe that’s why it’s good. People will feel so strongly that 
it doesn’t belong that, associating it with the metal zipper, will take for grant- 
ed the metal zipper just doesn’t belong. 


A strange, off-beat ad—yet unusually well-suited to the purpose. We like it. 


.. and remove fabric: Then 


able lesson on communications. 

Mr. Nixon’s real career began with a 
television appearance in which most ob- 
servers believed him and liked him. I 
think Senator Kennedy’s chances were 
greatly improved by his televised answers 
to Mr. Truman’s charges of a rigged con- 
vention, and his observations on the can- 
didate’s youth. On this occasion, not only 
was Senator Kennedy armed with factual 
and convincing answers. He was also 
direct, clearly sincere, controlled, cour- 
teous, and strong. In fact, he exhibited, 
for some millions of persons to see, 
many qualities of leadership for which 
the nation is praying. He communicates. 


s Senator Johnson based his appeal on a 
strictly political device—don’t be steam- 
rollered, don’t let your minds be made up 
for you, don’t let Kennedy tell you del- 
egates what you should do. Writing this 
piece on July 8, several days before the 
Democratic convention, I will stick my 


neck out to predict that this tactical line 
did not succeed. 

What of Mr. Stevenson? I admire him 
greatly. What has most hindered this able 
man? In my opinion, his cleverness. What 
our people call “wise cracks.” They like 
them, quote them, laugh at them, and, in 
a man aspiring to be President, distrust 
them. Would it have been a pose if Mr. 
Stevenson had steered clear of his little 
jokes, which are evidently second nature 
with this kindly man? Perhaps so. Per- 
haps his very greatness made him refuse 
to advance himself to the people in an 
image deliberately divested of surface 
cleverness. If this was a considered de- 
cision, I think it cost him two elections. 
Lincoln loved a good joke perhaps more 
than any human being who ever ran this 
country. But when he talked to the peo- 
ple on matters of national import, he was 
deadly serious. 

To us advertising people, “to commu- 
nicate” means to penetrate the minds we 
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She’s young and rich and a beautiful sight to see 
or when she sets out on a shopping spree. She and her 
— 45,999,999 sisters spend billions a year on cosmetics, 

- hats, stockings, shoes, bags, gloves, jewelry, lingerie, 

ie foundations. She’s the young perfectionist who. pre- 
fers to make some or all of her own clothes. And she’s 
your most discriminating customer for the trappings 
needed to complete the fashion image we put in her 
mind’s eye. 


in a fashion area you may never have explored. 


Circulation guarantee: 600,000; print order last issue 
750,000, and each issue we have to print more. For 
a simple reason. We're forever finding new and better 
ways to give this discriminating customer more and 
more of what she wants most...fashion information 
designed to meet the special needs of the woman who 
makes her own clothes. 


Like to meet our girl? Write us on your letterhead 
and a copy of our new fall issue, out today, will. be 
on its way, 

, r, the mass fashion magazine 
Simplicity for women who sew. 
Published by the world’s largest pattern company: 


SIMPLICITY PATTERN CO. INC., 200 MADISON AVENUE, 
NEW YORK 16, N.Y. 


Do you know her? More important...does she know _ 
you? She undoubtedly does if you're one of the adver- 
tisers who have already discovered SIMPLICITY, the 
one mass fashion magazine for women who sew. 


Edited especially for the woman who sews, daring 
new digest-size SIMPLICITY is your most exciting 
and colorful new medium for making things move . 

aa 
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address so that we are remembered fa- 
vorably; to convince, to the extent of 
probable action, soon or later. Penetra- 
tion, remembrance, conviction. Success- 
ful communication takes place only when 
we understand the minds we address; 
when we realize the barriers we must 
surmount; when our strategies are aware 
of preconceived ideas and prejudices, so 
we go along lines of least resistance. 


The Peeled Eye Department... 


All good salesmen, actors, orators, 
teachers are master communicators. Of- 
ten this ability is inborn and instinctive, 
and the most successful communicators 
are completely unable to tell you how 
they do it. Some advertising people have 
the same inborn ability. Most of us, how- 
ever, have to learn how it is done. A most 
valuable lesson is being offered to us in 
this Presidential campaign. + 


Boost for a Marriage Counselor 


By Dick Neff 


We Just Hope You and Your Wife 
Don’t Go FFFT! 

“DON’T LET THE 4TH GO FFFT!” says 
an advertisement sent to us by Murray 
Gelman, “Free-Lance Ad Writer, Reader 
and Critic,” of New York. 

“No need to stay home”... . the copy 
reads. “Rent a KIN- 
NEY CAR and be 
off for a celebration 
with some real fire- 
works. (Share a car 
to the country with 
another couple!)” 

Mr. Gelman sug- 
gests that psycholo- 
gists might want to 
study it and that it 
“betrays the copy- 
writer’s deep anti- 
marital feelings.” 
“He (or she),” he writes, “suggests renting 
a car for a holiday weekend ‘with some 
real fireworks’...I wonder how many 
couples vacationed together and got their. 
share of fireworks.” 
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Dick Neff 


The Inscrutable Makeup Man 

“The makeup man has done it again,” 
writes Arthur Einstein of J. Walter 
Thompson Co., New York, “and being a 
Ford man I can’t help but enjoy it. It’s 
from the Times July 8.” 


Jet-Set Funerals 

Down from Canada—from one Ross 
Robinson—comes this advertisement for 
McDougall & Brown, Toronto funeral di- 
rector, addressed, no doubt, to relatives 
in a hurry to put the dearly departed to 
rest. 


Only minutes away 


40! Cartan Ave 


is é aaemieiaial 
MDougall & Brown 


FUNE DIRECTORS 


AN IMPORTANT PART 
OF OUR POLICY... 
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Shattuck at Cedor 


CHEVROLEI 


Years Best Seller at a Record Breaking Rate! 


ae 


More people are buying Chevrolets (including 
Corvairs) than ever before—and ~Chevrolet's 
popularity leadership is reaching new, all-time 


ee eee 


choice is wide and the time is right! 


highs! That means the buying’s better than ever 
for you right now. So see your dealer while the 


> CHEVY'S CORVAIR 


THE BEST SELLER'S 
CAR OF THE YEAR! 


See Checreles care, Carey: Corea ame Corvesre ae yet il wate Chaele duster. 


And from Peter Hannaford, of Kennedy- 
Hannaford Inc., Oakland, Cal., comes the 
ad you see here for Berkeley Hills Chapel. 
Asks Mr. Hannaford: “They’re conduct- 
ing services on the California Zephyr 
maybe?” 


Which Twin Has the Tan... or 
Doesn't She? 

We are filled with awe at the trans- 
formation that is effected in this young 
lady by Miss Mantan. 


REA J ti bi ‘ 
CEFORE MSS MANTAR AFTER WSS MANTAR 


“|... an amazing discovery, Protosol 
. . . tans your complexion without sun or 
sunlamps,” says the copy. “Miss Mantan 
gives your tired, let-down face a quick 
‘lift’ . a tan radiance that lasts for 
days without touch-up! It blesses your 
skin with ‘night-cream’ moisturizing, all 
night long . . . works under makeup all 
day.” 

Apparently it also grows wigs. Cos- 
metics advertising—I love you. 


And No Grimm Fairy Tales, Please 

“Your investment money deserves the 
SERIOUS APPROACH to Mutual Funds,” 
says a recent advertisement by Grimm & 
Co. 

We just hope, in these days of stock 
prices falling for ten straight days in a 
row, that their approach isn’t forced to 
become as serious as the name of the 
company would indicate. Laugh it up a 
little, fellas! It’ll make you and us both 
feel better! 


‘A Rose by Any Other 
Name Would Smell’ 

At the tv commercial festival this May 
we found ourselves sitting next to Roger 
Price of Droodles fame, whose droll com- 
mercials extolling the virtues of milk 
won some sort of prize, or if they didn’t, 
should have. 


Turns out he’d just written a book | 


called “What NOT to Name the Baby.” 
Theory of the book is that what you call 
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a person affects his personality. He was 
kind enough to let us quote from it—so 
here goes: 


Male Names 

“ALEXANDER is a con man. 

“BARRY asks girls to pick him up at his 
apartment. When they get there, BARRY 

. . says, ‘I got hung up... . haven’t had 
time to take a shower .. . . make your- 
self at home.’ Then ...he keeps hollering 
out, ‘Hey, how’d you like to wash my 
back?’ This makes the girls sore and they 
leave. The only one who doesn’t leave is 
VIRGINIA. 

“BOMBO likes bananas. If he isn’t a 
chimpanzee, he’s in trouble. 

“prucE: When your sister brings a girl 
friend home from school, you get the 
friend a date with Bruce. He looks okay 
and won’t make trouble. 

“CHARLES likes to hang around with his 
father’s friends. He uses dental floss. 

“pavip: When you meet David you think 
he’s a snob, but everyone says he is really 
just shy. They’re wrong. He is a snob. 

“gp is active in a veteran’s organization 
and is always telling you what he read in 
the Reader’s Digest. Don’t argue with Ed. 
It’s a waste of time, 

“GORDIE fancies himself as a Make-out 
Artist. When he goes out with a girl, he 
always tells the other fellows all the de- 
tails of what happened. If nothing hap- 
pened, he lies about it. 

“QUASIMODO is a bell ringer, with bad 
posture. 


Female Names 

“GLORIA buys drapes. 

“HARRIET tells everyone that she is a 
virgin. No one cares much. 

“INGRID has rosy cheeks and big feet. 

“JANET was a camp counselor. No one 
is quite sure whether Janet swings or 
not. If she does, she’s very cool about it. 

“LoLita should get in earlier. 

“mimi: No one can ever remember what 
Mimi’s husband does or what he looks 
like. 

“nancy lives in a nice suburb and has 
a nice husband, a nice barbecue pit, a 
nice den, and a nice station wagon. She 

. . is loyal and never cheats. She flirts a 
little, but she never cheats. Or at least, 
if she does cheat, no one ever knows 
about it, which, looking at it from 
Nancy’s point of view, is the same thing.” 

It makes pretty funny reading—espe- 
cially at parties, when you look up each 
other’s names. # 


The Great Retail Puzzlement 


By E. B. Weiss 

Retailers really know very little about 
the impact of special brand promotions on 
storewide sales and profit results. And, 
I might add, manufacturers know even 
less. 

Will electronic 
data processing fur- 


nish the answer? 
Perhaps. 
But meanwhile, 


every modern re- 
tail executive knows 
that the secret of 
retail success usual- 
ly lurks in just one 
little figure—the 
average sale. Yes, 
it’s the average to- 
tal dollars-and- 
eents of sale per customer that is the 
critical measurement of retail perform- 
ance. ; 
Consequently, some retail executives 
are beginning to look with jaundiced eyes 
at figures supplied by manufacturers per- 
taining to brand movement as a result 


E. B. Weiss 


of special promotions. For example, the 
retailer gives a brand an end display in a 
self-service outlet. The brand shows a 
strong increase in volume for the period 
of the end display. 


s But what the modern merchant is be- 
ginning to ask himself is: How much, if 
any, did that end display for that brand 
increase the total dollars-and-cents of sale 
per customer in that store that day? 

This is now becoming the great retail 
puzzlement! 

Did that end display for that brand 
simply lead the shopper to substitute one 
purchase (not necessarily of a competing 
brand) for another? 

Or did that shopper actually spend more 
in total in that store that day—at least in 
part because of that special end display 
given that brand? 

As one store executive puzzling over 
this problem put it: “We’ve seen a whale 
of a lot of statistics on shelf measure- 
ments. But we have practically nothing 
on consumer measurement.” 

In brief, what store executives are eager 
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oo "GIRL TALK” 
FOR | 
AD MEN 


> SCVONCON magarie 
HITS ALL-TIME HIGH! 


Now on the newsstands and in teen-age girls’ hands—the August issue of SEVENTEEN Magazine...the biggest issue in SEVENTEEN 
history. Advertising linage, the highest ever. (Quite a height for the publication that has captured first place in the 
space race among monthly magazines for women for seven successive years!) And SEVENTEEN’S circulation reached 

an all-time high during the first half of 1960. seveNTEEN’s August-September Back-to-School Promotions attracted 
more store tie-ins than ever. America’s Young Women Under 20 like the way sEvENTEEN speaks their language. 
Manufacturers, retailers and ad men like the way its ‘‘girl talk” makes their money talk. 65.2% of 
SEVENTEEN’S 5,100,000 readers have actually bought merchandise from its pages!* *Gilbert Youth Research it 


vn ye IOUN 


DOU BLE EXPOSU RE FO R YOUR ADVERTISING: SEVENTEEN -at-Schooi-only magazine of its kind-offers your educational materiais to high schoo! home 


economics teachers. SEVENTEEN Magazine carries your advertising into their classrooms. Ask us about it! 


it’s easier to START a habit than to STOP one! SEVENTEEN MAGAZINE, 488 Madison Avenue, New York 22 - PLaza 9-8100 
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to discover is whether their merchandising 
and promotional events are really induc- 
ing the customer to spend more in the 
store per trip (and even over a number 
of trips). 


s It may very well be that a precise an- 
swer will never be forthcoming. I hate to 
take that position, because of my constant 
and unbounded belief in the ability of 
man eventually to solve almost any prob- 
lem. Yet it would appear that the final 
figures involve a penetratio&{ of the shop- 
per’s mind, the shopper’s emotions, in all 
its infinite variations to a degree that may 
be impossible to achieve. p 

But from the viewpoint of the manu- 
facturer’s merchandising man this great 
retail puzzlement, the questioning of 
the contribution a merchandising-pro- 
motional event makes to the average store 
ticket, suggests new forms of studies for 
trade presentation. Clearly, the older sta- 
tistical studies, which simply tot up the 
movement of the promoted brand, are 
now inadequate as far as the modern 
retail analyst is concerned. 


# Obviously, the question becomes ever 
more important as the store units of our 
giant retailers become larger and carry 
more diversified inventories. The grave 
problem in these huge new store units is 
to bring the average sale up to a level high 
enough to cover the costs of the larger 
store, the larger inventory, the larger 
personnel, etc. And what headquarter 
executives (and some store managers) 
now want to know is: What will your 
promotion, Mr. Manufacturer, contribute 
to a larger average ticket in our stores 
or store? 

It will accomplish little, in attempting 
to answer that question, simply to peint 
to the IBM figures showing the jump in 
sales of the promoted brand. As I’ve in- 
dicated, the retailer is beginning to con- 
clude that this is simply putting money 
into one pocket by taking it out of another 
pocket. What he wants to find out is: How 
do we get more sales per customer—in 
total? 

Put it this way: The retailer wanis to 
find out whether your promotions repre- 
sent additional volume, or whether they 
simply involve a form of substitution. 
One merchant explains it this way: “We 


Salesense in Advertising .. . 


are not too impressed by attempts to in- 
crease sales of particular products at the 
expense of other products. We want plus 
purchases and plus profits.” 

:This situation is becoming still more 
important to many retailers because the 
number of families per giant store is 
tending to dwindle. Thus, the food supers 
find that, in 1960, the number of families 
per food super unit has dropped drastical- 
ly as compared with the same figure five 
years ago. 

Clearly, larger stores and smaller pools 
of potential store traffic make a rather 
alarming combination and unless some- 
thing drastic is done, this combination 
can only mean a smaller average sale. 
It is no deep secret that in many, if not 
most, of the giant store units opened by 
the various chains over the last several 
years, the average ticket has been dis- 
appointing. Among the food chains, this 
has resulted in the majority of new stores 
failing to meet planned figures for the 
first year, and in many instances for the 
second year, too. 

I recall a study made a few years ago 
by Coca-Cola, and perhaps brought up to 
date more recently, which apparently 
proved that, when a food outlet made 
Coke available for on-the-premises con- 
sumption, the customer (refreshed) spent 
more time in the store per trip, and there- 
fore bought more in the store per trip. 
I should imagine it would be this kind of 
study that the new crop of retail analysts 
would find absorbing. 


# There is little question that electronic 
data processing is bound to make the re- 
tail fraternity more figure-conscious than 
ever before in retailing’s history. Un- 
doubtedly, this deep interest in statistics 
will lead retailing into more than one 
quagmire, since figures can mislead as 
well as lead! 

But the more retailers concern them- 
selves with statistics—the more oppor- 
tunity there will be for manufacturers to 
develop new types of statistical studies 
for retail presentations. And, of all these 
studies, I suspect that the most interest- 
ing, to the retailer, will be the study that 
solves the great puzzlement: How does 
your brand event add to my average tick- 
et—how does it plus my store-wide sales 
total? + 


Simplicity: Secret of Good Typography 


By James D. Woolf 
Creative Consultant 


Although competent textbooks and 
treatises on what constitutes good typog- 
raphy and makeup have been available 
for a long, long time, I am continuously 
amazed at how often time-tested princi- 
ples are violated in 
printed advertising. 

Admakers seem 
often to forget that 
the mechanical units 
which make up the 
physical dress of the 
advertisement 
should be regarded 
chiefly as a carrier 
or vehicle of thought. 
Its function is that 
of presenting the 
text of the adver- 
tisement in simple and inviting form. 
Printer’s type is neither more nor less 
than a series of alphabetical marks or 
symbols which form words when grouped 
together. Hence the primary function cf 
type is that of conveying thought, and the 
primary requirement is that of clearness 
and simplicity. 

Tt is true that type faces are designed 


James D. Woolf 


in certain distinctive forms which give 
them varying degrees of beauty and per- 
sonality and that, by skillful use of these 
forms, distinction may be given to the 
advertisement; but the first function of 
type is a purely utilitarian one. 


s It is true also that character may be 
lent the advertisement by artistic ar- 
rangement of the several other physical 
units that make up the composition. But 
here again the primary function is a ve- 
hicular one. In other words, the first 
job of the layout is that of making the 
reader’s task of interpretation as easy as 
possible, of economizing his effort at 
translating symbols into ideas. This prin- 
ciple is violated to an amazing extent. 

One of the most familiar symbols is the 
lower-case letter; another is the upright 
or regular face. And yet in much adver- 
tising we find solid masses of body copy 
set entirely in capital letters. Even more 
frequently we see entire advertisements 
set in italics. The result is invariably a 
degree of drain on the reader’s attention 
and a strain on his eyesight that may halt 
his reading. 

The guiding principle should be easy 
readability. Unless there is a very good 
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HARD TO FOLLOW—What is gained by this 
wide-measure style of type setting? David 
Ogilvy maintains that no measure of type 
should exceed 40 characters, as a general 
rule—a principle that is often ignored. 


reason for including ornaments, decora- 
tive borders, or odd arrangements of 
rules, they may well be left out. White 
type against black or gray backgrounds 
is usually ineffective because it is almost 
always hard to read. Type is at best a hin- 
drance to thought transmission, though a 
necessary instrument of it, and the black- 
and-white effect simply serves to increase 
the difficulties of translation. This is also 
true of type faces such as Old English, and 
of bizarre forms of hand lettering. 

The composition of the body type area 
in unusual or freak shapes adds nothing 
to the advertisement. When the type be- 
fore our eyes is arranged in the form of a 
circle, a triangle, or a cross, the result is 
inevitably a drain on our attention. The 
odd shape may at the start catch our eye, 
but the discouraging difficulty of trans- 
lation will overbalance the possible ad- 
vantage. 
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EYE STRAIN—Competent authorities believe 
that body copy should not be set in re- 


verse. This ad is typical of many, many 
ads that violate this principle. 
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BADLY CONSTRUCTED—The typography and 
makeup of this page violate nearly every 
rule in the book. 


Every attempt should be made to con- 
form to reading habits. The type column, 
for example, should be reasonably nar- 
row, as it is in newspapers and most peri- 
odicals. Psychologists have made many 
tests on this, and they find that legibility 
and ease of reading become much greater 
when the lines of type are short. David 
Ogilvy recommends type measures not 
wider than 40 characters, and first para- 
graphs not longer than 12 words. 


= The great rule is simplicity. Too much 
advertising is “messy” and complex. 
There’s too much in it—too many rules, 
borders, panels, emblems, frills, and 


“thingumajigs.”” And often there is too 
much display type, the result a hodge- 
podge of glaring black-face. The effect is 
not only confusing and difficult of trans- 
lation; it is also lacking in emphasis. All 
display is no display. # 
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ALMOST UNREADABLE—Excessively wide type 

measure, small type in reverse, and ex- 

cessive use of italic type 1.ake this ad al- 
most unreadable. 


Here's a Handy Gadget for 
Producing Raised-Letter Labels 


By Kenneth B. Butler 
Any advertising and promotion depart- 
ment with a little over 50 bucks left in its 
budget may be interested in a handy lit- 


tle machine for producing raised-letter 
labels on self-sticking plastic. The em- 
bossed letters are made right on the spot 
in this machine which is held in one hand. 
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This pitcher is wor 


Back of this illustration is the story of an 1854 chemical dis- 
covery which did not find commercial use until 1939. Now, 


21 years and five technical revolutions later, melamine has 
become a plastic of hitherto undreamed of utility and beauty. 
Just this Spring, a method was perfected for using a new 
form of decorative “foil” that permits beautiful decorative 
patterns to be enduringly molded—not only on flat or gently 
curved surfaces, but on deep-draw and compound-curved 
ash trays, pitchers, beer mugs, dial knobs and a host of 
industrial products. 
The implications of this breakthrough are 
tremendous. Melamine molding powder, 
with 1959 sales of 60 million pounds, will 
probably top 100 million within three years, 
Decorated melamine tableware (now account- 
ing for 72% of melamine tableware sales) 
will be 20% greater this year than last. Add 
industrial applications and you get some 
idea of what’s ahead in plastics. For melamine 


th a thousand words 


is just one of the more than 25 basic plastics that accounted 
for last year’s 5%4-billion-pound production record. 

: No wonder the makers of tools, dies, motors, 
machines, and equipment needed to make, 
mold and finish plastics are seeking a share 

of this mushrooming market. They reach it 
through MODERN PLASTICS-—the dominant 
magazine in the field, with more editorial matter, 
more paid subscribers and more advertising 
than all other plastics publications com- 
bined. Get the complete market—media pic- 


‘ture. Write our nearest office for your copy of 


the MODERN PLASTICS Market and Media Data File. 


MODERN PLASTICS 


A Breskin Publication—Authority of the Field for 35 Years (J) > 
Offices: New York, 575 Madison Ave.; Cleveland, 3537 Lee Rd.; 
Chicago, 620 N. Michigan Ave.; Los Angeles, 6535 Wilshire Blod.; 

Atlanta, 1722 Rhodes Haverty Bldg. 
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The letters are white against your choice 
of background material color,.such as red, 
black, blue, green, brown, clear, or alumi- 
num. 

The tape comes in long rolls which fit 
in the handle of the tool, magazine-style. 

The tool is called the Dymo Mite Tape- 
writer, and is held in the palm of the 
hand. A finger movement adjusts a dial 
to any desired letter, and a gentle press 
of the handle embosses the letter, until 
each label is complete when it can be cut 
off in an attached cutter. 

In an advertising office there are many 
uses for these embossed labels, very spe- 
cial to our business. They can be used for 
personalizing proposal covers, for name 
badges at conventions and sales meetings, 


Learning from the Retail Ads... 


for identifying items in exhibits, for ex- 
hibit boards and educational panels, for 
visitor welcome signs, cut file identifica- 
tions, correspondence files, charts, maps, 
graphs, and hundreds of miscellaneous 
uses. 


s The variety of available colors permits 
color coding; even without that, permits 
the ad planner to “pretty up” his exhibit 
or chart. The tapes are available with or 
without adhesive. Each roll of adhesive 
tapes is 12 ft. in length, and the non-ad- 
hesive are 20 ft. long. Tape width is % 
inch. 

Information and prices can be secured 
from the manufacturer, Dymo, 2725 Tenth 
St., Berkeley 10, Cal. # 


Humor Well Used 


MEMO 


FROM: Pamela Millmoss, beloved 
circulation manager for the Town 


Crier. 


TO: A beloved Patron Subscriber. 


FRONT VIEW 
OF AN 


HONEST 
HEAD ano FACE 


Around this date, if we can believe our records 
(and we admit our records often strain the limits 


of credulity), your most generous voluntary sub- 
scription to the Town Crier expires — or poops out 


to put it another way. 


We hope during the past year you've got your 
money's worth — from our free Bulletin Board ser- 
vice... from our news photos... from our modest 
features such as What's Doing, Small Fry, Book 
Reviews, Garden Page, etc....even Under the 
Oak — one of the oddest things to come along 
since the sighting of the Loch Ness monster. 


Despite inflation the voluntary Patron sub- 
scription price still remains at $1.00. 

If you’ ve a dollar handy, or don’t mind writing 
a check, slip either into the enclosed postpaid 


envelope and mail it to us today. 


On behalf of our stockholders and creditors, thankyou. 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


Good humor in business negotiations 
and advertising is pleasant to come across. 
In the town of Los Altos, adjoining Los 
Altos Hills where I live, a shopping center 
seems to be the principal support of the 
Town Crier, a weekly tabloid distributed 
free by mail in the area. 

It’s printed on good stock by an offset 
process, and unlike most such publica- 
tions, is relished for its news and editorial 
comment as much as for its advertising 
columns. 

The publisher has a flair for humor. 
This extends to his efforts other than 
enlivening his editorial columns. 

Having—in a burst of perhaps inexpli- 
cable generosity—sent a dollar a time or 
so as a voluntary subscription payment 
to this sheet, I received the reproduced 
“ad” or “memo” in the mail. It purports 
to be from Pamela Millmoss, “beloved 


P.M. 


circulation manager for the Town Crier.” 
It is directed to “A beloved Patron Sub- 
scriber.” (Think of becoming a Patron 
Subscriber for only a buck!) 

I hope you can read the copy. The ap- 
peal, it concludes, is made on behalf “of 
our stockholders and creditors.” 

In an enormous daily stack of mail, 
including as many as four or five ela- 
borate identical sales messages from some 
of our bigger more profligate sellers by 
mail of records, books, and “culture,” it 
is pleasant to come across a little persi- 
flage in connection with items that aren’t 
world-shaking. 


s Humor used forthrightly is not to be 
confused with the less sensible device of 
irrelevant approach in an attempt to se- 
duce readers into an ad or message. I re- 
cently read an ad that devoted most of 
its space and words to a discussion of 
catnip or liverwurst or something of the 
sort, in the hope of selling brake drums or 
desert water bottles or something of the 
kind. I wish I could remember... # 
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What's Doing on the Legal Front... 


Idea Piracy Claims by Employes 


By Sidney A. Diamond 
Member of the New York Bar 


The world of marketing has become 
more or less accustomed to the problem of 
dealing with the submission of unsolicited 
ideas and the piracy claims that some- 
times follow. General Electric Co. recently 
found itself in the 
much more unusual 
position of having to 
defend an idea pira- 
cy claim by one of 
its own employes. It 
happened to be a 
production idea that 

[> - led to the lawsuit, 

le but there is an ob- 
/ PM& ject lesson here that 
is equally applicable 
to marketing. 

The novel feature 
of this case is that the idea was sub- 
mitted to General Electric in accordance 
with an elaborate employe suggestion 
plan. The prescribed routine was fol- 
lowed, and the idea was formally rejected 
after consideration by the committee on 
suggestions. All of this took place back 
in 1940. 

In 1954, General Electric introduced a 
new method of balancing the armatures 
of some of the electric motors manufac- 
tured in its Fort Wayne, Ind., plant. The 
balancing weights were inserted from the 
top, instead of from the end of the arma- 
ture. This was the very same idea that 
had been rejected in 1940. 


Sidney A. Diamond 


s The employe, who by that time had 
some 28 years of service with General 
Electric, complained that it was his idea 
that was being used. When this complaint 
got nowhere, he brought suit on the 
theory that General Electric had misap- 
propriated the valuable property right 
represented by the idea he had submitted 
in 1940. Interestingly enough, he con- 
tinued to work for the company and, at 
the time of the trial in 1959, he was still 
an armature balancer at the Fort Wayne 
plant. 

The principal defense at the trial was 
that the new method of balancing arma- 
tures introduced in 1954 had not been 
copied from the old-time employe’s sug- 
gestion, but had been developed inde- 
pendently by another employe in 1953. 
However, it turned out that this other 
employe worked in the same building, the 
same division and the same department; 
he worked under the same foreman 
through whom the idea had been sub- 
mitted to the committee on suggestions 
in 1940, and, as a foreman in training 
who later became a motion-time survey 
specialist, he had access to the files of the 
department in which copies of employe 
suggestions were kept. 

The case was decided by a jury, which 
makes it impossible to determine the 
exact basis for the result. However, one of 
the great prerogatives of a jury is to 
believe the testimony of some witnesses 


and disbelieve others. It also has been 
said that juries frequently decide cases 
on the basis of sympathy with one side 
or the other, and, since a verdict based on 
sympathy generally can be supported 
logically on the theory that the jury did 
not believe certain witnesses, there or- 
dinarily is no way of getting a reversal. 

At any rate, this jury brought in a 
verdict of $5,000 in favor of the employe 
who had made the original suggestion in 
1940. General Electric took an appeal, but 
lost by a vote of two judges to one. Unless 
the U. S. Supreme Court accepts the case 
and reverses the judgment (a rather 
unusual occurrence), the decision will 
stand as a precedent. 

A subsidiary question in the case was 
how to determine the damages, assuming 
the plaintiff was entitled to any. The 
amount to be awarded also is a question 
for the jury, but General Electric’s appeal 
attacked this, too, on the ground that 
there was no basis at all for a $5,000 
figure. 

The complaining employe himself had 
testified at the trial about the approxi- 
mate number of armatures produced in 
accordance with his balancing method, 
which he was able to do because he had 
been working in that very department. 
He also knew that cost and time studies 
had been made of the three different 
models manufactured and that these 
showed measurable increases in efficien- 
cy. Indeed, the piece-work rates of pay 
for employes on this particular job were 
reduced after the new method of balanc- 
ing armatures had been put into use. 

General Electric argued that this was 
insufficient as a basis for calculating any 
damages, because it failed to show that 
there was an over-all cost saving to the 
manufacturer. The cost data were in 
General Electric’s possession, but it failed 
to offer them in evidence. 

The court of appeals was satisfied that 
some damage had been shown and that 
the plaintiff had done the best he could, 
in the absence of General Electric’s cost 
figures, to provide a basis for estimating 
an amount that would represent the value 
of his suggestion. Here again, the jury’s 
decision was left undisturbed and the 
$5,000 price tag for the idea will stand, 
unless there should be a reversal by the 
Supreme Court. 


s The dissenting judge of the court of 
appeals wrote in his opinion that, “if oth- 
er employes of defendant, without knowl- 
edge of plaintiff’s earlier suggestion, hit 
upon the same idea, and defendant 
adopted same, there would be no liability 
on the part of the defendant.” It should 
be noted that there is no dispute among 
the various judges about this statement 
of a basic legal proposition. What hap- 
pened in this particular case is that the 
jury’s verdict accepted the factual theory 
that “defendant must have knowingly 
misappropriated plaintiff's suggestion 
made 13 years earlier.” + 


What They Were Saying 25 Years Ago... 


Headline in Advertising Age (AA, Aug. 
19, °35): 


“Kudner Sets Up Own Agency; Has Ma- 
jor Accounts.” 


Editorial in Advertising Age (AA, Aug. 
19, ’35): 

“One of the brightest spots in the mer- 
chandising and advertising situation at 


present is the farm market. The great in- 
crease in purchasing power resulting from 
the rise in the prices of agricultural com- 
modities, plus the benefit payments to 
farmers made under the AAA program, 
have made Mr. Farmer one of the most 
interesting persons in the country for 
those who have something to advertise 
and sell.” # ‘ 
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confidence the people of Greater Philadelphia What does this mean to advertisers? It means 
have in the contents of The Evening and Sunday that, in the growing seven billion dollar Greater 
Bulletin is based on years of close association. Philadelphia market, your sales message in The 
Readers look to this newspaper for more than Evening and Sunday Bulletin enjoys a unique and 
news and features. They find here the full picture extra “bonus”... 
of their community life. In a good many respects, 


The Bulletin is Philadelphia. You buy belief when you buy The Bulletin! 


THE PHILADELPHIA BULLETIN A member of MILLION MARKET NEWSPAPERS, INC. Advertising Offices: 
New York 17, 529 Fifth Ave.; Chicago 1, 333. N. Michigan Boulevard; Detroit 2, New Center Building; Los Angeles 5, 3540 Wilshire Boulevard; 


San Francisco 4, 111 Sutter St. IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 
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Lady Esther Names McNamara 
Leo J. McNamara, administra- 
tive president of the household 


products division of Chemway 
Corp., has been appointed assist- 
ant to the president of the Lady 


Esther division. His initial assign- 
ment will be in sales administra- 
tion. 
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Ad Idea Claimant 
Starts Examination 
of Seagram Books 


New York, Aug. 9—An exam- 
ination of the corporate books of 
Seagram Distillers Co. was begun 
last week by the accountant for 
Robert Leary, a free-lance writer, 
under a court order granted in 
March. 

Seagram and its subsidiary, Cal- 
vert Distillers Co., and two adver- 
tising agencies—Ogilvy, Benson & 
Mather, and Geyer Advertising 
(since reorganized as Geyer, Mor- 
ey, Madden & Ballard)—are being 
sued (AA, April 21, ’58) for $2,- 
500,000 damages for alleged theft 
of an advertising idea by Mr. 
Leary. 

The suit claims that the “three 
great whiskies’ campaign used by 
Seagram for Lord Calvert whisky 
originated with Mr. Leary. 

Seagram contends that the cam- 
paign idea originated in the offices 
of Ogilvy, Benson & Mather, then 
agency for Lord Calvert, and also 
that Mr. Leary’s method of sub- 


mitting ideas to Seagram invalidat- 
ed any claims to ownership that he 


Advertising Age, August 15, 1960 


might have. 

John T. Norton, attorney for Mr. 
Leary, told ADVERTISING AcE that 
examination of the Seagram books 
will cover all phases of advertising 
and merchandising related to pro- 
motion of the “great whiskies” 
theme to determine the dollar in- 
vestment in the theme. # 


Remington Rand Dissolves PR 

Remington Rand, New York, 
which has undergone some radical 
changes in its advertising, market- 
ing and sales organization setup 
over the past six months, has dis- 
solved its public relations depart- 
ment, effective Aug. 15. The com- 
pany notified its pr staff of the 
dissolution at a meeting yesterday 
morning. About 10 people are af- 
fected. 


Amos Heads C-E Office 

L. R. Amos has been appointed 
head of the Washington office of 
Campbell-Ewald Co., replacing 
Ross Lindsay, who has joined 
Campbell-Ewald’s Detroit office as 


account executive in the mer- 
|chandising department. Mr. Amos 
| formerly represented the agency 
}in Kansas City. 


GETS MORE VOTES THAN 
POST OR LOOK 


(OR ANY MAGAZINE) 


WITH ADVERTISERS OF 
APPAREL, FOOTWEAR 
AND ACCESSORIES 


(JAN. - JUNE, 1960) 


ADVERTISING 
RANK MAGAZINE REVENUE 
1. LIFE $3,959,961 
2. Vogue 2,230,871 
3. McCall's 1,659,361 
4. Seventeen 1,590,902 
5. Sports Illustrated 1,380,076 


SOURCE: P.I.B. (GROSS FIGURES) 


SELL THE MARKET OF THE 60’S RIGHT NOW 
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Network TV Gross Time Billings 
Source: TvB figures from Leading National Advertisers and 
Broadcast Advertisers Reports 


June January-June 

% % 
1959 1960 Change 1959 1960 Change 
Me $ 8,930,114 $11,948,700 +33.8 $ 61,422,516 $ 76,950,570 +25.3 
Be ee 21,171,128 22,004,107 + 3.9 131,747,547 138,292,384 + 5.0 
aE 17,984,845 18,959,323 + 5.4 115,481,151 120,992,398 + 4.8 
Total ........ $48,086,087 $52,912,130 +10.0 $308,651,214 $336,235,352 + 8.9 

MONTH BY MONTH—1960 

ABC CBS NBC TOTAL 
January $13,260,010 $23,477,358 $20,980,897 $57,718,265 
February .... 12,677,110 22,977,171 19,923,712 55,577,993 
March ........ 13,487,460 24,043,799 21,072,164 58,603,423 
April ....... 12,701,240 22,580,032 20,642,038 55,923,310 
May* ........ 12,876,050 23,209,917 19,414,264 55,500,231 
SEIN sc:tuonichcouedindescein 11,948,700 22,004,107 18,959,323 52,912,130 

Parts of the Day 

% % 
1959 1960 Change 1959 1960 Change 
Daytime ....... $15,730,417 $15,844,295 + 0.7 $102,680,012 $100,340,957 — 2.3 
Mon.-Fri. .. 13,808,420 13,644,364 — 1.2 87,605,805 82,841,803 — 5.4 
Sat.-Sun. .. 1,921,997 2,199,931 +14.5 15,074,207 17,499,154 +16.1 
Nighttime .... 32,355,670 37,067,835 +14.6 205,971,202 235,894,395 +14.5 
Total ........ $48,086,087 $52,912,130 +10.0 $308,651,214 $336,235,352 + 8.9 


*May, 1960, figures revised as of Aug. 1, 1960. 


New P.O. Order 
Hits ‘Marginal’ 
2nd Class Books 


Statement Ruling May 
Eliminate Magazines 
Not Primarily Paid 


WASHINGTON, Aug. 9—The Post 
Office Department adopted a new 
rule Aug. 2 to require magazines to 
publish average paid circulation 
figures once a year, starting Oct. 1, 
in order to retain second class 
mailing privileges. The action ex- 
tends to magazines a requirement 
long in force for newspapers and 
news periodicals, and implements 
a law passed in June. 

While denying that the new step 
constitutes a crackdown, postal of- 
ficials concede their aim is to reach 
marginal publications which may 
no longer be entitled to second 
class entry. One requirement in the 
law is that the circulation of sec- 
ond class publications must be 
“primarily” paid. 

This has been interpreted at the 
Post Office to mean that a major- 
ity of the circulation of a second 
class publication must be paid. A 
proposal is now pending to require 
second class publications to main- 
tain a 70% paid average. Maga- 
zines are opposing this proposal. 


s Ever since 1912, all second class 
publications have been required to 
make public and file with the Post 
Office sworn statements attesting 
to ownership and management of 
each periodical. These statements 
for newspapers and news periodi- 
cals must include paid circulation 
figures. 

The amendment, published in the 
“Federal Register,” “requires that 
each annual statement of owner- 
ship, management and circulation 
submitted for publication entered 
as second class mail must include 
the average number of copies for 
each issue of the publication sold 
or distributed through the mail or 
otherwise distributed to paid sub- 
scribers during the preceding 12 
months.” 

The néw regulations also restate 
postal requirements on marking of 
“paid reading matter,” and change 
the rule covering the penalty for 
failing to comply with this require- 
ment from a minimum fine of $50 
to a fine of “not more than $500.” 

Text of the. restated rule on 
“paid reading matter”: “Editorial 
or other reading matter contained 
in publications entered as second- 
class mail and for the publication 


ras pe ae Sees 


,of which a valuable consideration 
is paid, accepted, or promised shall 
be marked plainly advertisement 
by the publisher.” + 


Sea-Land Names Hawkinson 
Sea-Land of Puerto Rico, trail- 
ership service headquartered at 
Newark, has named Frank B. 
Hawkinson, formerly pr director 
of the Newark Assn. of Commerce 
and Industry, manager of a new 
department of sales promotion, 
advertising and public relations. 
Mr. Hawkinson will promote a 
campaign to back Sea-Land’s ex- 
panded cargo traffic in sea-going 
trailers under recently doubled 
sailing schedules. No agency has 
been named yet. 


Sedgwick Joins Fotis 

Dan B. Sedgwick, for the past 
seven years director of merchan- 
dising of the Douglas Fir Plywood 
Assn., has been appointed director 
of institutional services of George 
W. Fotis & Associates, New York, 
management consultant. 


Stanley Narus to Mennen 

Stanley Narus, formerly with 
Colgate-Palmolive Co., has joined 
Mennen Co., Morristown, N. J., as 
a consumer analyst in the market 
research department. 


A SOUTHERN HABIT 
FOR 155 YEARS 


GRLER’S 
ALMAWAG 


Read and Believed in by 7 
Generations. 

2,300,000 Circulation Audited 

and Verified by 


VAG} 


* Blankets the South from 
Virginia to Texas. 


* Reaches over a million 
RFD Boxholders. 


* Readership is intense and 
loyal. 


Write, wire or phone for 
rates, closing date and 
detailed information. | 


GRIER’S ALMANAC 
P. 0. Box 1435 


Atlanta, Georgia 


eae ee ee ee 


Van Brunt Retains Beaumont 
Van Brunt & Co., New York 
agency, has retained Lynn Beau- 
mont Associates to handle public 
relations for the agency and its 
accounts. Mrs. Beaumont will 
maintain offices at the agency, 
and will handle her other public 
relations clients from there. 


Smith/Greenland Adds One 
The New York Times has ap- 
pointed Smith/Greenland Co., New 
York, as advertising counsel for the 
grocery products classification. 


- including 4-color web offset—for producing magazines and 


Use Our Century of Publishing Experience 


Cost-conscious publishers from coast to coast have found that 
the “know-how” gained from a century of publishing our own 
magazine, The Nebraska Farmer, saves them time, money 
and headaches. 


It will pay you to investigate our complete facilities— 
all other printed materials. 
WRITE, WIRE, PHONE ~ 


' ebraska Farmer Company 


The Midwest's Fastest Growing Printing House 
Out of the “high-rent" district at 


1420 P STREET LINCOLN, NEBRASKA 


package Duy: 


(lelivers Georgia’s *2 market 


You're in solid when you schedule the Georgia Group. For 
this 3-paper package delivers 4 times as many homes as any 
other paper in Georgia’s second market . . . Augusta, 
Columbus and Macon, whose combined metro popula- 
tion is over 650,000. It’s one order, one bill, one check when 
you buy the Georgia Group... and savings up to 17%. 
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AUGUSTA Chronicle and Herald COLUMBUS Ledger and Enquirer MACON Telegraph and News 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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Advertising Age presents here a list of U. S. stations which are 
equipped to carry some form of color programming, either through 
network feed or local origination. Local origination is indicated by 
live, film, tape or slide presentation. There are some 104 stations 
which can carry some form of local color tv. There are 367 sta- 
tions, of the 520 U. S. total, which can carry a network color show. 
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U.S. Stations Equipped for Colorcasting 


Source: NBC as of June, 1960 


As shown by the pie charts below, 71% of all U. S. stations can 
carry network color; 7% can carry local live; 19%, film: 3%, tape: 
and 19%, slide. In the last NBC estimate (AA, Nov. 9, ‘59), 350 sta- 
tions were equipped for network transmission in color and 109 for 
local originations as of November, 1959. Round bullets in the table 
indicate that the station has color in the respective category. 


Network Live Film Tape Slide 
Network Local Origination Network Local Origination 
City Station Transmission Live Film Slide Tape City Station Transmission live Film Slide 
NBC | See WLBT . oninad ne ss 
Jacksonville, Fla. ... © a oe 
Pe Be resccethatsitbnsriatennievees KXAB-TV e — — — — Johnstown, Po. e e e e 
Abilene, Tex. ....0.cccersercssseercesscerseesers KRBC-TV bd — —w —_— i ca NE INS ccinssbinsbetsarceidedplivnnieieal = ——" e e 
Albany, Ga. e — ver re — Knoxville e — — — 
Albuquerque : e ante “ae signed — Lake Charles, La. KPLC-TV . — — — 
Sg SEES ER ae aE * _—_ —_— — —— Lancaster-Harrisburg-York, Pa. ...... WGAL-TV — e « ° 
Alexandria, Minn. ... bd eens pare vee Sites ag Lansing-Onondaga, Mich. WILX-TV e — —- ——— 
NITED cnnbasiineesssaceun eos e Cs aemenes ee ee — Laredo, Tex. KGNS-TV e — a — 
IIE? SEIU, “Sivcetssanpsisectbasnecancpvnate a i al —er ema aca Las Vegas-Henderson chetatsidibieievedienl KLRJ-TV a —— —_ omar, 
Atlanta ...... e ae e bd <i Lexingt ide WLEX-TV a whan ition Ghee 
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Austin KTBC-TV e _ spe mr nee Little Rock KARK-TV ~ —— sens nee 
Bakersfield, Cal. ...ccccccccnssessscsssseseen KERO-TV ° — aos — — Los Angeles KRCA . .e ° e 
Baltimore WBAL-TV ° na ® e ec Louisville WAVE-TV « — ne on 
Bangor, Me. WLBZ-TV ° =. a oe sine Lubbock, Tex. Hie KCBD-TV . peeens chncull anil 
Baton Rouge, La. .......cccecseeessrersene WBRZ * pam ematead anes “= Lufkin, Tex. KTRE-TV e ota one eam 
Beaumont-Pt. Arthur, Tex. ...........000 KPAC-TV e maaan oie a -- Macon, Ga. WMAZ-TV . wpianaaly piieiinin staehicele 
Billings, Mont. KGHL-TV e oan nay re oe Madison, Wis. WMTV e — —_— ——— 
Binghamton, N. Y. WINR-TV ° -- = oo — — Memphi WMCT . antagie ant tl, 
GIOTIIIY  Bidiciieccesescccsissscncescsovescceee WAPI-TV e _ e bd aaah Meridian, Miss. ......c..cccsscsecessseseeseees WTOK-TV e aii pana ats 
RNa Us TG. sevesscsncccscoineseosensscsenes KFYR-TV . —_ _ — ——o Miami WCKT e cacueebs e e 
Bluefield, W. Va. ......ccccsesesereneneneeees WHIS-TV * sone’ — — ae Midland-Odessa, Tex. ........:cc0ssseseeee KMID-TV e eauagiapl online ‘ncaa 
Boise, Ida. KTVB oe — meena “eapaand re Milwaukee WTMJ-TV e e. e * 
Boston WBZ-TV e —— oe ay: ee Minneapolis-St. Paul ...........cccssseeees KSTP-TV — re as 
Bristol, Va.Johnson City, Tenn. ...... WCYB-TV — e e =e, Mobile, Ala.-Pensacola, Fla. ............ WALA-TV . oance matioe vest ds 
Buffalo WGR-TV . i a —— end gy 5 Montg y, Ala. . — re mints 
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GTI, Be isn snsmccsccccsnscesecscoee WUSN-TV e — — a ae Nashville e deeb . e 
Ciiertatie, 06. Go crarccscccccsscsccovescoensecrss WSOC-TV e epee woeae nara as New Orleans e e e e 
Chott .. WRGP-TV * —_— — eee o- New York e . * * 
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Chicago .... WNBQ * + * * e North Platte, Neb. ..... hel on as Pe 
IO ss ceaessscccscessnencasnvsensccnnecentece WLW-T id ° ° ° bd Oklahoma City .....--ssssseecssneessneeeenees e . 2 . 
Clarksburg, W. Va. ..cceseseessseseseenesees WBOY-TV ® — — — —_— Omaha e ye e pe 
Cleveland _.KYW-TV 2 a insane — ee Ottumwa, la.-Kirksville, Mo. ..........0 KTVO e pee ee iets 
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Great Bend, Kan. ...........+: S e — —_— —ae eee Sacramento KCRA-TV e suman e e 
Garden City, Kam. (S) .......s000 e —— —_— —- sap Saginaw-Bay City, Mich... WNEM.-TV e silltis e e 
McCook, Neb. (S) .......c.cccseseseeeeees ° — — ooo pent Salinas-M ey, Cal KSBW-TV e panien sedate. jails 
Green Bay, Wis. ............-» a * _ eee mor — Salt Lake City KCPX-TV * seein 3 . 
Greenville-Spartanburg . e — od _ aed SNE ii iesssidsestechioracensmin tal WOAI-TV - * * 2 
Harrisonburg, Va. ........-. e << ——_ — ag San Diego KFSD-TV e ite a e 
Hartford-New Britain .... ° — — maee a Sen Franci KRON-TV * . * ° 
Hastings-Kearney, Neb. ..... * a — — —_ Santa Barbara, Cal. ..........ecccsseseeees KEY-T cadens idle ews 
Hattiesburg-Laurel, Miss. .... seeeeenenene WDAMN-TV - __ — aeeennnal TT S h WSAV-TV 7 eed aaa ajo eae 
Houston KPRC-TV ° coe . ° _ Schenectady WRGB ~ — * > 
Huntington-Charleston, W. Va. ......WSAZ-TV * ° e e — Seattle-Tacoma KING-TV asian e e 
Indianapolis WFBM-TV © * ° ° ° Shreveport, La. KTBS-TV e — —_— — 
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Advertising Age, August 15, 1960 
Network Local Origination Network Local Origination 

City Transmission live Film Slide Tape City Station Transmission Live Film Slide Tape 
Sioux City, la. a — — aa —_ Youngstown, O. WEMJ-TV e one sansid eae — 
Sioux Falls, S. D. e oasiie ona —— — Yuma, Ariz.-El Centro, Cal. .......... KIVA t —_—_ — acid 
South Bend-Ellhart ...........cccccsceeessnee . — — — — Zanesville, O. WHIZ-TV ° —_ —S oT ae a 
Spokane ......... » a 7 — 
Springfield-Decatur, I. .............00- WIcs o stein ee owner iltedibe CBS 

Champaign-Urbana (S) * nae » ame oe ——- : : 

: Albuquerque KGGM-TV e roams — — em 
Springfield-Holyoke, Moss... . —_ — shpallen WEBG-TV . —- —  —_— 

Greenfield, Mass. (S) e wane — ra reeks a Atlanta WAGA-TV * —_ ° e ey 
Springfield, Mo. ° —— ioe wie rand Austin KTBC-TV 7 — — — —_ 
St. Lovis * —_ e e en aa Soliaes WMAR-TV © — * 2 — 
roe Be Wr setpasiel iv wnecnscnsscanilgeenal * —_— ° e se Bangor, Me. WABI-TV e — — — — 

mira, N. Y. (S) bd — a ass = hier Beaumont, Tex. KFDM-TV . ss a — —— Ae hp 
Tampa-St. Petersburg ? —_ * e — Saakuntin 0: ¥ WNBF-TV e ee —— — ao 
Temple-Waco, Tex. e —_—_ —_ a — Bi = SE WBRC-TV * sate ———- pie re ta if 
Traverse City, Mich. ccc WPBN.TV * — —— —_— _— Boise, Ida KBOI-TV e — —_— — ae 
Tucson KVOA-TV e —— cement a _—— iacsen WNAC-TV o ei pares 4 oe wri 
ee KVOO.-TV . — . > aaa Buffalo WBEN.TV * ° e ° or 
= ” nag ers na we — oe pei Gesrthenbt, YR caceencnesnnnnosescuecossene WCAX-TV ° pte pa, <p nat 

“ey lam wav . Cape Girardeau, Mo. .......c..ssene KFVS-TV * — oe —- a 
Washington WRC-TV * e e bd ie Casper, Wyo KTWO.-TV . — sorte a a 
Washington-Greenville, N. C. .......... WITN ° — — ee mae Ceder " Rapids-Waterloo Sipe WMT-TV . — oe — —_ 
Waterloo-Cedar Rapids, la. ............ KWWL-TV ae a —_ —_— aad Ch : iW f WCIA e — — a —- 
Wavsev, WOU. seserseesenctscnssersenssecencoes WSAU-TV e — —_— aie sacaatet eee Bo. vcccosincsitecccssecunatl WCSC-TV © — —_— a erates 
a W. Va. ... . — —— aa —_ Charlotte, N. C. ..... e * s . * 
ESSE ee a a « e —— —_— ee gee we 

Chatt e 

EE KFDX-TV - —_— * * — satay We e eS jomam —a —_— 
Wilkes Barre-Scranton . e « * * —_ Chicago ; ‘ e anagie — — — 
a ee WECT * — a — —_—_ Chico aa: . a — — — 
Winston Salem-Greensboro, N. C. ..WSJS-TV 7 —— — —_— mene Cincianeti a EES m * a —_— —_ — 
IIE WHOA si chredinscest>oxedsegatensanisd KIMA-TV . — — —- me CRP, WI. Ws cccrcesnicensscenineninse WBOY.-TV o — —_— — oe 

Ephrata, Wash. (S) ..........c:c00000 KBAS-TV * — a — _— Cas WJw-Tv* . — vse aaa a 

NR, HEIs CD: epnccecessinsnisnpnsaees KLEW-TV o — — —_—_ —_—_ Columbia, S. C. .... WNOK-TV * _— —_— —— —— 

I RS OU icc cnneniaieiet KEPR-TV e — — — — Ce, GR cncuisssititecteiseennanaa WRBL-TV © — — a —_— 


ETS MORE VOTES THAN 
POST OR LOOK 


(OR ANY MAGAZINE) 


WITH ADVERTISERS OF 
AUTOMOTIVE, AUTOMOTIVE © 
ACCESSORIES & EQUIPMENT 


(JAN. - JUNE, 1960) 
ADVERTISING 

RANK MAGAZINE REVENUE 

1. LIFE $12,545,935 
2. Saturday Evening Post 11,218,066 
3. Look 4,971,213 
4 Time 4,691,642 
5. Reader’s Digest 2,760,500 


SOURCE: P.I.B. (GROSS FIGURES) 


SELL THE MARKET OF THE 60'S RIGHT NOW 
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Advertising Age, August 15, 1960 


U.S. Stations Equipped for Colorcasting 


Network Local Origination 
Station Transmission _— Live Film Slide Tape City Station Transmission _—Live Film Slide Tape 
Columbus, O. WBNS-TV* + —_— —_ -_ — Syracuse WHEN-TV — a damien aici 
Corpus Christi .........-crccereeeerereenes KZTV * — —— — — Tallah Fla.-Thomasville, Ga. ..WCTV - dente amsiiteih lady suiherd 
KRLD-TV e —_— . « —— Tampa WTVT & —— e * —— 
Dayton, O. WHIO-TV e — — — —s Terre Haute, Ind. ..........secceceesentes WTHI-TV ° — — angus calla 
, Ala .WMSL-TV ” — _ — — Texarkana KCMC-TV es meses siete shila ouitande 
KLZ-TV a —_ —_— —_— — Toledo WTOL-TV a ee — — — 
KRNT-TV + — —_ — ad Topeka WIBW-TV . — — —— creas 
W4JIBK-TV ae 7 * * ae Tucson KOLD-TV is << — aiheail ‘ditties 
Duluth, Minn. KDAL-TV > —_— —_— —_ — Tulsa KOTV ~ — — —_ canis 
Bertha, H.C. cecrccccsccsvevccccvsessoessones WTVD * — — a aa Valley City, N. D. -..ccccecsssesesensenenes KXJB-TV * — e 6 ne 
El Paso, Tex. .. KROD-TV o ane a -_—— od Waco, Tex. KWTX-TV a — — — a 
WSEE > —_— —_— — ad Washington WTOP-TV e — * e on 
ureka, Cal. KIEM-TV . ae — — ae Wausau, Wis. WSAU-TV © — — a — 
Evansville, Ind WEHT - — —— —— aa Wichita Falls, Tex. KSYD-TV* ° — — — — 
Florence, S. C. WwBTWw «. — —— — os Wichita-Hutchinson, Kan. ............... KTVH a — a —— — 
eas hscgicncadeasscated KFSA-TV + — — es - Wile FIIs: thesccaceenrnsoskeseconectcioiabes KIMA-TV * — — — — 
Ft. Wayne, Ind. .......0.cccccceeceseeneneers WANE-TV . —. — —_ —_— Ephrata, Wash. (S) .... + — <a ne cmt 
FE ene ccnscoredbenssbseies KFRE-TV - —— -—— oe mo SN NE OD snsccsxscescaceccecsecal e preen onbicoms osalinisate onintnie 
ea asc ccthdaae KBLR-TV * os — ae — Ce I GD coceicnecseccscenssonanond * ‘imtoo —— paneer! sina 
Geen Bary, We. ...0rccerescssecssreseceesees WBAY-TV e —_— —_— —_ _— Wray ML aiccsincseccssnenaseeresossoes e — a a — 
Greensboro-Winston-Salem .. e jones onoue omen — Cette, Remar ttisitiensiecenincening KIVA-TV . sine sinemee exten ome 
ae Gesell, H.C. cicsccescosccssarseccesents WNCT * aa — ae — 
ms Harrisburg, Pa. ......ccccccesseeeneeeseeees WHP-TV ° —_ — — — ABC 
Harrisonburg, Va. ° — — — aa 
SG RN RS ei 1 SEE e _—— — —_— os Aberdeen, S. D. ........---ceersssssssseree KXAB-TV ® tty, re Pe ere 
Houst * — — — — ° pence. ee pases ve et 
Huntington-Charleston, W. Va. ........ WHTN-TV* ° — — — — © eo a iuery iso 
RIE Nidiicsractcnsacoscacessessocteoseoece e —_ e e — ‘ td avs bias mse sha 
Jeckson, Miles. e aaa e e pad Asheville, N. C.-Greenville- 
Jocheomvlio, Fla. .essccsssessssesesseseene ° — — —— Gpartameng, ©. Co mieennnonnnnton WLOS-TV . — Gate wens od 
Joplin, Mo. y e Pare eae, mee Augusta, Ga. .....ceccesecesrecesnsseseenerene W4JBF ° —_— — — — 
Kolemazco-Grand Rapids, Mich. ___.WKZO-TV e Ma? e e pee BRIT fannncbscsavecsscscsccnccencsescnertbessnyesious KTBC-TV — —— — —- 
eS eee KCMO-TV e . . * a Getinere W§Z-TV* ai e es ave “rr 
Kearney, Neb. ..........c.csceseeees KHOL-TV bd —_— — —_ — a becedar eum WABI-TV ° nner el = DR ve 
Hayes Center, Neb. (S) .. ___.KHPL-TV e em tT Bde Si * niles Baton Rouge, La. .......ccccccececseeeeeeeeee WBRZ* * — ed ae a 
Knoxville, Tem. ........cccccccsesersnenees WBIR-TV e —_— —_— -_ — Crea, TR oer ai ° bes hye a =, Ppt 
Lafayette, La. _KLFY-TV* e pa pos no ia antl Capen Pie "Te. censatenpesuieeonspegenve WNBF-TV * — — —_ — 
IIIS © TA | cevenecedoicesdésoosofenastbepad WGAL-TV 7 o * * — Oe Me ‘ ye WAPI-TV © ne . ° et: 
Reet, TNR cesascssearsceurescersane WJIM-TV e a pra See wes Birmingham sacneteevcenscabessossbensonasintaoens WBRC-TV * — — — — 
I KGNS-TV e oar) Mca ot bates Bismarck, 6. D. cndintnedacal KFYR-TV * — — — — 
Las Vegas a e TL went i. BS: Boise, Ida. ......crsereressrrsssersersrsersersees KTVB e — a a — 
Little Rock-Pine Bluff, Ark... ° — _— — ones pepay Fo ~-WHDH-TV ° ° ° ° ° 
los Angeles KNXT e eR ° ° me Bristol, Va.-Johnson City, Tenn. ....WCYB-TV * — . « ee 
Louisville WHAS-TV * ie poe a wag Buffalo WKBW.-TV 7 — — — on 
Ns III. saktpsitiencssccitininsnccnseasiirnad KDUB-TV e — « . — Ceasper, Wyo. -..seveerereeesseseersserreresssens KTWO-TV e tt Rate ieee tog — 
Big Spring, Tex. (S) .....ccccccceees KEDY-TV e a > e — Charlestom, S.C. -..svessssseeseesserrenssens WCSC-TV bd — pe ety — cae, 
Lufkin, Tes. e ee La oe igre ea I. TEs Wek ccccccsrecsissenenictiing WCHS-TV o — —_— sinpppacnen a: 
sates Gee “4 ae Live’ aor ae Charlotte, N.C. cscsssssessssssssssennnnsen WSOC.-TV e — — comesin —— 
Madison, Wis. e va by e ° aoe Cheyenne, Wyo. KFBC-TV e wiih iene intinen: canaie 
CRROU GDily Bas ceccevicancssicnasscssossovesies bd — — a — Chico, Cel. KHSL-TV e — —— eee — 
M hi e tS. t2% a a pea Cincinnati WCPO.-TV e eg. Ha ae ae at 
Meridian, Miss. occ... WTOK.TV ° dak RE ee | Cvetene WEWS ° —- —_-_ —_—_ 
Ce WIV) e ° e é panied Colorado Springs  ..........:ccsesseeeeers KRDO-TV « — — — oa 
ail L WITLTV e eae AE ee Cec EERE TURD, iss - scfpneveccrsnosesnadanonnaniade Wwis-Tv* © — —— — — 
- Bsvreemncernnnientenennseennetnis WCCOIV m r Yate EMS MRS IRS TRS css cus saccostendusbapsiadanseel WRBL-TV a _ aecamd oles —— 
Mobile, gaat enmmpmmers WKRG-TV © ee aa Tah ea I SOO cis cascnsssuccrvocsipésccresnsens KRIS-TV © — — — — 
eae aammaan annoy IM wee mes ae — Corpus Christi eney gees TNCe woot ee 
Montgomery, Ris. ee e pated iste et Sees Dallas-Fort Worth .............cccccseeeeeee WFEAA-TV a — ” o qunapee 
Nashville _WLAC-TV . ae i pe: ae peandaye Ben WLW-D . — — — — 
New Orleans 2.0.0.0... WWL-TV e — * ” — er asl ametapeaneaneamaaananaen WOI-TV e — eras i na 
ee wensty . vi = > Duluth, Minn.-Superior, Wis. .......... WDSAM-TV e — a sais ltidiigs 
Se ea WTAR-TV . — . e ss DorhemRateigh, MC cnsscceeewnn ° — ae os — 
Ook Hill, W. Va. ct a | AY e eee cope Se pele, Eau RO, WONG. scivrsensevesdedaenscnneooneii WEAU-TV . —e ascend ales dation 
Oklahoma City . mene pee ae. PoaeA ental . — — — — 
Gisalie e aay oti he Patek Eureka, Cal. val r sagan mnie niet iinet 
Orlando, Flo. e ve Pa aes oe Evansville, WN i siaheaisteclontcaanel WTIVW e oniniams e . Eade 
Ottumwa, la. * eee a Foe BY iter Flint, Mich. WIRT e pens elt aha ie 
Parkersburg, W. Va. ........cccccseeeeseee WTAP-TV ® — —_— —_ — Florence, S.C. asvcseweesemseseeemnsneeesan WBTW bd eet amanee _— —_— 
PUNE BRS Aieicahatdcassctesesccechesia WMBD-TV id — <—e jae aerate pale eerens <f KJEO-TV > 9 icy 1 ar 5 beeen 
Philadelphia WCAU-TV » Soetaai e e a Green Bay-Marinette, Wis. . WLUK-TV * ant sine neipilaaas niet 
Pheenin KOOL-TV e Sab 6 e a> Greensboro, __ ae Reais Sees ... WEMY-TV + antiiaes ee ar: cael 
Pittsburgh KDKA-TV e Caen a wT a gos ES Greenville, Ws Ms” axe .WNCT a paws aint prea tm ao 
Portland, Me. WGAN.TV ~ sane aete } Me atain Harrisburg, Pa. .....-.scsssssesosssseeeeseneet WTPA . eines Ta dant ae 
Portland, Ore. KOIN-TV e ree pane ae <2 ae ORIN, - I. «co ccidn cae cdcsenincigedinite WSVA-TV a pres a COREL wise 
Providence WPRO-TV . cabal tien jee ants Hastings, Neb. KHAS-TV * sine _ owe pon * 
Quincy, tll.-Hannibal, Mo. .............. KHQA-TV bd — <n giatieas Pe | Nettechury, WEE ~ cnicscnmamnted WDAM-TV « — onimnte eves —— 
Reno + slits omiee eins nti : KHVH-TV * ‘ioe e 6 asmnicibla 
Richmond e is: e e emai Nonstee andadienancaabepeshiéistntnassabassgaiipaaeben KTRK-TV . es e e a 
R L Va. o” it e . a ' Pp i WLW-1! e ane ea e e aa 
Rochester, N. Y. ......... WHEC-TV e — — — — Jackson, Miss. WLBT ° — — — — 
Rochester, N. Y. STORE CBR. e aoe a e ° eg, pk | ee Ee WFGA-TV « e e e a 
Rockford, Ill, ° sia . . wun Joplin, Mo. KODE-TV * sie abetee ont pane 
Rock Island, IIl.-Davenport, la. ...... WHBFE-TV e pS: Bre = ee Raed CCURRIEES ores cccovencessseoeichsuabensieieieniel WKZO-TV e dante e e ae 
NE ES ER KSWS-TV e ee ae ee ee leas CRrnnet GRR, GI. dase ce secicecsnensieaioral KMBC-TV - pa Gani pare =m onde 
Sucremento OV e pears e ° ea Kearney, Neb. ........ e See re Py mee 
Saginaw, Tea “WKNX-TV e Ce 2 as rane feat Rate Serre, BO. cnvcesccssenessesckisosbodeal KPLC-TV @ ania PEER AIM tals diane 
St. Louis  KMOX-TV* . Sets ie Pear ee Lawton, Okla. KSWO-TV ° as ime cadidie sia 
Salinas-Monterey, Cal... KSBW-TV e mini ae os —- : a 4 TD, sceeenerrenecemiennaniinenienl Wet¥H-TV* id amen — antes oni 
Salt Lake City ~ abe sdibes aiid |_bemiingtom, Ky. ....-ssscssssnsseseeererssnnesee WLEX.TV * hein indies dniaes oii 
San Antonio . are: aalte oe —_._—s«||_sitima, O. . ae pa ai ait nil 
San Diego > ikea pang ag ___|_ Lewisville e ae ee, Pe probs. 
San Franci +. Td e e | Rath, Tere ann esiccceescessnene e velar all 7D aan 
Savannah a caliepae paneer alanis atthe Macon, Ga. * rallies cnianilcs cece’ ensnlad 
Scranton, Pa 4 Sash as ata —_._—s:__—s—s Madison, Wis. WKOW-TV * Beni ens ick ~tceie 
Seattle e poet e e ae BIS weisiccisctcccisitiin agitaeal WTOK-TV 7 re eh lati Prenat —* 
Shreveport, La e WF e e a Se .... WPST-TV e eae ce ea BO ee pee 
Sioux City, la ° mines cumin lessin aia Mil gE OE eR ARR WISN-TV — sini . e mail 
OS Sean eens bd oa — oo — ‘Monroe, La. KNOE-TV > — — — — 
South Bend WSBT-TV 7 oxsentei — aueenee —— Mamigeinery, Ble. cccccisssunsisimnnia WSFA-TV 2 — — —_—- — 
Spartanburg-Greenville, S. C. .......... WSPA-TV ° — —_— — —_— Muncie, Ind. WLBC-TV * — _— cla — 
Spok coe KXLY-TV . — — —_— —_ New Haven WNHC-TV . jnlp es e ante 
Geet, WB taictisscesscsesznseeceinsense KTTS-TV « — — — — Norfolk, Va. WVEC-TV e ee ‘abode pial oni 
Steubenville, O.-Wheeling, W. Va. .. WSTV-TV - — — — — Oklahoma City-Enid, Okla. .............. KOCO-TV e — — — aa 
Sweetwater-Abilene, Tex. ............... KPAR-TV © —— e . — Omahe .... KETV * —— icontnde — 
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City Station 
Parkersburg, W. Va. .........c.ceceeee0ee- WTAP-TV 
Peoria, Ill WTVH 
UII Secsntcscnssachscckskapibicasicsnscns WFIL-TV 
ESE SRS OEE KTVK* 
NS WIAD iss sinner vosndlbacesssosesnate KOAM-TV 
Pittsburgh, Pa. WTAE 


Plattsburgh, N. Y.-Burlington, Vt. ....WPTZ 


fro 


Quincy, Ill. 
Quincy, Il.-Hannibal, Mo. 


Rockford, Ill. 
ee Ret, RL once ccccngettcbaccsiariovees WHBF-TV 
ES Sanne KSWS-TV 


Sali Cal. 

Salt Lake City 
0 8 REECE Ream ae 

San Diego, Cal.-Tijuana, Mex. ......XETV 

SY HMRI SEMI slic senecodschouciesncteshonde KNTV 

Sante Gerbera, Be cchenectstipdeiocecetties KEY-TV 
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Network Local Origination 

Slide Tape City Station Transmission _ Live Film Slide Tape 
— waa Scranton-Wilkes Barre 0.0.0.0... WNEP.-TV s — —_— —— be git 
—- — Seattle o e . « a 
. —_— Shreveport, La. o —— — — oe 
~ — Shreveport, La. * — — —— —_—_ 
—_ _ Sioux City, la. 2 —— — — a 
— — Sioux City, la. 7 — oe —— — 
— — Mote OGG. Be snceridiininerineds KELO-TV o —— — — arn 
— —_— Spokane © — e e we soaet 
* — Springfield, Mo. e — — — oe 
—— —_— Steubenville, O. e nails aan pean peeets 
——2e —ine Syracuse, N. Y. — — as — 
tienes ade iP Symmaeen, OB) War coaccsccesscncscesomnesvente WSYR-TV ~ — + ° oa 
ae ee eee pe rrnmnee f cm WTHI-TV + —- —— — — 
© bie ras Texarkane .......... KCMC-TV - — i — —_ 
a Lae Thomasville, Ga.-Tallahassee, Fla. ....WCTV — —. — a 
eee ee WSPD-TV ° — eee 
eet NO Traverse City, Mich... WPBN-TV . — a ae _ 
Fe A SS Tucson .... KGUN-TV* © — ° . — 
is Bia Tyler, Tex. KLTV * — — — - 
tig ziamt. Utica, N. Y. WKTV — —— a —— 
bios Bier Waco, Tex. KWTX-TV e — ee aod — 
saad ipa Wintel WON, dian in criciccreecetnd WSAU-TV - — — — — 
pee nite Wichita, Kan. = — — — — 
— — Hays, Kan. (S) . Leute daenesiiias ian ateiie 
——— —— Wichita Falls, Tex e — . o —- 
oo — Wilmington, N. C ~ —— a —_— — 


Kluge Predicts 
Metropolitan to 
Score 60 Gain 


San FrRANcisco, Aug. 9—John W. 
Kluge, chairman and president of 
Metropolitan Broadcasting Corp., 
took the occasion of a speaking ap- 
pearance before the San Francisco 
Security Analysts Society here last | 
week to report on how well his | 
company is doing financially. 

Mr. Kluge predicted that Met- | 
ropolitan, which is active in radio, | 
tv and outdoor advertising, will | 
gross more than $40,000,000 Sains 
year and $60,000,000 next year. | 

He said much of the gain would | 
come from the San Francisco- | 
based Foster & Kleiser outdoor ad- | 
vertising company, acquired by 
Metropolitan in March. This, he | 
said, is Metropolitan’s most profit- | 
able division. 
Sales for the first half of 1960) 
totaled $19,177,895, for a net in-| 
come of $747,924, Mr. Kluge point- | 
ed out. This compares with $8,- | 
074,896 in sales and $1,004,252 in| 


earnings for the first six months 
of 1959. Earnings in that period 
were boosted by a loss carry-for- | 
ward, while rising operational | 
costs and acquisitions made this | 
year cut into the ’60 earnings, he 
explained. 

The broadcasting division of 
Metropolitan includes WNEW and 


and President, Supermarket Institute says: 


Richard Waxenberg, President, Eagle Food Centers, 


“Eagle Food Centers doubles warehouse 
in the Quad-Cities - Now has 35 stores, 
1600 employees, *58 million sales!” 


WNEW-TV, New York; WTTG- 
TV, Washington; WTVH, Peoria; 
KOVR-TV, Stockton, Cal.; WHK, 
Cleveland, and WIP, Philadelphia. 
Applications are pending for the 
purchase of WTVP-TV, Decatur, 
Ill., and World Wide Broadcasting 
System, operator of the short wave 
station, WRUL. # 


Wear-Ever Names Vogt 
Wear-Ever Aluminum Inc., New 
Kensington, Pa., has appointed 
Robert H. Vogt advertising and 
public relations manager, succeed- 
ing W. P. Benghauser, who was 
named merchandising manager. 
Mr. Vogt has been public relations 
manager since 1957. The company 
also appointed two assistant mer- 
chandising managers: H. R. Down- 
ey, formerly a sales promotion su- 
pervisor, and W. F. Bimson, for- 
merly specialty sales promotion co- 
ordinator. 


Gay Buys 3 Stations 

Connie B. Gay, president of 
Country Music Assn., has pur- 
chased three broadcasting proper- | 
ties, KFEQ and KFEQ-TV, St. | 
Joseph, Mo., and KLIK, Jefferson | 
City, Mo., subject to Federal Com- | 
munications Commission approval. | 
Total price was $1,850,000, Mr. 
Gay reported. ' 
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ROCK ISLAND, ILLINOIS 
MOLINE, ILLINOIS 
EAST MOLINE, ILLINOIS 

_ DAVENPORT, IOWA 


» MILLION 


ae 


‘QUAD-E 


CITIES 


The first Eagle Supermarket opened in 
1921 and was Scat Bi East Moline, one 
of the Quad-Cities. Favored by the con- 
tinuing community prosperity and popula- 
tion growth, the store rapidly prospered. 
The astute management of Eagle soon 
established stores in all of the Quad-Cities. 
Now with 20 outlets in this metropolitan 
area, from its headquarters and ware- 
house south of Rock Island, Eagle services 
it entire chain of 35 stores located in lowa 
and Illinois. A fleet of 45 semi-trailers 
and nineteen tractors plus other company 
vehicles is maintained. to do the job. 


THE COMPLETE COVERAGE 
MEDIUM OF THE MARKET 


QUAD-CITY NEWSPAPERS 


DAVENPORT MORNING DEMOCRAT 


DAVENPORT EVENING TIMES 
Represented by Jann & Kelley, Inc. 


EXPANDS INTO CHICAGO AREA AND IOWA 
About one year ago an Eagle Food Center 


opened in Chicago. Rapid acceptance of 
Eagle-style merchandising and food values 
encouraged the opening of four more with- 
in 18 months, and by 1962 they expect to 
have 20 outlets in the Chicago area. 


The leading population centers in Eastern 
Iowa are served through another 10 stores 
in Cedar Rapids, Waterloo, Dubuque, 
Burlington, and Clinton. Additional Iowa 
openings are planned in the next 6 months. 


ANTICIPATE $65 MILLION SALES IN 1961 


Eagles present annual volume is $58 
million with $65 million forecast in the 
year ahead. Newspaper advertising is, 
and has been, a major factor in Eagle’s 
merchandising plans. 


MOLINE DISPATCH 


ROCK ISLAND ARGUS 
Represented by Allen-Klapp 
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U. S. Stations Equipped for Colorcasting Bs PS ond tone am ihe 
— ieee Selgin Mitchell, S. D. KORN-TV ° igi asin nities isda 
City Station Transmission Live Film Slide Tape New York WPIX Pa er ATE DA i sad 
a sain aliens a a, Phoenix KPHO.-TV * — —— — — 
aaa iia laa ead St. Louis KPLR-TV . — e a oes 
San Francisco-Oakland ..............000 KTVU e —_ o a — 
Seattle-Tacoma KTNT-TV * od — —— — 
~ “ - prices: CNS Bit oe al WTWV e — — — — 
ape saad St es Washington WTTG-TV * — —_— — — 
oe naa ja 8 lh IE Rs WB ia cecen cc WSPB-TV* . aliens <ennine poe ~ 
. e . iii. *Stations marked by an asterisk did not respond to the NBC survey. Color status indicated was based 
wbaiied aka phi Drs on “TV Factbook #30” and/or SRDS, June 10, 1960. 
bare overt i a ——- (S) Satellite station. 
Outdoor Sign Blocks View: where she has lived 28 years fol-|retains ATF’s type division ac- {was professor of marketing at St.| Ardiel Named by Retor 


S. F. Plan Board Steps in 

San Francisco has tightened its 
control of outdoor advertising 
structures because a Sunset dis- 
trict resident in danger of losing 
the view from her breakfast win- 
dow to an outdoor sign made a 
vigorous complaint. The San Fran- 
cisco city planning commission 
voted unanimously after hearing 
the complaint of Finnetta Phillips 
that all future applications for 
erection of outdoor signs on land 
adjacent to residential areas must 
be brought to its attention. 

Mrs. Phillips protested possible 
loss of the view from the home 


lowing erection by Foster & Kleis- 
er Co. of one sign at a nearby 
gasoline station and the start of 
construction of another. F&K 
stopped construction of the second 
sign when the planning depart- 
ment moved into the picture. 


American Type Switches 
Account to Douglas Turner 

American Type Founders, Eliz- 
abeth, N. J., has shifted an esti- 
mated $210,000 account from Fred 
Wittner Co., New York, to Douglas 
Turner Inc., Newark, N. J., effec- 
tive in October. 

Milton Anderson Co., New York, 


count, estimated at $90,000. The 
Turner agency will handle adver- 
tising for all divisions of ATF. 


Dickerman Adds 1, Names 2 
The Eastern National Bank of 
Long Island, N. Y., has named 
Dickerman Advertising, New Hyde 
Park, L.I., to handle advertising 
for the Smithtown, Huntington 
Station and Elwood areas. Dicker- 
man also has named Martin 
Choda art director and Charles O. 
Vandervoort marketing and re- 
search director. Mr. Choda former- 
ly was with Jurist Lithographers. 
Until recently Mr. Vandervoort 


John’s University in Queens. 


Weston Adds Vermont Office 

Weston Associates, Manchester, 
N. H., has opened an office in 
Woodstock, Vt., and has named 
Stewart Wark as vp and manager. 
Since 1949, Mr. Wark has been 
head of his own agency, Wark As- 
sociates, in Woodstock. 


Gero & Bierstein Named 

Gero & Bierstein, Paterson, N.J., 
and New York, has been named 
the agency for the new $125,000- 
plus account of Elmwood Shopping 


Center, East Paterson. 


Retor Developments Ltd., Galt, 
Ont., has named Ardiel Advertis- 
ing Agency, Hamilton, to handle 
U.S. advertising for its Mimik hy- 
draulic machine tool tracer at- 
tachments. Retor recently incor- 
porated an American subsidiary, 
Mimik Tracers, Buffalo, to handle 
U.S. sales. 


Banister Joins Tracy-Locke 
Frances Banister, formerly ac- 
count service manager of Fitz- 
gerald Advertising Agency, Dallas, 
has joined Tracy-Locke Co., Dal- 
las, as associate media director on 
the budgets and plans division. 


GETS MORE VOTES THAN 
POST OR LOOK 


OR ANY MAGAZINE) 


J 


WITH ADVERTISERS OF 
SMOKING MATERIALS 


(JAN. - JUNE, 1960) 


ADVERTISING 
RANK MAGAZINE REVENUE 
1. |, LIFE $3,470,057 
2. Look 2,374,263 
3. Saturday Evening Post 2,248,187 
4. Time 802,137 
5. TV Guide 636,203 


SOURCE: P.I.B. (GROSS FIGURES) 
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Coming 
Conventions 


*Indicates first listing in this column. 

Aug. 26-27. Oklahoma Broadcasters 
Assn., Western Hills Lodge, Wagoner. 

Sept. 2-4. West Virginia Broadcasters 
Assn., annual fall meeting, The Green- 
brier, White Sulphur Springs, W. Va. 

Sept. 8-9. National Business Publica- 
tions, New York regional conference, Ho- 
tel Roosevelt. 

Sept. 9-11. Iowa Daily Press Assn., 26th 
annual meeting, Des Moines. 

Sept. 13. Premium Advertising Assn. of 
America conference, in conjunction with 
the New York premium show (Sept. 12- 
15), Hotel Astor, New York. 

Sept. 14-16. Newspaper Advertising Man- 
agers’ Assn. of Eastern Canada, annual 
convention, Mount Royal Hotel, Montreal. 

Sept. 15-16. Region 5, Public Utilities 
Advertising Assn., Tampa Terrace Hotel, 
Tampa, Fila. 

Sept. 16-19. Mail Advertising Service 
Assn., annual convention, Sheraton Cadil- 
lac Hotel, Detroit. 

Sept. 20. Magazine Publishers Assn., 
annual fall conference, Hotel Pierre, New 
York. 

Sept. 21-23. Life Advertisers Assn., an- 
nual meeting, Essex House, New York. 

Sept. 22-24. Advertising Federation of 
America, 10th District, Little Rock, Ark. 

Sept. 28. Assn. of National Advertisers, 
Workshop on Advertising Management, 
Ambassador Hotel, Chicago. 

Sept. 29-30. Assn. of National Advertis- 
ers, advertising management seminar, Am- 
bassador Hotel, Chicago. 

Oct. 2-4. Advertising Federation of 
America, 7th District, Chattanooga, Tenn. 

Oct. 3-4. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Parker House, Boston. 

Oct. 4-5. Advertising Research Founda- 
tion, 6th annual conference, Hotel Com- 
modore, New York. } 

Oct. 9-13. Direct Mail Advertising Assn., | 
43rd annual convention, Americana Hotel, 
Bal Harbour, Fla. 

Oct. 10-11. National Business Publica- 
tions, Chicago regional conference, Am- 
bassador East Hotel. 

Oct. 12-15. Affiliated Advertising Agen- 
cies Network, annual meeting, Mountain 
Shadows Resort, Phoenix. 

Oet. 12-15. National Newspaper Promo- 
tion Assn., Southern Regional Workshop, 
Phoenix Hotel, Lexington, Ky. 

*Oct. 13-14. National Assn. of Broadcast- 
ers, fall conference, Biltmore Hotel, At- | 
lanta. 

Oct. 13-14. American Assn. of Advertis- | 
ing Agencies, central region annual meet- 
ing, Ambassador West Hotel, Chicago. 

Oct. 13-15. Junior Panel Outdoor Adver- 
tising Assn., annual convention, Hilton 
Hotel, Pittsburgh. 

Oct. 13-15. Pennsylvania Newspaper 
Publishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 14-16. Midwest Intercity Conference 
of Women’s Advertising Clubs, Sheraton 
Towers, Chicago. 

Oct. 16-17. Texas Assn. of Broadcasters, 
fall convention, Sheraton-Dallas Hotel, 
Dallas. 

Oct. 16-18. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 16-19. American Assn. of Advertis- 
ing Agencies, western region annual con- 
vention, Hotel del Coronado, Coronado, 
Cal. 

Oct. 17. New England Newspapers Ad- 
vertising Bureau, 23rd annual meeting, 
Hotel Statler-Hilton, Boston. | 

Oct. 17-18. 32nd annual Boston Confer- 
ence on Distribution, Hotel Statler Hilton, 
Boston. 

Oct. 17-18. Agricultural Publishers Assn., 
annual convention, Advertising Club of 
New York and Hotel Biltmore. 

*Oct. 18-19. National Assn. of Broad- 
casters, fall conference, Sheraton-Dallas 
Hotel, Dallas. 

Oct. 18-21. National Assn. of Educational 
Broadcasters, annual convention, Jack Tar 
Hotel, San Francisco. 

Oct. 19-21. Audit Bureau of Circula- 
tions, annual meeting, Biltmore Hotel, 
New York. 

*Oct. 20-21. National Assn. of Broad- 
casters, fall conference, Mark Hopkins 
Hotel, San Francisco. 

Oct. 22-26. National Newspaper Promo- 
tion Assn., central regional convention, 
Sheraton Towers Hotel, Chicago. 

*Oct. 24-25. National Assn. of Broadcast- 
ers, fall conference, Denver Hilton Hotel, | 
Denver. 

*Oct. 27-28. National Assn. of Broadcast- | 
ers, fall conference, Fontenelle Hotel, | 
Omaha. | 

Oct. 30-Nov. 3. Financial Public Rela- | 
tions Assn., 45th annual convention, Hotel | 
Statler-Hilton, Boston. | 

Nov. 1-3. Point-of-Purchase Advertising | 
Institute, 14th annual symposium and ex- 
hibit, New York Coliseum. 

Nov. 2-3. American Assn. of Advertis- | 
ing Agencies, eastern region annual sell 
ference, Biltmore Hotel, New York. 

Nov. 13-16. Assn. of National Adver- 
tisers, annual meeting, The Homestead, 
Hot Springs, Va. 

Nov. 14. National Business Publications, 
San Francisco regional conference, Jack 
Tar Hotel. 

*Nov. 14-15. National Assn. of Broad- 
casters, fall conference, Statler Hilton Ho- 
tel, Washington, D. C. 

Nov. 14-16. Broadcasters’ 
Assn., annual convention, 
Charles Hotel, New Orleans. } 

Nov. 14-16. Southern Newspaper Pub- 
lishers Assn., 57th anniversary conven- 


| 
| 


Promotion | 
Sheraton 


tion, Boca Raton Hotel and Club, Boca | 
Raton, Fla. | 

Nov. 16-18. Television Bureau of Ad-| 
vertising, annual meeting, Waldorf-As- | 
toria, New York. 

Nov. 17. National Business Publications, | 
Los Angeles regional conference, head- | 
quarters to be announced. 

*Nov. 21-22. National Assn. of Broad- | 
casters, fall conference, Edgewater Beach 
Hotel, Chicago. 

*Nov. 28-29. National Assn. of Broad-| 
casters, fall conference, Biltmore Hotel, | 
New York. 

Nov. 30. American Assn. of Advertising | 
Agencies, east central region annual meet- 
ing, Statler Hilton Hotel, Detroit. 

Dec. 13. Assn. of National Advertisers, 
workshop on “Gaining Sales Force and 
Trade Support for Your Promotional Pro- 
gram,” The Plaza, New York. 

March 26-30, 1961. National Business 
Publications, annual spring meeting, El | 
Mirador, Palm Springs, Cal. 
May 21-24, 1961. National Newspaper | 
Promotion Assn., annual convention, Wal- | 
dorf-Astoria Hotel, New York. 

June 19-21, 1961. American Marketing 
Assn., 44th annual conference, Ambassa- 
dor Hotel, Los Angeles. 

Oct. 6-9, 1961. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
New York. 


bourbons Go Far in Fargo! 


Over 18 of the nation’s leading 
bourbons are advertised in 

The Forum to GO FAR in FARGO 

Only the Fargo Forum sells 4 of North Dakota+ western 


Minnesota + the largest metropolitan market between 
Minneapolis and Spokane! 


The Forum reaches 3 out of 5 families in this 20- 
county market, 9 out of 10 in the Fargo-Moorhead 
metropolitan market (compared to only 8% 
coverage by any Minneapolis daily). Now a 
SRDS additional standard metro area, Fargo is 
still Ist in the nation in retail sales per household. 


20 counties; 2 states, but only one market 
of 345,100 people, solidly sold 
by one newspaper! 


Largest circulation in North Dakota & western Minnesota 


Represented by Kelly Smith Company 
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Creative Man, IBM 
And Irate Readers 


To the Editor: About “Creative” 
Man’s Corner (please leave those 
quote marks right where they are) 
in the July 18 issue: 

Occasionally I agree with your 
anonymous columnist-critic. But 
this time he goes too far, panning 
IBM’s fine ad: “Its beauty is just 
a bonus.” 

He evaluates the ad as “cryptic” 
and complains about it’s “paucity 
of information.” According to his 
testimony, 
enough information about the IBM 
Electric. He intimates that the 


business man is being ignored in| 


his quest for facts. 


Now I ask you, just what does | 
the business man really have to! 


SSSSSFSSS 


Goethe once wrote a couple of sentences that 
I like to think about every once in a while. 


“Strange,” he said, “is the song of prophecy. 
Twice as strange what is to be.” 


We are living in a wonderful era. But 
what we have now is just the prelude to 
more wonderful years ahead. 


New businesses will come into being. 

We will see the tragedy of established businesses 
failing to keep pace. And feel the vigor and 
inspiration of new leaders on the business scene. 


Who will be the leaders of the next decade? 
And the decade after that? Surely they 

must come from among those who sell the 
character and achievements of their companies, 
as well as the virtues of their products. 


A good name, as good management 

knows so well, is of great value in the market 
place and in all things. Nowhere is it 

more important than among share owners 
and throughout the financial gommunity. 


SPONSORED BY BARRON'S, THE NATIONAL BUSINESS AND FINANCIAL WEEKLY 


SSSssssss 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


| ficient 
the ad fails to give) 


| Time, Business Week, etc., when he 


THE | 
WONDERFUL 
YEARS 
AHEAD 


know about electric typewriters? 
How it saves his money? Please, 
not that old, unbelieveable device 
again. How his secretary will come 
early and stay late just because 
her wise boss installed electrics? 
Ridiculous and insulting! Maybe 
IBM should tell all about the dou- 
ble milled, chrome plated, carriage 
rocker toggle bolt that saves 7” of 
ribbon per annum. Who cares? 
And if the business man in ques- 
tion doesn’t already know that 
electric typewriters are more ef- 
than standard models, 
what’s he doing reading Fortune, 


and clear, that the handsome ma- 
chine dramatically displayed in 
the ad is an electric typewriter, is 
beautiful, is made by IBM, and 
that its good looks are more than 
skin deep. And if “Creative Man” 
thinks that functional beauty and 
the IBM name aren’t enough to 
sell typewriters, he should take a 
good look at the IBM prospectus 
and annual report. 

I say that IBM should be con- 
gratulated for breaking with the 
stupidity of traditional typewrit- 
er ads, for recognizing that the 
business man has a brain, and for 
having enough pride in their prod- 
uct to resist rubbing the reader’s 
nose in a glob of unbelievable, ad- 
verby, clap-trap copy. 

There! Now I feel better. 

Guy B. Day, 


should be scanning the help want- 
ed ads? 

For my money, this ad does tell 
the business man exactly what he 
needs to know. It broadcasts, loud 


ie Carson/Roberts, Los Angeles. 


e 
To the Editor: Why does this 


section of your otherwise excellent 
publication have to consistently 
slap the hands of any advertising 
approach which smacks of brilliant 
innovation or artistic genius? The| 
column’s title is certainly anoma- | 
lous to its actual performance. 
The IBM ad which was criticized | 
as cryptic instead deserves the | 
high commendation for inspired | 
genius. Considering the intelli-| 
gence of the audience to which 
this ad is directed, the subtle in- 
nuendoes drive home a far more | 
powerful selling message than ever 
could be done by spelling it out | 
with 150 well honed words. I un-| 
derstand, however, that if this type | 
of ad received too many accolades, | 
the “wordsmith” profession might | 
become understandably alarmed. 
Paul D. Fillinger, 
Products Promotion Manager, 
Electric Steel Foundry Co., 
Portland, Ore. 


* * + 
‘Get Out Vote’ Campaign 
Is Brainchild of Ad People 
To the Editor: How nice of you! 
Thanks so much [for the picture 
and caption July 25 pointing to 
ex-adman Cornelius’ appearance 
on both political convention pro- 
grams]. Funny and interesting .. . 
but this whole campaign of ours 
to get people to vote, to be active 
citizens and, perhaps most im- 
portantly, to change—as we are 
—from a few to millions of gifts 
from people who ask no political 
favors has been conceived and 
executed by advertising people... 
John C. Cornelius, 
President, American Heritage 
Foundation, New York. 


By WARNER S. SHELLY 
PRESIDENT 
N. W. AYER & SON INC. 


7 * * 
How to Read an Ad 

To the Editor: Re: Back page of 
your July 25, 1960, issue. 

I guess that the Chronicle means 
to suggest that either the poten- 
tial advertiser or the reading pub- 
lic had better not lean too heavily 
on the Chronicle. : 

Am I getting the right message? 

G. Lampert, 

Gerald Lampert Advertising, 

Toronto. 

The ad for the San Francisco 
Chronicle is a cartoon showing a 
cowboy, engrossed in the paper, 
leaning against a mail-box news- 
paper holder marked “Chronicle.” 
A woodpecker has pecked away 
the post. The way we read it, 
Chronicle readers are so engrossed 
in reading the paper, they don’t 
notice a woodpecker’s rat-a-tat- 
tat. 

* . . 
Belgians Win Many Awards 
for Filmed Commercials 

To the Editor: I read with in- 


|terest Harry Wayne McMahan’s 
article on “European Commercials: 


|What’s New...”in the June 20) NEW YORK CHICAGO 
|issue of ADVERTISING AGE. A very | 50 Broadway 711 W. Monroe St. 


good article, indeed, but there is 
one sentence in it which we regret: 

“Denmark, Sweden, Switzerland 
and Belgium win occasional awards 
(in commercial film festivals), but 
their production is directed at their 
local markets.” 

I can’t speak for the other 
three, but let’s stand up for Bel- 
gium. Belgian producers do not 
win “occasional” awards: Belgium 
has won one or more awards every 
year since the beginning of sys- 
tematic contests. One firm, Bel- 
gique-Ciné-Publicité, for example, 
has three times won the top prize 
in the European festivals—Paris 
1954, Milan 1957, and Cannes 1957. 

Second point: The four Belgian 


producing firms (Belgique-Ciné- | 


Publicité, Vandam K. H., Publi- 
Ciné and Ecran-Publicité) are 
more than delighted to produce 
cinema films or tv spots for coun- 
tries other than Belgium. Belgian 
agencies will be pleased, too, be- 
cause such orders, by permitting 
growth of production facilities and 
cross-fertilization of experience, 
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| will give us even better work. 
| Belgique-Ciné-Publicité, probably 
\the biggest producer, has already 
|done a number of films for South 
| America and Africa and is work- 
ing on projects for major Euro- 
pean markets. 

Why should English-language 
advertisers consider filming in 
Belgium? 

Four reasons: (1) Thanks to 
centuries of close relationship with 
English-speaking countries, the 
Belgians are easy to work with; 
(2) at the present time, production 
costs are often substantially lower 
than elsewhere for top quality 
work; (3) Belgian specialties are 
live-action films using an extra- 
ordinary kind of semi-surrealist 
| humor and stop-motion animation 
| of objects (an example of this hu- 
mor would be one of the Belgian 
winners of this year, “Color lets 
| you escape from it all...,” a live- 
|action film demonstrating the ad- 
ventures of a prisoner who paints 
| his way free of his cell—including 
| painting out the bars!); (4) Bel- 


Since the first coin came from the first mint, men 
have been divided into two groups: Those who 

work for money, 
to work for them. 


and those who put money 


Barron’s readers have a tremendous stake in 
developments that affect the profitability 

of investment dollars. These readers understand 
finance . . . eagerly pursue information that helps 
them to form sound opinions and to 

make successful investment decisions. 

In this large body of readers are substantial numbers 
of key individuals whose advice is sought by others. 
They are the hard core of the “community” 

that largely determines the flow of investment 
dollars in this country. 


Not Only is Barron’s circulation of this high, 
significant calibre . . . but that circulation today is 
larger than ever—well over 100,000 subscribers. 
And Barron’s also continues to attract more 
advertisers . . . corporations which recognize the 
value of getting so directly and economically to men 
who shape corporate reputations. 


Finance is at the 


beginning and end of every 


successful corporate trail. Barron’s moves the 
minds that mind the money. 


BARRQ@N > 


+++ where advertising, too, is read for profit! 


388 Newbury St. 2999 W. 6th St. 


LOS ANGELES CLEVELAND 
1325 Lakeside Ave. 
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gian films have proved their sales 
effectiveness: I can cite a specialty 
product which I’ve been handling, 
where sales have gone up 100% 
over a year’s time, thanks to $15,- 
000 invested in cinema during that 
period. The film used cost $2,500, 
including stop-motion effects, three 
actresses, for the live-action se- 
quences, a specially composed mu- 
sical track, filmed in full color, 
one minute in length. Incidentally, 
this includes recording the spoken 
sound track in both French and 
Flemish, since everything we do 
here has to be in two languages. 
This price is considered to be 
rather high (the stop motion in- 
volved as many as 100 objects at 
a time). Working in 16mm, rather 
than 35mm, and in b&w rather 
than color would bring the price 
down proportionately, 

I hope that this information will 
be of use to the readers of ApvER- 
TISING AGE. 

Albert Stridsberg, 
McCann-Erickson, Brussels. 


Design Engineers of the World, 
Arise! You Have Nothing ... 
To the Editor: We are amused 
by the cover of Product Engineer- 
ing. 

The story describing the cover 
photograph identifies the indi- 
viduals pictured. Those with coats 
are the titled barons (e.g., vp, chief 
project engineer, etc.) while the 
shirtsleeve peonage consists of 
simply “design engineers.” 
Perhaps we’re being a little pic- 
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ayune, but this seems to us a step 
backward toward some sort of in- 
dustrial caste system, (And how 
will the members of the shirt- 
sleeve contingent explain their sar- 
torial shortcomings to family and 
friends? ) 


A. Lovell Elliott, 
A. Lovell Elliott Advertising, 
Columbus, O. 


e * s 
Keynoter’s Speech Was 
Hucksterism at Its Worst 

To the Editor: Congratulations 
on your erudite July 25 editorial, 
“Are Our Standards of Living Too 
High?” 

Fortunately or not for advertis- 
ing, the Democratic Party’s wordy 
platform whips other areas of 
American activity as well. Their 
evident objective was to leave 
nothing untouched except perhaps 
the kitchen sink, spotless for years 
thanks to the typical housewife 
and our nationally advertised soap 
cleansers. 

Chester Bowles’ was a polished 
presentation in Los Angeles, using 
dramatic advertising and selling 
techniques at their best. 

On the other hand, Sen. Church 
stooped to “hucksterism” at its 
amateurish worst in his convention 
keynote speech. 

I’m not alone in being against 
any political party platform plank 
attempting to dirty up our sinks or 
downgrade an industry that has 
done more to improve our nation’s 


in existence. 
It is regression in purest form. 
R. F. MacLeish, 
Manager, General Advertising, 
Sentinel-Star, Orlando, Fla. 


¥ 

To the Editor: It is difficult to 
understand people in high political 
office failing to recognize the im- 
portant role advertising has played 
in maintaining a high level of em- 
ployment and the highest living 
standards in the world. It would 
also seem readily apparent that 
advertising has done much to re- 
duce the cost of living by facilitat- 
ing mass production through mass 
consumption. 

Unfortunately, however, the ad- 
vertising industry has sustained 
some unfavorable publicity which 
in many instances has been mag- 
nified beyond reasonable propor- 
tions. For that reason and since 
the industry is currently being 
attacked by certain forces, edi- 
torials such as yours portraying 
the salutary effects of advertising 
should be reproduced in every 
available medium. 

Robert D. Nelson, 

Marketing Manager, Los An- 

geles Times. 


* 

To the Editor: What an excellent 
editorial! 

As the spokesman for advertis- 
ing, it was smart of you to refuse 
to let those political blowoffs pass 
without an immediate exposure 
showing just how fallacious they 
really are. 

You have emphasized in no un- 
certain words what I am sure ev- 
ery intelligent executive sincerely 
believes. 

It is too bad some politicians 
don’t ever grow up—and thus have 
never understood what has made 
our country great. 

B. P. Mast Sr., 

Chairman of the Board, Con- 

over-Mast Publications, New 

York. 


Not All Democrats Have 
Been Against Advertising 

To the Editor: I have just read 

a compelling little book of 44 pages 
called “Lasting Ideas.” Published 
in 1956 by Reader’s Digest, it con- 
tains a number of statements 
about advertising. by business men, 
economists, men of letters and 
statesmen. 
. In view of the various unpleas- 
ant references to advertising made 
by leaders of the Democratic Party 
at their recent convention, I 
thought the following statements 
were particularly interesting: 

“IT read but one newspaper and 
that more for its advertisements 
than its news.” (Thomas Jeffer- 
son) 

“If I were starting life over 
again, I am inclined to think that 
I would go into the advertising 
business in preference to almost 
any other. This is because adver- 
tising has come to cover the whole 
range of human needs and also 
because it combines real imagina- 


tion with a deep study of human | 


psychology. Because it brings to 
the greatest number of people ac- 
tual knowledge concerning useful 
things, it is essentially a form of 
education . . 
ever-growing rapidity to the dig- 
nity of an art. It is constantly pav- 
ing new paths ... The general 
raising of the standard of modern 
civilization among all groups of 
people during the past half century 
would have been impossible with- 
out the spreading of the knowl- 
edge of higher standards by means 
of advertising.” (Franklin D. Roos- 
evelt) 

“Advertising has induced prog- 
ress in the use of manufacturers 
of new materials, new tools, and 
new processes of manufacture by 
ealling their attention to econ- 
omies which could be achieved and 
to the new uses to which they 
could be put. Without such adver- 
tising, information of this kind 


standard of living than any other !would take years to reach all of 


. It has risen with | 


those who might benefit by it and 
progress would be delayed.” (Har- 
ry S. Truman) 

“The American standard of liv- 
ing is due in no small measure to 
the imaginative genius of adver- 
tising, which not only creates and 
sharpens demand, but also, by its 
impact upon the competitive proc- 
ess, stimulates the never ceasing 
quest of improvement in quality 
of the product.” (Adlai E. Steven- 
son) 

The Democrat “New Frontiers- 
men” will soon embark on a long 
and hard campaign. Before they 
go, they may well give further 
thought to the character of ad- 
vertising, drawing on the wisdom 
of the men who led their party to 
power and molded many of its 
present day philosophies. 

J. B. Page, 

J.L. Clark Mfg. Co., Rockford, 

Tl. 


AA's Pulling Power 
Is Long in Time 

To the Editor: More than two 
years ago we were very pleased 
to receive an editorial mention of 
an advertising results checking 
sheet which we supplied to our 
mail order advertisers to help 
them evaluate the effectiveness of 
their advertising schedules and 
media (AA, April 1, 57). Dur- 
ing’ the months that followed we 
received a large number of re- 
quests for these sheets from your 
readers. 

This confirmed our opinion that 
your publication has considerable 
trade impact. You can imagine our 


surprise when we received a re- 
quest more than two years later. 
Obviously your publication has 
considerably longer life among 
some of your readers than we 
would have suspected. 

Adolph J. Auerbacher, 
Assistant Classified Advertis- 
ing Manager, New York Her- 
ald Tribune. 


Reader Karsch Suggests 
Solutions to a Few Problems 

To the Editor: In regard to the 
Kodak advertisement reprinted in 
your issue of June 27: 

Isn’t it possible that the East- 
man company printed the picture 
of the two youthful baseball play- 
ers from the reverse side of the 
negative? By holding up the page 
to the light and looking at the pic- 
ture from the back side, the play- 
ers fall into proper position. 

In regard to the Florida hotel 
ad reprinted on Page 73 of your 
July 18 edition and the word 
“Damn” objected to by an account 
executive in Texas: 

The late Walter Williams, found- 
er and first dean of the school of 
journalism of the University of 
Missouri, had a deskbook for stu- 
dents of that school. In a chapter 
entitled “Writing the Story” was 
a subhead labeled “Some Things 
to Omit.” The latter had this final 
admonition: “Do not give disgust- 
ing or improper details. Too high a 
standard of good taste never gave 
offense to those of lower stand- 
ards, but an item written in bad 
taste will shock part of your read- 
ers.” The last sentence bears re- 
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reading. s 

You willl recall in that long 
novel, “Gone With the Wind,” the 
book ended with Rhett Butler ex- 
pressing his lost affection for Scar- 
let with the words “I don’t give a 
damn.” The movie version finally 
ended with the film makers leav- 
ing the word “damn” in the pic- 
ture. 


. Albert Karsch, 
Advertising Manager, News, 
Farmington, Mo. 

° oa 

The Perils of Publishing 

An Effective Magazine 
To the Editor: Have you a quiet 

corner a verse might occupy? As- 
suming of course that you like it, 
and agree that there may be pit- 
falls in a consumer publication 
proving too effective an advertis- 
ing medium? 


The Publisher 

My Very Favorite Magazine 

(A truly effective advertising me- 
dium) 

Philadelphia, Pa. 

Dear Sir: 

This reader 

Thinks your book is great— 

Attractive and compelling. 

Terrific text 

And ads create, 

Strong atmosphere for selling. 

But sir, I simply can’t 

Renew, 

Although your book’s a honey. 

Your ads have been 

Your Waterloo— 

I’ve now spent all my money. 

J. G. Long, 

Public Relations Department, 
Gray & Rogers, Philadelphia. 


“Nothing endures but personal qualities.” 


These words from the pen of Wait Whitman 
account for the great music which has endured 
the years. Each composition reflects the 
personal qualities of its composer. This same 


reflection could easily be applied to quality radio 


and television stations of today... the dedicated 
efforts of those behind the scenes to constantly 
bulid and maintain a quality image. 


TELEVISION abe 
RADIO abc/nbe * DALLAS 


Serving the greater OALLAS-FORT WORTH market 


BROAOCCAST SERVICES OF THE DALLAS MORNING NEWS 


Represented by 833 The Original Station Representative 
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On FOUNTAIN SQUARE 
...0r ANYWHERE 


Of all the folks you see 
from ABC Cincinnati... 


CINCINNATI 


POST 


TIMES-STAR 


*B. L. Schapker Market Research 


Total ABC circulation, the largest 
daily in Cincinnati history... 
273,148 


The Newspaper that 
Spends the Evening 
with Almost 
1,000,000 Readers 


ROBERT K. CHANDLER 
Manager,General Advertising Department 
* 


Represented by 
The General Advertising Department 
SCRIPPS-HOWARD Newspapers 


coffee liqueur afler 
a superb er. 


THIRD COFFEE BREAK—The new fall campaign for Tia Maria coffee 
liqueur has no body copy; the “third coffee break” tent card that is 
being merchandised to restaurants carries the message. Two-color 
| ads, many full pages, will appear during October, November and 
December in Gourmet, Harper’s Bazaar, House Beautiful, The New 
Yorker and Town & Country as well as in House & Garden Book 
of Decorating & Entertaining. Homer Groening Advertising, Port- 
land, Ore., is the agency. Byron Ferris is the designer and Don 

Condit the photographer. 


in Addition, U. S. 
Revamps Definitions 
of Some Older Areas 


| WasHINGTON, Aug. 9—Twenty- 
jone new standard metropolitan 
| statistical areas were created last 

week on the basis of 1960 census 

figures, and three more will be 
| added as soon as boundary studies 
|are completed. Thus the old total 
j}of 192 metropolitan areas will 
| climb to 216. 

Although a population of at least 
|50,000 in a city or twin cities is 
|necessary to qualify for inclusion 
|in the list of metropolitan areas, 
|many of the newly created areas 
|top that figure by considerable 
|margins. Fort Lauderdale-Holly- 
| wood, Fla., for example, starts off 
| with a total of 329,406. 
| Six of the new areas are in Tex- 
jas, including Texarkana, which 
|overlaps into Arkansas. The three 
|incomplete areas are all in Con- 
|necticut, embracing Meriden, New 
|London-Groton, and Norwalk. 
| Commuting studies are now in 
|progress to determine the towns 
to be included in these three areas. 


® The Bureau of the Budget co- 
ordinates metropolitan area activi- 
ties for the government and an- 
| nounced the additions to the list of 
standard metropolitan statistical 
| areas. Simultaneously, the Bureau 
of the Census issued population 
|figures for the new areas. Com- 
|bining information from these 
|sources produces the following 
table, in alphabetical order: 


Area 


1960 1950 

| Abilene, Tex. ............00 119,618 85,517 

| Abilene city 89,648 45,570 
29,970 39,947 


Outside city 


“60 Census Data Create 21 New 
Standard Metropolitan Areas 


Jones County ............ 
Taylor County 


Albany, Ga... 
Albany city .............. 
Outside city .............. 
Dougherty County .... 74,787 
Billings, Mont. .............. 78,001 
Billings city .............. 52,249 
Outside city ............ 25,752 
Yellowstone County 78,001 
Brownsville-Harlingen- 
San Benito, Tex. 
CRIN: piciesceescesc0.s 149,901 
Brownsville city ........ 47,831 
Harlingen city ...... 40,765 
San Benito city ...... 16,320 
Outside cities .......... 44,985 
Cameron County ... 149,901 
Colorado Springs, Colo. 142,643 


Colorado Springs city 69,181 


Outside city .......... 73,462 
El Paso County ...... 142,643 
Eugene, Ore. «0... 160,742 
Eugene city ............ 50,169 
Outside city ............ 110,573 
lane County .......... 160,742 
Fargo-Moorhead, N. D. 
Fei.” Sensduedustabincoereces 104,983 
Fargo City  .......-...0 46,491 
Moorhead city ...... 22,808 
Outside cities ........ 35,684 
Cass County .......... 66,278 
Clay County .......... 38,705 
Fort Lauderdale-Holly- 
wood, Fla. ............. 329,406 
Fort Lauderdale city- 81,806 
Hollywood city ......... 34,570 
Outside cities ........ 213,030 
Broward County ... 329,406 
Great Falls, Mont. ... 73,203 
Great Falls city ...... 55,246 
Outside city ........... 17,957 
Cascade County .. 73,203 
Huntsville, Ala. ........ 116,612 
Huntsville city ..... 71,880 
Outside city .......... 44,732 
Madison County ... 116,612 
lake Charles, la. ..... 142,307 
lake Charles city . 62,395 


22,147 
63,370 
43,617 
31,155 
12,462 
43,617 
55,875 
31,834 
24,041 
55,875 


125,170 


125,776 


89,240 
38,256 
14,870 
36,114 
58,877 
30,363 


83,933 
36,328 
14,351 
33,254 
83,933 
53,027 
39,214 
13,813 


53,027 | 


72,903 
16,437 
56,466 


72,903 | 


89,635 
41,272 


Area 1960 1950 
Outside city .......... 79,912 48,363 | 
| Calcasiev Parish .... 142,307 89,635 
}tas~Vegas; Nev. ........ 125,466 48,289 
las Vegas city ...... 63,453 24,624 


Outside city 23,665 
Clark County ... 28 
Lawton, Okla. 55,165 | 
Lawton city 34,757 
Outside city 20,408 
Comanche County .. 89,320 55,165) 
Midland, Tex. ........+ 67,322 25,785) 
Midland city .......... 62,272 = 21,713 | 
Outside city .......... 5,050 4,072 
Midland County ... 67,322 25,785 
Monroe, La. 74,713 
| Monroe city 38,572 
Outside city 36,141 


| Ouachita Parish .... 102,889 74,713 
| Odessa, Tex. 90,298 42,102 
Odessa city 79,960 29,495 
| Outside city ............ 10,338 12,607 
Ector County .......... 90,298 42,102 
| Provo-Orem, Utah ...... 106,777. = 81,912 
a ek eee 35,956 28,937 
ge a eee 18,392 8,351 
| Outside cities ........ 52,429 44,618 
| Utah County ........ 106,777. = 81,912 
|Reno, Nev. ...cccccceeees 83,700 50,205 
Reno city ........ 50,938 32,497 
Outside city 32,762 17,708 
Washoe County ... 83,700 50,205 
| Texarkana, Tex.-Ark. . 90,938 94,580 
Texarkana city (Tex.) 30,448 24,753 
Texarkana city (Ark.) 19,526 15,875 
| Outside cities ........ 40,899 53,952 
| Bowie County ........ 39,707 61,966 
Miller County ........ 31,231 32,614 
| Tuscaloosa, BS Ssessons 108,613 94,092 
Tuscaloosa city ...... 63,125 46,396 
Outside city .......... 45,488 47,696 
Tuscaloosa County .. 1084613 94,092 
BE IG | sestannseiearers 85,295 74,701 
., - ae 51,082 38,968 
Outside city 34,213 35,733 
Smith County ........ 85,295 74,201 


# In addition to the newly es- 
tablished areas, five other changes 
in titles and definitions have been 
made. The Providence, R.I.-Mass. 
area will be known as Providence- 
Pawtucket, R.i-Mass. and 
Youngstown, O., becomes Youngs- 
town-Warren. 

The Oklahoma City area is ex- 
panded by adding a third county, 
Canadian County, in addition to 
Cleveland and Oklahoma Coun- 
ties. The Tulsa area also becomes 
a three-county area by adding 
Osage to Creek and Tulsa Coun- 
ties. Wichita Falls, Tex., becomes 
a two-county area by adding 
Archer to Wichita County. + 


Western Auto Club Books 
Offer Combined Rates 


Five motor club publications on 


Advertising Age, August 15, 1960 


| the West Coast will offer a unified 
rate card effective Sept. 1. The 
books, covering Washington, Ore- 
gon, California, Nevada and part 
of Idaho, are Westways, Motor- 
land, Oregon Motorist, Washing- 
ton Motorist and Inland Motor 


9 
| Club Bulletin. 


| A new organization to sell the 
| combination, Western AAA Pub- 
|lications, has been set up at 150 
|Van Ness Ave., San Francisco. 
Ben C. Tarnutzer, advertising and 
business manager of Motorland, is 
chairman. The combination offers 
a total circulation of more than 
700,000. Each publication will also 
continue its independent sales pro- 
gram. Rate cards will be issued 
before Sept. 1. 


Aubrey Appoints Heggen 

Aubrey, Finlay, Marley & Hodg- 
son, Chicago, has appointed Stan- 
ley M. Heggen assistant media di- 
rector. Mr. Heggen, an account ex- 
ecutive, joined the agency in 1950 
as copywriter. 


U. S. CATHOLIC POPULATION 
JUMPS 37.5°% IN TEN YEARS 
. NOW OVER 44,000,000* 


Penetrate this market in depth 
through its largest magasine— 


CATHOLIC DIGEST 


CATHOLIC DIGEST delivers over 760,000 
net paid circulation with prime character- 
istics for you .. » 


Large families— 
Over 4.04 children per household** 


Urban and suburban readership— 
Only 3.5% are rural, one of the 
smallest percents of all magazines** 


Home owners—— 
75.3% own the 


Large Consumers— 
Spend more money on food per week 
than ahy other magazine audience** 


LOW ADVERTISING COST—one of the 
lowest rates per th i in the mag 
field 


* Several statistical estimates run 
well over 54,000,000, but we are 
quoting the lower figure of 44,000,000 


** Consumer Market Report, 1959 
Daniel Starch 


homes they live in** 


For advertising rates contact .. . 


Eastern Representative 
McClanahan & Co. LE _ 1234 
295 Madison Avenue, New York 17, N. Y. 


West Coast Representative 
John R. Kimball & Co. 
420 Market Street, 


DO 2-9183 
San Francisco 11, Calif. 


Midwest Representative 
Raymond J. Ryan & Co. 
35 East Wacker Drive, Chicago 1, Illinois 


J. J. MeCarthy, Advertising Director 


CATHOLIC DIGEST 


44 EAST 53RD STREET 
New York 22, New York PL 3-0828 


AN 3-2240 


is amplified by 
the South's 
traditional 
warm 
hospitality.’ 


Miss America, 1959 


MARY ANN 
MOBLEY 


_ 


| 


“The Jackson TV market area's 
economic potential 


Serving the Jackson, Mississippi, Television Market 
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Advertising Age, August 15, 1960 


= “It has been one year since I 
last met with you, and in that 
span of 365 days many things have 
happened and, of course, 
some of these events have had an 
important effect upon each of you 
here today. 

“Since we like to think of our- 
selves as members of a team ded- 
icated to achieving similar sales 
objectives, let me give you an in- 
sight into our picture as it existed 
a year ago, where we stand today, 


and where we expect to go, and 
the things we expect to do in the 
year ahead. Some of these events 
ican only be highlighted in my 
talk this morning; our marketing 
| directors and our sales managers 
will cover them in more detail 
| during the course of this meeting. 
“One year ago, we had mapped 
} out a completely new program for 
Hudnut-DuBarry-Sportsman. It 
was a necessary program, and let 

} me tell you why: 


|= “The year 1958 had been a 

distressing year for Hudnut-Du- 
Barry and Sportsman. Sales had 
dropped 20% below the year 1957, 
and returns were still coming back 
}from two national new product 
| ventures—Bliss and Beauty Curl 
}—to threaten our sales and profit 
picture for 1958. In the trade— 
and remember, I was looking at 
our division as an objective out- 
side competitor then—Hudnut-Du- 
Barry was a static, unimaginative 
company, the kind of company 
which is sometimes described as 
| ‘going nowhere fast.’ 

“In April of 1959, in my first 
public appearance as head of your 
division, I addressed a New York 
meeting of the National Assn. of 
Chain Druggists and had to frank- 
ly admit to them that our picture 
had been bleak. But I promised 
them, just as I promised you three 
months later, that this picture 
would change. 

“From a broad management 
point of view, we had to build a 
new identity, a fresh image. In 
place of being known as a static 
company, we had to become known 
as a progressive company. In place 
of being known as an unimagina- 
tive company, we had to openly 
display our creativity. We couldn’t 
be followers, ‘me-too’-ers, imita- 
tors ... we had to become pioneers, 
inventors, innovators. 


s “One year later, I am proud to 
stand before you and report that 
the picture has been changed ... 
and it is still changing. Let me tell 
you how this transformation oc- 
curred. 

“It began with products. We 
had to develop, test, distribute, 
and successfully promote new 
products. And we had to do these 
things quickly, before the declin- 
ing sales curve of 1958 gained 
momentum and made recovery im- 
possible. We had to face up to the 
threat of competitive situations... 
la new home permanent being 
marketed by the Toni Co. (their 
‘no-mix’ formula); the lipstick 
avalanche created by Revlon’s 14 
ipastel shades introduction; the 
jluxury cream competition of Ul- 
tra-Feminine and Ultima, and the 
hair coloring competition of Hel- 
jena Rubinstein. 

“We were very much like a one- 
jarmed swimmer going upstream 
lagainst the current, and forced to 


it 
it 


i, 


@ What Abrams Said at 
= Hudnut Sales Meeting 


On July 11 George Abrams, president of the Hudnut- 
DuBarry division of Warner-Lambert Pharmaceutical Co., 
addressed a Hudnut-DuBarry sales conference in Ber- 
muda, outlining many changes that had been made in the 
division in the previous year. 
portions are excerpted here, give a rare insight into how a 
company goes about remaking itself. The talk is even 
more interesting in view of the fact that on Aug. 8 Mr. 
Abrams resigned as president of Hudnut-DuBarry. 


His remarks, of which major 


make our objective or go under in 
the process. 


s “By the end of 1959, we had not 
only overcome the 20% decline of 
the previous year, but had achieved 
a 21% increase in sales, and an 
80% increase in profits. And for 
the first half of 1960, we are 25% 
ahead of last year! 

“In that first year, we national- 
ly introduced Lip Quick, Flatter 
Fluff, Fashion Quick, Creme Par- 
adox, Dory Masque, Dainty Dry 
roll-on deodorants; Cool Glow; 
conducted two shade promotions 
for Royal lipstick which intro- 
duced ‘Pink is for girls’ and 
‘Snowball of fire’; developed our 
Lip Quick line from its original 
test city lineup of five colors to a 
complete line of 15 shades and an 
assortment of gift cases, and 
placed Head Start hair spray, Sta- 
comb men’s hair dressing, and 
Freedom medicated shampoo into 
test markets. 


= “On the advertising front, we 
changed our image even more 
dramatically. The development and 
execution of our theme ‘Beauty 
first by DuBarry’ has now been 
given millions of consumer im- 
pressions and has become an in- 
tegral part of our philosophy. And 
we have just developed a similar, 
yet distinctive, concept for the 
Richard Hudnut line .. . ‘A Rich- 
ard Hudnut original.’ 

“Where we had been partici- 
pants in programs before, we now 
become major television sponsors, 
with showcase programs like Jim- 
my Durante, Milton Berle, Lucille 
Ball, and our recent one-hour 
George Burns-Jack Benny special. 
At the same time, through the 
sponsorship of ‘Person to Person,’ 
and now, with forthcoming tv pro- 
motional efforts, we maintain a 
continuing identity with the pub- 
lic. 

“Our magazine advertising has 
had a new look. The beauty edi- 
tor of Vogue commented to me 
just a few weeks ago that Hud- 
nut-DuBarry advertising was, in 
her opinion, the finest (and clean- 
est) being done in the cosmetics 
industry today. 


# “And just the other day—mir- 
acle of miracles—I even received 
a letter from the advertising di- 
rector of one of our major com- 
petitors, congratulating us on our 
‘damned good advertising.’ 

“Last summer, in 15 cities, we 
placed on television the Color Glo 
commercial you had seen a pre- 
view of at the July, 1959 sales 
conference. When the figures were 
in, actual retail movement figures 
showed a 37% increase in the 
sales of this product. I mention 
this only because ads are still 
meant to sell, and while we like 
compliments, the greatest com- 
mendation an advertising cam- 
paign can receive is that it sold 
the merchandise. 


s “Similarly, we have had many 
fine comments about our recent 
‘Pink is for girls’ shade adver- 
tising. Perhaps that’s the reason 
this new lipstick color was a com- 
plete sell-out and we had to re- 
order twice since it was placed on 
the market. 

“The sort of success we have 
enjoyed—and I think this is true 


my ee 


Last Minute News Flashes 


Best Food Revamps Marketing, Promotes Four 


New York, Aug. 12—The Best Foods division of Corn Products 
Sales Co. has reorganized its marketing department with the ap- 
pointment of three marketing directors and a national sales manager 
—all vps. Named to the new marketing director posts are Walter A. 
Moore, formerly vp, marketing planning; Edmund F. Stefenson, for- 
merly director of advertising; and John M. Volkhardt, formerly as- 
sistant general sales manager. J. Mark Coe, formerly southern re- 
gional manager, is the new national sales manager. Albert Brown 
continues as advertising vp, with added responsibilites for the home 
service department, production services and market research. All five 
vps report to William A. Schroeder, exec vp and head of the division. 


Butcher Named Head of Jim Nash Associates 


New York, Aug. 12—Thomas C. Butcher has joined Jim Nash As- 
sociates as chairman of the board and chief executive officer, a new- 
ly created position. He was previously president of Brown & Butcher 
and before that was with Lennen & Newell and William Esty Co. Eric 
H. A. Teran continues as president and Gerald Frisch as exec vp of 


Allmayer, Fox & Reshkin ‘Affiliates with Weiss 


Cuicaco, Aug. 12—Edward H. Weiss & Co., Chicago, and Allmayer, 


Fox & Reshkin, Kansas City, have announced an “affiliation ar- 
rangement” between the two agencies, after several months of dis- 
cussion (AA, March 2). As part of the arrangement, S. Jerome 
Reshkin, exec vp of Allmayer, Fox, will become a vp at Weiss in 
Chicago, bringing with him the Wish-Bone (Thomas J. Lipton Inc.) 
account. 


DDB Gets $1,000,000 Warner Garments Account 


BRIDGEPORT, CONN., Aug. 12—-Warner Bros. Co. has appointed Doyle 
Dane Bernbach to handle its $1,000,000 Warner’s bra, girdle and 
corselet account. Doyle Dane Bernbach, C. J. La Roche & Co., the com- 
pany’s agency of 12 years standing, and two other unidentified agencies 
were invited to make presentations for this account last month (AA, 
July 25). 
the industrial design organization. 


Reynolds Gets Segment of Canadian Industries 


MonTREAL, Aug. 12—Canadian Industries Ltd. today appointed 
E. W. Reynolds Ltd., Toronto, to handle advertising for about one- 
third of its business, estimated to bill about $500,000. The business 
includes corporate advertising and the ammunition, Fabricoid, ex- 
plosives, chemicals and plastics divisions. Cockfield, Brown & Co. is 
the former agency. 


Courtaulds to Move Account to D’Arcy in ‘61 


New York, Aug. 12—Courtaulds (Alabama) Inc., maker of fibers 
for apparel and fabrics, will move its account to D’Arcy Advertis- 
ing Co., New York, some time in 1961. The account is now with 
Mogul Williams & Saylor, where its “contract has more than a year 
to run.” Courtaulds has been billing about $1,000,000 a year. 


Peltier Leads Armour: Other Late News 


e Noel C. Peltier, advertising manager of Armour Foods, Chicago, 
has resigned, and no successor has been named. Mr. Peltier had 
been with Armour since 1949. 


e James E. Borendame has been named to the new position of di- 
rector of marketing and public relations of Fansteel Metallurgical 
Corp., North Chicago, Ill. He formerly was director of marketing 
services of Acme Steel Co., Chicago. 


e Klau-Van Pietersom-Dunlap, Milwaukee, has resigned the Black- 
hawk Mfg. Co. account, which it has handled since 1924. Blackhawk 
makes hydraulic pumps, jacks, rams and other supplies for the au- 
tomotive industry. The account bills about $100,000. 


e Amity Leather Products Co., West Bend, Wis., is pulling its ad- 
vertising out of Gordon Best Co., Chicago, and is expected to name 
a new agency soon. Edward H. Weiss & Co., Chicago, handles adver- 
tising for Amity’s Rolfs division. 


e Anaconda Wire & Cable Co., New York, has switched its account 
from Kenyon & Eckhardt, New York, to G. M. Basford Co., New 
York, effective Sept. 1. 


e Arthur J. Foster, formerly advertising and sales promotion man- 
ager of the Thermoid division of H. J. Porter Co., has been ap- 
pointed advertising and sales promotion manager of American Busi- 
ness Systems, Philadelphia, manufacturer of business forms and 
tabulating cards. 


e Fairchild Publications, New York, has confirmed that it will bring 
out a new paper for the drug store field (AA, Aug. 8). Launching 
is scheduled for next year. The weekly will be the ninth Fairchild 
paper and will be edited by Morton Stark, news editor of Supermar- 
ket News since its inception in 1952. 


e Edgar M. Griswold has joined William Esty Co., New York, as a 
vp and account executive. He has been with Procter & Gamble for 
the past 10 years,-most recently as advertising manager of Clorox 
Co., a P&G division. 


e William W. Coldren has been promoted from assistant to adver- 
tising manager of Boeing Airplane Co., Seattle. Before joining Boeing 
in 1956, he was at N. W. Ayer & Son. 


e Cohen & Aleshire, New York, has been appointed to handle ad- 
vertising for Tillie Lewis low-calorie foods, Tasti-Diet low calorie 
salad dressings and several specialty foods sold by Flotill Products, 
Stockton, Cal., the parent company. Packaging redesign is in progress 
and advertising breaks next month in spot television, newspapers 
and magazines. Grant Advertising is the previous agency. 


of everything in life—has not been 
without its problems. Let’s “take 
the two principal problems and 
analyze them for a moment. 

“Lip Quick had been a phenom- 


‘enal success. Since its introduc- 
tion last October, we have sold 
well over 5,000,000 lipsticks, and 
on the basis of all ‘known data, 
we are the second largest selling 
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LADY—This is part of the current 
Hudnut-DuBarry campaign. 


lipstick in America. 

“We must never forget this 
about Lip Quick... . We were the 
pioneers, and pioneering is never 
easy. We found a radically dif- 
ferent concept, the first really 
new approach to lipsticks in 50 
years, and we blazed a new path 
in one of the most competitive 
categories in the cosmetics indus- 
try. We would have preferred to 
wait many months until all the 
‘bugs’ were out of this product. 
That was impossible at the time. 
We knew of at least three major 
competitors who had laboratory 
staffs working assiduously on a 
roll-on lipstick. Only two months 
after we marketed Lip Quick, a 
division of Coty, one of America’s 
largest lipstick manufacturers, had 
one on the market. At this mo- 
ment, we know of an even larger 
lipstick maker who believes his 
roll-on formula is ready for mar- 
keting. 


= “Like the original ballpoint 
pens, we had formula and mechan- 
ical difficulties. Like these same 
manufacturers, we have never 
stopped working to improve the 
original product. Today—and this 
is verified by both U. S. Testing 
Laboratories and the M. A. Wal- 
lach Research Corp.——Lip Quick is 
99.44% right as a product. As a 
matter of fact, in a recent four- 
week study conducted at the retail 
level by an outside research firm, 
only two Lip Quicks were found 
unsatisfactory out of thousands 
checked. 

“The future of Lip Quick will 
depend, in my opinion, upon sev- 
eral things .... but, primarily, upon 
you, the salesman. It must start 
with your having confidence in 
this new and improved product, 
and it must end with you having 
displayed it on the counter, where 
the consumer can see it and pur- 
chase it. If you do these things, we, 
in turn, can give Lip Quick con- 
tinued support ... And you will 
see in the presentations by both 
advertising and our Hudnut mar- 
keting director that we plan to 
give Lip Quick some dramatic 
support in the months ahead. 


= “Now, let’s talk about our sec- 
ond major problem—Fashion 
Quick. 

“May I say, first, that we have 
the best home permanent on the 
market. I didn’t say ‘better than 
most’ or call Fashion Quick ‘above 
average.’ It is the best. And we 
have this in writing from thou- 
sands of women who have used 
our home permanent, plus the 
word of experienced beauticians 
who have applied it professionally. 

“It is also the most expensive 
home permanent, largely because 
it costs more to make than a regu- 
lar home permanent. But its price 
also makes it the most profitable 
to the retailer. 

“You all know the problem we 
faced last fall: The FDA decision; 
| the substitution of the new neu- 
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tralizer; and the two-month period 
during which Fashion Quick was 
off sale. But here are a few facts 
you don’t know .. . and, in my 
mind, they are pretty impressive. 


® Food and drug stores across the 
U.S. are regularly audited by 
A. C. Nielsen Co. They are Amer- 
ica’s largest research firm in this 
field. We receive bi-monthly re- 
ports from Nielsen, on Fashion 
Quick movement. What does Niel- 
sen report about Fashion Quick? 
Just this: Fashion Quick has 
shown an increasing share of mar- 
ket for every reporting period 
since it was first introduced, and 
on the latest preliminary report, 
covering the March-April period, 
still another increase was noted. 
This is borne out by our own sales 
records. Fashion Quick, added 
to current,factory sales of Quick 
and Pin Quick is running 30% 
ahead of 1959. 

A national sales pattern does 
not always reflect itself on the 
local level. But regardless of your 
individual sales level on Fashion 
Quick, the fact that you know our 
home: permanent is first-rate, plus 
the fact that you know it can 
make competitive inroads when 
properly promoted, should give 
you encouragement that we are in 
the home permanent business as 


.no small contender. 


Mr. Abrams then stated that 
the company would not enter the 
aerosol-type home permanent mar- 
ket. 


® “In 1959, Lip Quick and Fashion 
Quick were our two major nation- 
al introductions. In the first half 
of 1960, Creme Paradox and Dory 
Masque on the DuBarry side of 
the house, have thus far been this 
year’s two major national intro- 
ductions,” Mr. Abrams continued. 

“Those of you who were here at 
the sales conference last year will 
recall my telling you about the 
Dory Masque. There were certain 
things about this product I couldn’t 
tell you then, because we were 
still in such a preliminary stage of 
investigation. Today the full story 
can be told—and it is rather ex- 
citing. 

“You will recall that the Dory 
Masque first came to my attention 
last June, and I reported to you at 
the July sales conference on the 
astonishing results it had achieved 
in our ‘backyard’ consumer testing 
with Warner-Lambert employes. 
But we are, by nature,’ skeptics. 
What I am saying is that these 
reports were too good to be true. 
We took them with a grain of salt. 

“Then, to be as objective about 
Dory as possible, we hired Benson 
& Benson, a Princeton, N.J., re- 
search firm, and asked them to 
consumer test the Dory Masque 
for us. 


a “Next, we had to determine 
how receptive women would be to 
the idea of a masque made from 
marine algae. We got our answer 
unexpectedly when one of our 
demonstrators appeared on an in- 
terview program in St. Louis and 
demonstrated the Dory Masque. 
Within 24 hours, station KSD-TV 
had 735 telephone inquiries about 
the product, and the following 
week the station forwarded to us 
approximately 300 letters from 
women asking whére they could 
purchase Dory. 

“Finally, after securing distribu- 
tion, our first advertisement ap- 
peared last month. Saks Fifth 
Avenue re-ordered three times in 
less than a month. Macy’s of Kan- 
sas City sold $1,000 worth the first 
week. In New York City, at our 


month of promotion. We know 
from our trade reports across the 
country that this ‘Beauty first by 


this is just the beginning. 


= “Now let’s look at our second 
success story of 1960—Creme Par- 
adox. 

“When I talked to you about 
Creme Paradox a year ago, all we 
could present to you was a blue- 
print. On this table stood mockups 
of our packaging—crudely lettered 
jars which gave only the faintest 
resemblance to what was actually 
to be achieved. The product itself 
was in the second phase of its 
consumer testing, but we had suf- 
ficient results in by that time 
to indicate our laboratory had 
achieved a new dimension in lux- 
ury night creams. 

“Now what has been the result 
of our introduction of Creme Para- 
dox? 

“All of you know it has been 
selling, for your own orders reveal 
that fact. But let me reveal to you 
now, for the first time, the scope 
of its success. It is this simple, and 


is now the largest volume item in 
the entire DuBarry line. 

“We have additional plans for 
Creme Paradox as we move into 
1961, but again, we must keep 
‘classified’ labels on these ideas, 
for ours is a most competitive and 
communicative industry. 


= “Now, let me move, for a mo- 
‘ment, to our third divisional seg- 
ment—Sportsman—where a lot of 
activity has been taking place be- 
hind the scenes. 

“The case history of Sportsman 
is very much like the story of our 
entire division. In 1958 it was 
suffering from a variety of ail- 
ments, but mainly a loss of volume 
and a lack of profits. Very frankly, 
your management had even con- 
templated the disposal of Sports- 
man...It looked like a hopeless 
task to fire it new life. 

“I can report to you the patient 
is now doing well. 

“By the end of 1959, the decline 
in sales of Sportsman had not only 
been corrected, but the line actual- 
ly showed an increase over the 
previous year. The same has been 
true every month of 1950... 
Sportsman is ahead of 1959 and 
should show a nice increase for 
the year. And it will be in the 
profit column, not the loss column, 
this year. 


= “Now how did this come about? 
What was the surgery I men- 
tioned earlier? How do you revive 
a dying line? 

“The first thing we did was to 
review our competition and our 
methods of distribution. We dis- 
covered that while Sportsman car- 
ried the image of a ‘class’ line, so 
did Shulton and Yardley and Sea- 
forth. Yet the basic difference was 
that these competitive brands 
were in mass distribution, while 
Sportsman, under its franchise 
system, was confined to a limited 
number of outlets. 

“This meant that at all times we 
were under a competitive disad- 
vantage. For in outlets where we 
held a franchise, our competitors 
were also present. And in outlets 
where we did not sell, they were 
also there. This meant, therefore, 
that unlike the DuBarry franchise 
system, where we find other fran- 
chise lines following our same 
marketing pattern, we were the 
only major men’s toiletry line with 
restrictive distribution. 


= “And, at the same time, this 


Metropolitan Club office, the|type of distribution limited both 


phone rang constantly with orders 
and reorders from drug and de- 
partment stores. Consumers came 
in personally to purchase Dory, 
some buying two and four boxes 
at a time. We even seld Dory to 
men, who wanted to look as youth- 
ful as 70-year-old Dr. Jansik. 
“Now, Dory has had its first full 


our volume of sales and our ability 
to adequately promote the brand, 
for without sales dollars, there are 
jno advertising dollars. And with- 
{out advertising dollars, there is 
jonly limited consumer demand. 

| “This led, as you know, to the 


.} announcement at the sales con- 


|ference last year of a revised sys- 


DuBarry’ is the sensation of the | 
cosmetics industry. In my opinion, | 


this overwhelming: Creme Paradox |. 
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REVOLUTIONARY—Lip Quick is a new 
Hudnut product introduced re- 
cently. 


tem of distribution, whereby 
Sportsman would move into every 
outlet where our competitors were 
sold. We have made fine headway, 
but we still have a long way to go. 
That will be our main job on 
Sportsman in these months ahead 
. . to get it distributed and dis- 
played—everywhere. 

“We have talked a good deal 
about brand images today, and we 
felt the Sportsman package left a 
lot to be desired. We had to ask 
ourselves, objectively, does a fly- 
ing fish—or a mallard on the wing, 
or a pheasant—connote the so- 
phisticated sportsman? We had to 
ask ourselves, at the same time, 
whether the almost sterile green 
and white packaging conveyed a 
striking enough impression for a 
product which had to pretty much 
sell on its own from a rack or 
counter display. Again, we found 
something lacking. 

“So, the first thing we did was 
to hire some of the best artists in 
America to re-design Sportsman 
packaging. And, as you’ll see, we 
have given a ‘new look’ to the line 
—a new image that connotes the 
sophisticated sportsman—a new 
use of color that communicates 
from the counter and catches the 
eye. 


= “Now that was external surgery 
—the face-lifting I referred to be- 
fore. What about the blood trans- 
fusion I mentioned? Well, that was 
a many times more difficult job, 
but it has been accomplished. 

“The heart of Sportsman is 
fragrance. Shaving lotions, co- 
lognes or deodorants—whether 
our own or someone else’s—are 
basically of similar construction. 
The big difference is the fragrance, 
the odor the product gives off and 
leaves with the wearer. And, for a 
man, this is an especially difficult 
problem, because it cannot be too 
feminine or too masculine. It has to 
appeal to the man who wears it, 
but even more so to the woman 
who buys it and who eventually 
sniffs it at close range. 

“For many months during the 
past year, we have been sniffing. 
And when our ‘sniffers’ got a lit- 
tle worn out, we hired outside 
‘sniffers.’ Finally, this spring, the 
results were in—and unanimous. 
For the first time in many, many 
years, Sportsman will have a new 
and superior fragrance. We have 
already begun production of. this 
fragrance and incorporated it into 
all new stock of Sportsman being 
produced. The packaging will fol- 
low the fragrance. 

“But, new look or old, the im- 
portant thing for you to know is 
that Sportsman has come to life. 
Last month you saw it promoted 
on the George Burns-Jack Benny 
television special, and occupying a 
full page in Life just before Fath- 
er’s Day. Let me just say that this 
type of aggressive, distinctive ad- 
vertising will continue, and we 


will give Sportsman all-out sup- 
port for Christmas—our major 
selling season of the year. 


“Now, I'd like to move into the 
area of new products—some to be 


|introduced this year, others com- 
ing up for 1961. 

“Color Glo, our hair coloring 
rinse, is essentially a new product, 
leven though it has had several 
years in the marketplace. In the 
first place, we have given the 
|product a complete face-lifting, 
and I think you'll agree that this 
| new look is most becoming. 


= “Secondly, we have a new ap- 
peal—not new to those of you who 
witnessed its testing in 15 cities 
last summer, but a tried and prov- 
en appeal which lifted the sales of 
this brand by 37% after it ap- 
peared. I’m speaking, of course, 
of the ‘waterproof’ appeal, and the 
striking white towel demonstra- 
tion. Color Glo will be intensively 
promoted this season. 

“Now, let’s talk about a product 
with a somewhat similar name, 
but a vastly different purpose— 
Cool Glow. 

“In consumer testing, the prod- 
uct came through with flying 
colors. In fact, one of the highest 
satisfaction rates we have ever 
enjoyed for a new product. In test 
cities, we found almost a magical 
response. In its first month on 
sales in two of the three test mar- 
kets, Cool Glow actually sold 
through to the consumer at a 
higher rate than almost every 
facial cleanser on the market—far 
outselling such established brands 
as Pond’s, Lady Esther, Deep 
Magic, Revlon’s Clean & Clear and 
our own DuBarry face cream. In 
Phoenix, Cool Glow actually out- 
sold Noxzema, a $10,000,000 a year 
preparation.” 

ADVERTISING AGE reported that 
national introduction of Cool Glow 
was set for July 1 (AA, June 27). 

He continued: “The orders on 
Cool Glow are much better today, 
and it looks as though we will come 
closer to our original goals than 
was apparent a month ago. 


a “There are some additional new 
products coming along in which 
we who have been party to the 
maternity plans share great ex- 
citement. One of these products 
has already been test marketed; 
three others are being readied for 
that state. But let me tell you first 
about one success which is most 
unusual. 

“The product is Stacomb—one 
of the oldest and greatest names 
in men’s hair dressings. 

“Those of you who have been 
around for some time have either 
used or sold Stacomb in the past. 
It was on sale when I was just a 
boy, and I still recall the patent 
leather look of its models in the 
advertising of the ’20s. But the 
Stacomb we are talking about 
today is a far different fellow than 
his grandfather, of the flapper era. 

“The product has been complete- 
ly reformulated, repackaged, and, 
to coin a word, re-researched. 

“The market for men’s hair 
dressings has grown rapidly—to- 
day it is a $60,000,000 business. 
And we want a part of it. 


= “Let me tell you briefly of our 
experience. 

“Stacomb has been a part of our 
company’s Standard Laboratories 
division for some years—and like 
Sloan’s liniment, Kickapoo Juice, 
and Hobson’s Corn Huskers hand 
lotion, it was being ‘milked out’ 
and maintained just to satisfy that 
hard core of customers who will 
never change brands once they 
find a satisfactory product. 

“But Stacomb was not, to all 
intents and purposes, a satisfac- 
tory product in today’s market- 
place. It was a greasy preparation, 
and it based its effectiveness on 


had its day in the sun. 


oratories worked on the develop- 
ment of an improved Stacomb 
formula. For another six months 
the product was consumer tested. 
It came through with flying colors. 
“Five months ago it was placed 


lanolin, an ingredient which has | 


“For six months of 1959, our lab- | 
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in test markets, and from the first 
its success was apparent. It not 
only outsold Top Brass and Com- 
mand, the only two major adver- 
tised brands at the same $1 price 
level, but competed successfully 
against all brands by achieving a 
large share of the market. Actually, 
in two of our three test cities, Sta- 
comb outsold any. single size of 
Wildroot, Vaseline, Vitalis, or Bryl- 
creem. 


a “We studied competitive prod- 
ucts and the ways in which they 
were promoted. It soon became 
apparent that they were all after 
the same market—the young, ath- 
letic type who was out to win the 
gals. 

“Instead, we set our sights on 
you, with the thinning hair, you 
with the terrifying bald spot, you 
with the retreating hairline. And 
so our advertising, backed up by 
our laboratory studies, proclaimed, 
‘Gives 62.4% more body to thin- 
ning hair.’ Did we reach our target, 
the man past 30 who is worried 
about his hair? Research shows 
that 60% of Stacomb purchasers 
were over 30 years of age. 


= “Let me tell you about some 
other new products which are 
either under way or in market 
tests right now. 

“Head Start, our revolutionary 
hair spray with the exclusive 
mist-control cone, is just complet- 
ing its ninth month in test cities. 
If the present trend continues 
Head Start may be one of your 
prime volume items in 1961. 

“This Christmas, you are na- 
tionally going to be test marketing, 
a most unusual new product. You 
may look at the new. Cloudsilk 
‘triple feature’ compact as merely 
a Christmas novelty concept. Be- 
lieve me, it is far more than that. 
We called it ‘triple feature’ be- 
cause it contains two extra puffs, 
making three in all for the com- 
pact user. The two puffs are con- 
cealed in a special compartment 
behind the usual compact mirror. 
What this means is that a woman 
need no longer continue using a 
soiled powder puff because she 
doesn’t readily have a replacement 
or refill puff handy. 

“This is the first real develop- 
ment in compacts in many years, 
and we have applied for a patent 
to cover our unique item. 

“Now I wish we could say we 
are always successful with our new 
product program. But we aren’t. 


s “For example, we test marketed 
a medicated shampoo called Free- 
dom this past year. The product 
performed well in consumer tests 
and even did well in test markets. 
But upon analysis, it would have 
cost us an investment of many 
millions of dollars to successfully 
launch it on a national scale in 
the highly competitive shampoo 
market. We have passed this one 
by for the present. 

“Almost half of our Hudnut 
volume this past year was trace- 
able to products not even in exist- 
ence in 1958. I believe this will be 
an even greater percentage in 
1961.” # 


Sylvania Names Connor 
Senior VP, Marketing 

George C. Connor, eastern re- 
gional sales vp of Sylvania Electric 
Products, New 
York, has been 
named senior 
vp, marketing. 
He succeeds 
Barton K. Wick- 
strum, recently 
mamed exec- 
utive vp of Gen- 
™= eral Time Corp., 

» New York. 

Mr. Connor 
will have corpo- 
rate responsibil- 
ity for Sylvan- 
ia’s eight operating divisions, 
whose sales totaled over more than 


George Connor 


$450,000,000 in 1959. 
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(Continued from Page 1) 
eration the practical limitations 
imposed by the time element 
involved and expediencies neces- 
sitated by photographic reproduc- 
tion used in television broadcast- 
ing.” 

Their answer further states: 

“The members of the purchas- 
ing public, who also constitute the 
viewing audience, are not so naive 
or so easily misled as not to. re- 
alize that certain photographic li- 
cense must be taken in many in- 
stances in order to represent vari- 
ous situations within the time and 
other limitations imposed by tele- 
vision commercial photography. If 
this were not so, most of the pic- 
torial representations now on the 
air would be impossible to present. 


s “In advertising hair wave prod- 
ucts, cake and dessert mixes, cos- 


the audience is not deceived by the | 


TV Ad Must Telescope. 
Details, Carter Says 


fact that the end result shown 
seconds after the introduction of 
the product is in actual fact 
achieved only after the elapse of 
many minutes and, in some cases, 
hours. 

“So, in depicting the drying-out 
process of a low moisture shave 
cream, the speed-up necessitated 
by the medium involved is ac- 
cepted by the viewing audience 
merely as a pictorial representa- 
tion rather than an actual repro- 


conclusion, any other approach 
would necessarily mean a termi- 
nation of most television advertis- 
ing.” 

Carter and SSC&B also deeded 
that the FTC proceeding was in 
the public interest. In their answer, 
they said the lather commercial 
was “permanently withdrawn 


duction. Carried to this logical|® 


|such circumstances, 


| from the air” on Feb. 9, 1960. “It | 


stated. 


“In view of the respondents’ 
voluntarily and permanently dis- 
continuing the advertising mate- 
rial objected to by the Federal 
Trade Commission, the complaint 
herein seeks to correct the situa- 
tion which has become academic. 

“The preparation and issuance 
of the complaint, the preparation 
and filing of the answer, prepara- 
tion for the hearing and attend- 
ance at the hearing on the part of 
the respondents and representa- 
tives of the Federal Trade Com- 
mission invelve the expenditure of 
a great deal of time and money 
for the theoretical purpose of ac- 
complishing a result which has 
already been achieved. 


“It is certainly not in the pub- 
lic interest to expend government 
funds for this purpose nor to im- 
pose on business men and corpora- 
tions the onerous burden and ex- 
pense of defending this action 
when the public can derive no 
benefit in addition to what has 
already been accomplished. Under 
the issuance 
of the complaint herein is, in 


metics, laundry soaps and deter-|has not been used again and will | fact, contrary to the public inter- 
gents, and a host of other products,| not be used again,” the answer | est.” 


recent months involving tv ads for 
shaving products, and the ninth 
major tv case since FTC initiated 
intensive monitoring of tv com- 
mercials last November. 

FTC has scheduled hearings for 


Lever Bros.’ Pepsodent toothpaste 
for Aug. 16 in New York. 

Libbey-Owens-Ford; Brown & 
Williamson (Life cigarets), Ar- 
thur Murray Inc. and Standard 
Brands (Blue Bonnet margarine) 
have agreed to consent decrees. 

No hearings have yet been set 
for Colgate’s Rapid Shave; Alu- 
minum Corp. of America (Alcoa 
Wrap) and Eversharp’s Schick 
electric shaver. 

Last week FTC reached an ini- 
tial decision on Colgate Dental 
Cream with Gardol, forbidding 
Colgate to claim that Colgate of- 
fers complete protection (AA, Aug. 
8).# 


‘Newsweek Int'l’ Shifts 
Printing to London 

Newsweek International, effec- 
tive Aug. 30, will shift its European | 
printing operations from Amster-| 
|dam to London. The magazine said | 
the move will provide faster dis- | 
tribution, larger page size, and | 


This is the third proceeding in| better use of color due to higher | 


lit 


speed printing equipment in Lon- 
don. 


Silverman to ‘Cue’ 

J. Herbert Silverman, formerly 
with Conde Nast Publications, has 
joined Cue, New York, as sales 
promotion manager, a new title. 


MAGAZINES! 


We specialize in magazine ag 
Our list covers 3500 business, fa 
and consumer magazines —a na 


blanketing of the American magazine 
field as listed in Bacon’s Publicity Checker. 
You can check your own publicity, _—- 
tition’s publicity, competitive advertis 

ing or subject research. Here is the 


Send for Booklet No. 59 
“Clippings Benefit Business” 
BACON'S CLIPPING BUREAU 


14 E. Jackson Bivd., ap see 
WA bash 2 


GETS MORE VOTES THAN 
POST OR LOOK 


(OR ANY MAGAZINE) 


WITH ADVERTISERS OF 
PASSENGER CARS AND 
VEHICLES 


(JAN. - JUNE, 1960) 


RANK MAGAZINE | 


ADVERTISING 
REVENUE 


LIFE 


$8,284,478 


Saturday Evening Post 


6,034,365 


Time 


3,510,522 


Look 


3,234,984 


Reader’s Digest 


2,031,750 


SOURCE: P.I.B. (GROSS FIGURES) 


SELL THE MARKET OF THE 60'S RIGHT NOW 
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Learn More About Ad Field, Then Apologize, 


Says Burnett Ad; Politicos Silent or Beg Off | 


(Continued from Page 1) 
accept Burnett’s offer to visit the 
agency for a week to observe the 
processes of admaking. 

No comment was forthcoming 
from the other two, Republican 
Gov. William G. Stratton of Illi- 
nois and Sen. Frank Church (D., 
Ida.). These three, in speeches be- 
fore the recent national political 
conventions, made unfavorable 
references to advertising on “Mad- 
ison Ave.” 


ING AGE a curt “no comment” to| 
Mr. Burnett, in response to its) 
“open invitation.” 


| 
= Sen. Church was unaware of | 
the Burnett ad until AA queried | 
his press aide. In fact, the aide} 
was unfamiliar with the Burnett | 
agency and seemed to regard the 
ad copy as a publicity stunt which | 
did not deserve a response. 8 
In his attack on the Republican | ‘ 
party at Los Angeles last month, 
Sen. Church told the Democratic | 
convention and a national radio|} 
and tv audience that after Presi- | 


= Mr. Burnett told AA that with- 
in three days after the Journal ad 


he had received between 300 and 
400 letters and wires on the invita- 
tion, with the .response “over- 
whelmingly favorable.” He said the 
letters came from people both 
within and outside the advertising 
industry. 

His motivation for running the 
ad was simple, the agency chair- 
man said: “We thought something 
should be said, and we said it.” 
The agency plans no further moves 
in this vein, he added. 

In commenting on his invitation 
to politicians to learn more about 
the advertising business, Mr. Bur- 
nett noted a similarity between ad- 
vertising and politics. “If people 
knew more about politics, they 
would make fewer unfavorable 
comments about politicians,” he 
said. 

The favorable letters, Mr. Bur- 
nett said, ranged all the way from 
lengthly dissertations to one from 
an agency executive whose letter 
read, en toto: “Me, too.” 

Among the dissenters—about 
2% of the total—was a letter from 
an anonymous person who asked, 
“Why harrass these eminent peo- 
ple?” 

Mr. Burnett sent copies of the ad 
to the three politicians in advance 
of publication, along with a letter 
attesting to the sincerity of the 
invitation. 


= Gov. Brown replied to the Bur- 
nett ad with this comment: “I 
found your letter and the attached 
advertisement from the Wall Street 
Journal most interesting. Let me 
say first that while your offer to 
have me visit and observe your 
operations is an intriguing one, I 
simply do not have the time. I 
would like to know more about the 
fascinating field of advertising and 
I am just sorry that the demands 
of my position make such a visit 
impossible. 

“With respect to the references 
to advertising in my address to the 
Democratic National Convention, I 
think you are perhaps a little too 
sensitive. I had always felt that 
political figures tended to be too 
sensitive, but I think they have 
found their peers. 

“It was not my intention to dis- 
parage advertising itself, which I 
have always regarded as a very 
useful business, playing a major 
role in our country’s development, 
when I said that answers to urgent 
national problems of our day will 
not be found at Burning Tree, at 
BBDO or solely at the Bureau of 
the Budget. 

“I was not criticizing any of 
those substantial and worthy in- 
stitutions of our society. I was 
simply declaring that despite re- 
cent history, these were not the 
proper places to determine na- 
tional policy. 

“My point is not that advertis- 
ing itself is bad; my point is that 
public policy should not be treated 
as if it were a commercial product 


“Madison Ave. eagerly took charge 


soon filled the land.” 

At another point, the youthful 
orator questioned whether our 
prosperity is “wholesome,” stat- 
ing: “I submit it is a pitchman 
prosperity, the kind that results 
when government is run by huck- 
sters not unaccustomed to selling 
inferior products by wrapping 
them in bright packages.” 

Sen. Church is not a member of 
any Senate committee dealing 
with advertising matters, although 
he formerly served on the Senate 
post office committee. 


® Gov. Stratton, made no comment 
on the ad, but his office expressed 
surprise that he was included 
among those who Burnett said 
“spoke disparagingly” about adver- 
tising. 

The governor made only one 
reference to advertising in his 
speech to the Republican conven- 
tion. ““‘We want flesh and blood on 
our ticket, not a pale creation or 
image of Madison Ave.,” he said 
at one point in his talk. 

An aide said he did not expect 
that the governor would reply ei- 
ther to the ad or to the Burnett 
letter. 


= Other admen were invited to ex- 
press their opinion of the Leo Bur- 
nett invitation, and their comments 
are reported below: 

John Hoefer, president of Hoe- 
fer, Dieterich & Brown, San Fran- 
cisco, declared: “The message in 
Mr. Burnett’s ad is indicative of 
just exactly thee kind of thing 
more people in the advertising 
business should be doing. It is 
time for us to stand up and be 
counted. I can see no reason why 
we should continue to be compla- 
cent sitting ducks for rabble 
rousers or uninformed attackers 
of advertising who indict the busi- 
ness because such _ indictment 
serves their own motives. 

“I am in complete agreement 
with the thoughts expressed by 
Mr. Burnett,” Mr. Hoefer said, 
“and was tremendously impressed 
by his offer. I think one of the 
basic troubles often is a lack of 
clear understanding of the con- 
tribution which advertising has 
made to this economy of ours, and 
Mr. Burnett’s invitation to come 
and see advertising people in ac- 
tion would be one of the best pos- 
sible cures to this problem. 

“T don’t know any group of peo- 
ple who work harder than those 
in the advertising business, and 
such an opportunity to see Mr. 
Burnett’s agency at work would 
help tremendously to clear up the 
general misapprehensions about 
advertising,” he added. 


dent Eisenhower’s election in 1952, | 


and a barrage of bland ballyhoo | 


RHEINGOLD CAMPAIGNERS—The 1961 


Weenolson 


candidates take time out from taping vote appeal 
announcements to pose with Robert Weenolson, 
Foote, Cone & Belding, which handles this beer ac- 


Tolchin 
Miss Rheingold 


Mick 


Weingarth 


count, and Arthur M. Tolchin, exec vp, WMGM; 
New York. Oh yes, the girls. They’re Peggy Jacob- 
sen, Linda Bromley, Liz Gardner, Janet Mick, Bar- 
bara Weingarth and Annette Cash. 


Advertising Assn. of the West, 
told AA that “the AAW feels 
strongly that we should at all 
times take steps in a constructive 
way to answer criticisms of ad- 
vertising by pointing out that ad- 
vertising is perhaps the most 
powerful economic force in our 
lives. Even though there have 
been abuses of advertising, as 
there will be of almost everything, 
we must continue to speak up and 
point up the particular values that 
advertising offers. Mr. Burnett 
has rendered a service to all of 
us by running this kind of an ad.” 


s Mr. Collier also reported that 
the AAW has received a request 
from California’s Governor Brown, 
one of those to whom the Burnett 
ad was directed, to designate an 
advertising task force to assist in 
conducting a state-wide non-par- 
tisan “register and get out the 
vote” campaign. 

“I agree with Mr. Burnett’s 
sentiments and believe that it is 
a good thing for people in the 
business to defend advertising in a 
positive rather than a negative 
manner,” said Louis Honig, presi- 
dent of Honig-Cooper & Harring- 
ton. “This is exactly what Mr. 
Burnett did, striking a particu- 
larly fine note when he issued the 
invitation to go to Chicago and 
take a look at the operation of his 
agency.” 


® David Botsford Jr., president, 
Botsford, Constantine &* Gardner, 
said: “Mr. Burnett’s action in 
placing this kind of an ad cer- 
tainly was a fine way of drama- 
tizing the concern which adver- 
tising people are now feeling over 
attacks on their business. Both 
political parties were guilty of 
some unnecessary criticism of ad- 
vertising during their conventions, 
but I think this represented the 
politicians’ use of advertising as 
a whipping boy.” 


= “It was a brilliant idea and a 
sound ad,” said Earle Ludgin, of 
Earle Ludgin & Co., Chicago. “I 


= Walter Guild, of Guild, Bascom 
& Bonfigii, agency for the Demo- 
cratic party, would not comment 


to be packaged and sold like scap 
or cereal. I hope and believe that 
you and the other leaders in the 
advertising business agree with 
me.” 


# Sen. Church, 36-year-old Demo- 
cratic convention keynoter from 


Idaho, relayed today via Apvertis- 


on the ad, but noted that “for peo- 
ple in advertising to latch onto 
something like this simply keeps 
the pot boiling. There’s nothing 
deader than last week’s keynote 
speech, and nothing can be ac- 
complished by shaking one’s fin- 
ger.” 


= Charles W. Collier, exec vp, 


think we (the ad industry) talk an 
awful lot and do little. I was glad 
to see the ad.” 


® Arthur E. Tatham, board chair- 
man of Tatham-Laird, Chicago, 
said the ad “did a good job of 
saying something that needed. to 
be said. I enjoyed it very much,” 
he added. 


s Fairfax Cone, chairman of the 
executive committee at Foote, 


Cone & Belding, termed it a 


“splendid ad. I think it was inter- 
esting not only to those in the 
industry, but to everyone who saw 
it,” he said. “It was very much to 
the point.” 


= “TI think the invitation extended 
to these government officials is a 
good idea,” said Maurice Needham, 
“and Needham, Louis & Brorby 
will be happy also to have them 
spend a week in our office. This 
should be no great inconvenience 
for them if they visit Leo Burnett 
—we’re both in the same build- 
ing!” 


= Paul C. Harper Jr., exec vp of 
Needham, Louis & Brorby, added 
that “agency people don’t talk this 
way to the public often enough. 
This was a tough answer and a 
good one to those who find it con- 
venient to snipe at our industry.” 


= The New York Times, in report- 
ing on the Burnett ad, commented, 
“It may be that the Burnett ad- 
vertisement, which more properly 
might have come from the Ameri- 
can Assn. of Advertising Agencies, 
the Assn. of National Advertisers 
or the Advertising Federation of 
America, will do some good by 
pointing up the very real contri- 
butions advertising has made to 
the economy.” 

Mr... Burnett sent an advance 
proof of the ad to Fred Gamble, 
president of the American Assn. of 
Advertising Agencies, who wrote 
back that this “was a courageous 
and forthright thing to do.” 


Fairchild Publishes ‘Financial 
Manual of Retail Stores’ 

The business book division of 
Fairchild Publications, New York, 
has published the “1960 Finan- 
cial Manual of Retail Stores.” The 
manual contains listings of net 
sales and profits for the past ten 
years, a 1958-’59 comparison of 
income account and balance sheet, 
and names, titles and addresses 
of officers of 240 publicly-owned 
retail organizations. Priced at $16 
each, copies may be obtained from 
Kathryn M. Nick, Fairchild Pub- 
lications, 7 E. 12th St., New York. 


Shalvoy, Britton Join Palm 
James J. Shalvoy, formerly dis- 


trict manager of Product Design 
& Development, has joined Palm & 
Patterson, Cleveland, as sales man- 
ager. At the same time Harry J. 
Britton, formerly with Melvin F. 
Hall Advertising Agency, Buffalo, 


has joined the agency as art di- 
rector. 


ACLU Favors Slow 
Switch to All-UHF 
70-Channel TV 


New Yor«, Aug. 12—The 
American Civil Liberties Union 
has proposed a gradual changeover 
of the nation’s television system 
during the next decade to an all- 
uhf 70-channel system. 


= The ACLU, in a letter to Fred- 
erick W. Ford, chairman of the 
Federal Communications Commis- 
sion, said its recommendation “is 
based on our conviction that, un- 
der the First Amendment, the 
public is entitled to view a wide 
diversity of programs in the public 
affairs, religious, educational, cul- 
tural and. informational fields.” 
The group said the changeover 
from the present 13 channel vhf 
system would make a wider diver- 
sity of programming available, and 
allow for sponsored shows, sub- 
scription tv and stations operated 
by local governments or other 
non-profit organizations. + 


Swertfager Joins Geyer, 
Morey as Senior VP 

Walter M. Swertfager, who re- 
signed last January as senior vp of 
Lennen & New- 
ell, has joined 
Geyer, Morey, 

Madden & Bal- 

lard, New York, 

as senior vp and 

member of the 

agency’s man- 

agement group. 

A veteran 

adman, Mr. 

Swertfager was 

with L&N from 

its inception, 

operated his Walter M. Swertfage 
own agency for seven years and 
previously served in executive 
capacities with the old Ward 
Wheelock Co.; Seagram-Distillers 
Lord & Thomas, and Vacuum Oi 
Co.. 

Geyer, Morey also has named 
Edwin J. Heaney, account execu- 
tive on Sinclair Refining Co.; and 
Roland G. James, an art director 
vps. 


A. ]. Wood Names Kaiman 


Ivan Kaiman has been appointec¢ 
project director of psychologica 
procedures of A. J. Wood Researcl 
Corp., Philadelphia. Prior to join 
ing Wood, Mr. Kaiman was a clin 
ical psychologist at hospitals il 


Louisiana and New Jersey. 
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Videodex Network TV“ 
July 5-11, 1960 


Copyright by Videodex Inc. 
Rank Program 
Gunsmoke (Liggett & Myers, Sperry Rand, CBS) 
Ed Sullivan (Colgate-Palmolive, Eastman Kodak, CBS) 
The Untouchables (Several sponsors, ABC) 
Have Gun, Will Travel (Lever Bros., Whitehall, CBS) 
Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) 
77 Sunset Strip (Several sponsors, ABC) 
Miss Universe (Procter & Gamble, CBS) 
Alfred Hitchcock Presents (Bristol-Myers, CBS) 
Perry Mason (Several sponsors, CBS) .......... 
Comedy Spot (S. C. Johnson, Pet Milk, CBS) 


cCOn oo we WN 


Rank Program 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) 


_< 
Beckjorden Tompkins Biederman 
FESTIVAL TIME—Festival queen Maurie Tompkins was the featured at- 
traction at the salute to the annual Michigan cherry festival held 
recently in New York by the Paul Bunyan Network and Franklin 
Simon specialty shop. Shown en route to one of the parties for ad- 
vertising and.agency men are Elisabeth M. Beckjorden, station. net- 
work representative; Les Biederman, president of WPBN-TV, Tra- 
verse City, and WTOM-TV, Cheboygan, Mich., and Miss Tompkins. 


industry. 


art director for Monroe Greenthal 
Co., will open his own design con- 
sulting studio Aug. 19 with offices 
at 349 E. 49th St., New York. It 
will specialize in merchandising for 
the motion picture field as well as 


CUSTOM MADE 
ONLY$ 


| *SWINGLES are swinging jingles that SELL! 
| They’re created exclusively for you by the Jingle 
| Mill to move your product or win loyalty for your 
| station. 

| SWINGLES are so good, 800 top advertisers and 
stations have bought over 10,000 of them, with 
8 98% re-order record. 

Put this record to work for you. Write, wire or call. 


THE JINGLE MILL 


143 W. 51st St., N.Y. 19, N.Y. @ PLaza 7-5730 


2 Ed Sullivan Show (Colgate-Palmolive, Eastman Kodak, CBS) 
3 The Untouchables (Several sponsors, ABC) ............cccsseceeeseeeenees 
4 Have Gun, Will Travel (Lever Bros., Whitehall, CBS) ..................:cccceceeeee 
-s 5 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) ............. 11,100 
6 77 Sunset Strip (Several sp it GENIE hi tndchavnichuedscnctbubieebtendtonbtneteghbiemness 10,500 
» 7 Miss Universe (Procter & Gamble, CBS) .............ccccccccccsccceceeeseseeeeeeteneeeenees 10,500 
» 8 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..........:cccccccceccssseeeeceerenseees 10,300 
; 9 Perry Mason (Several sponsors, CBS) . 10,100 
‘ 10 Comedy Spot (S. C. Johnson, Pet Milk, CBS) .......cccsssssssssceeseeesssssssssnnnesen 10,000 
; * Homes viewing in cities where program is telecast. 
. | **Listed in sequence of rating level from first table. 
: 


GETS MORE VOTES 


POST OR LOOK 
(OR ANY MAGAZINE) 


WITH ADVERTISERS OF 
MAJOR APPLIANCES 


(JAN. - JUNE, 1960) 
ADVERTISING 
RANK MAGAZINE REVENUE 
7 u A BJ 1. LIFE $2,480,251 
2. Saturday Evening Post 2,295,087 
3. Better Homes & Gardens 1,258,787 
4. Look 926,581 
5. Good Housekeeping 737,981 


SELL THE MARKET OF THE 60’S RIGHT NOW 


SOURCE: P.I.B. (GROSS FIGURES) 
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The Advertising Market 


HELP WANTED 


HELP WANTED 


AVERAGE PAID CIRCULATION FOR 6 


POSITIONS WANTED 


MONTHS ENDING DEC. 31,1959 48, 389 


Advertising Age, August 15, 1960 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 
Coast Repr ive (Classified only): Classified rtments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


| POSITIONS WANTED REPRESENTATIVES WANTED 


ADVERTISING COPY WRITER—PLUS 
Leading farm and industrial equipment 
manufacturer in Middle West seeks writer 
interested in long-term association. In- 
itiative and imagination essential to de- 
velop all types of advertising materials. 
Challenging position with opportunity for 
advancement. Ideal working conditions. 
Salary commensurate with ability. Write 
in confidence, giving resume and salary 
requirements. 

Box 3957, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


EXPERIENCED ADVERTISING 
8 MAN 


Leading publication in construction and 
industrial field has desirable opening in 
Midwest. Compensation in $9 $10,000 
range, plus bonus to man who can take 
over and manage going territory. Excel- 
lent opportunity for growth as well as 
management possibilities. Age 30-35. 
Good background in industrial or con- 
struction market preferred. Send full 
resume to: 
Box 3991, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PRODUCTION MAN 
Chicago office of 4A Agency has oppor- 
tunity for young man 1-2 years experi- 
ence. Art experience helpful. $6000-6500. 
Reply briefly in confidence to 
Box 3992, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Production Mgr. for small agency on 
N.W. side of Chicago. Heavy background 
in handling newspaper space desirable 
Client contact desirable. Give full details 
including earnings in first letter. 
Box 3993, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MOLENE PERSONNEL SERVICE 


IE iret ath clic ecsscenestenive cosy editors 
adv. managers . copywriters 
artists ...... media ...... production sales 


“All is grist which comes to our mill” 
ANdover 3-4424, 105 W. Adams St., Chgo 8 
WRITER 22-25 


Michigan agency; poultry accts. Your 
flair, not experience, important. Real 
opportunity, surprising benefits. Detailed 


resume a must. 
Box 3994, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SALES VICE-PRESI- 
DENT—Unusual, once-in-a-lifetime op- 
portunity to become part of aggressive 
management team of new but proven, 
high-quality industrial magazine. The 
man we want is an experienced indus- 
trial space salesman capable of earning 
$50,000. Must be a hard-worker, one who 
lives and breathes his job. Either $10,000 
investment or ability to support self for 
six months required in return for guar- 
anteed old-time, very-high straight com- 


mission in 6-state area surrounding 
Cleveland. $50,000 annual commission 
potential within two years. Magazine 


serves the most dynamic market in U. S. 
Send resume. 

Box 3994, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| ADVERTISING COPYWRITER 


for an advertising copywriter with ex- 
perience in industrial and trade advertis- 
ing. Must be able to understand and 
present technical products. Send resume 
and letter describing qualifications and 
salary requirements. All replies confiden- 
tial. 
Box 3996, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PR ARM FOR YOUR AD AGENCY? 
Veteran publicist will organize and run 
same for mutual benefit. Top references. 
Box 3997, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 


«eo «6. Ohio St., Chicago Sui 74-2255 
TOY SECRETARY 
FOR ADVERTISING AGENCY 


If you are an ambitious secretary with 
advertising experience, preferably in an 
advertising agency, and you have a 
college background, here is an excellent 
and better paying opportunity in one of 
the traditionally fine and well-known 
national advertising agencies. Convenient 
Michigan Avenue location. Phone An- 
dover 3-3138 and ask Miss Heald to ar- 
range appointment 
POSITIONS WANTED 
FREE LANCE 
LAYOUT & PRODUCTION 

Do you need expert assistance in pro- 
ducing your booklets, ads, packages and 


other printed matter...or TV com- 
mercials. Contact— 

T. J. McLoughlin MI 2-3655 
619 N. Michigan Ave., Chicago 11, Hl. 


FRE® LANCE PUBLIC RELATIONS 
Seasoned newspaperman offers taste and 
economy for Chicago clients. 

Box 3895, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


A.E./A.M. YOUNG SOUTHERN PRO 
10 yrs PR & 4A agcy AE/media/copy/ 
prod/mktg; real crea expr, foods to industs; 
$10-$12M; prefer Sou/S’wst; 34; family. 

Box 3998, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

DIRECT MAIL-PROMOTION PRO 
Idea generator. 12 yrs. strong copy, 
layout and production exp. in auto. and 
pub. Solid foundation in speciality sales. 
35. Wants highly creative and challenging 
spot. $10,000. 

Box 3999, ADVERTISING AGE 

360 Third Ave., New York 17, New York 
| AGRICULTURAL CONSULTANT 
| Man with nationwide knowledge and ac- 
quaintance in livestock and agriculture. 
Lifetime experience editorial writing, ed- 
iting, advertising. Well versed all phases 
production, market trends, economics. 
Counsel offered. Retainer or fee basis. 


Box 4000, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


is from the South; maybe 


minutes from our offices. 


1. 


over 50 
account 


rand 
azards. 


a large variety of p 
work that constant 
and promotional skill. 


and launch new 
greater success. 
everything you do. 


You'll also be 
advertising wor 


2. 
3, 
4. 


and Union, Memphis, Tennessee. 


The Leading Copy Wiiter We Want 
Must Want to Come South 


ABILITY AND EXPERIENCE MUST QUALIFY HIM 
AS ASSOCIATE CREATIVE DIRECTOR—HE MUST BE 
A “TOP” WRITER FOR ALL MEDIA—WITH A RECORD 
OF ACHIEVEMENT IN DRUG AND COSMETIC ADVERTISING 


One man who reads this will probably be the man we want. He will 
want to come South for one or more reasons: Possibly he or his wife 
he “wants a change” from Madison or 
Michigan Avenues; wants to live “the good life” with “good neigh- 
bors” in a friendly city of over half a million; wants to live in a 
milder climate; wants to work with pleasant associates in a congenial 
environment, where he can live in city or country and still be only 


YOU'LL LIKE WHAT WE HAVE TO OFFER, BECAUSE: 


You'll have broad creative freedom in an agency of 


le. No “politics,” none of the usual 
o “ulcer atmosphere’! 


An endless challenge to your best creative thought on 
roducts. Zestful interest in na 
demands your best advertising 


You'll be a top team member to help to originate, test 
roducts, guide 
nd you'll get 


laying 
harder for one agenc 
included among the country’s 100 
growing advertisers; enjoy close contact with 


client’s advertising, sales management groups. 


A top salary for a top man: If you are 35 to 45 with a proved record 
of initiative, application and all around creative ability—seasoned 
experience including successful copy writing on proprietaries and 
cosmetics in print, air and all media—our salary range is adequately 
in keeping with the qualifications offered. Write fully, sending com- 
plete resume and all pertinent data. Our organization knows of this 
advertisement and the man we seek will be welcomed by everyone. 
All replies will be held in strict confidence. Address Avron Spiro, Sr., 
President, Lake-Spiro-Shurman, Inc., Radio Center Building, Main 


resent products to 
ull recognition for 


an important part in making 
client that is 
leading and fastest 


Old established agency has an opening | 
| Will qualify for top or near top position. | 


| cil, 


MEAT SPECIALIST 
IDEA MAN 


grade AAA or blue chip ad agency, coun- 
association, board, chain, corp., co., 
institute, manufacturer, wholesaler, etc. 
One of country’s blue ribbon meat men. 
Unique qualifications. Good public 
speaker, creative writer and presenta- 
tions, author of several well-known meat 
books and research projects, liaison, 
troubleshooter, marketing and research 
know-how. A _self-starting individual, 
high morals, not a yes man, gets jobs 
done with a minimum of effort, calm. Is 
very cost-minded: Salary range $20,000 
to ‘$25,000 depending on services required. 
Well-known references. Young enough 
for 25 years more of industry service. 
Performance guaranteed or your money 
back at end of first year. Available soon 
or future date. Will relocate 
Box 4001, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ATTN: AGENCIES-MANUFACTURERS 
Versatile account man with background as 
forceful writer. Strong on publicity, me- 
dia, budgets, prod. 9 yr agencies & mfrs. 
Diversified exp.—M.G., industrial, automo- 
tive, housewares, etc. Journ. grad. Age 34. 
Family Will relocate for right spot 
Box 4002, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPY WRITING—MERCHANDISING 
Advertising is selling, and if your Chicago 
agency needs a man (29) with exper. in 
retail sales (4 yrs., incl. manag. my own 
store); writing (5 yrs. 5—.magaz. articles & 
promotion, direct mail, newsp. ads), and 
prof. photog., plus B.S.J. from Medill, write 

Box 4003, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


| Seasoned ad-man, ad sales industrial 
papers, magazines, syndicated services. 
Prefer metropolitan area selling to manu- 


| Publishers’ Representative for 57 year old 
Musical Trade Publication Completely re- 
vitalized leading publication offers East- 
| facturers and agencies. Minimum $10,000. |ern Territory on a 15% commission basis 
| R. Hanlon, Box 1193, Indianapolis 6, Ind. | only 4 a bas py Be Bd calls. 
ox ‘ A 
cans PROOTIE |. 200 E. Illinois St., Chicago 11, Illinois 
Eleven years of sales, sales promotion | SPACE OPPORTUNITY. Leading 23-year 
merchandising, marketing and advertis- | old food publication, No. 1 in its field, has 
ing make a well rounded package to help | opening space salesmen, salary plus bo- 
you to the most efficient and effective | nus. Age 28-38. Write 
use of your advertising and promotion Box 3989, ADVERTISING AGE 
dollars. Salary $12 to 15,000. Write 630 Third Ave., New York 17, New York 
Box 4005, ADVERTISING AGE NEWEST PROVEN “OFFBEAT” MEDIUM 
200 E. Illinois St., Chicago 11, Illinois distributed thru Supermarkets & Drug 
LOOKING FOR TALENT? chain. Available to advertisers on local, 
Young (25) copy writer seeking position | regional & national basis. 4 year success- 
with Chicago agency. Presently writing | ful history—now expanding. High com- 
all copy for large drug manufacturer. | mission. Many territories open. Send 
Versatile, creative—requires challenging | complete info to Box 125, Ardsley, N.Y. 
work PUBLISHERS REP with well known 
Box 4006, ADVERTISING AGE publication seeks Chicago rep with non- 
200 E. Illinois St., Chicago 11, Illinois competing book for mutually profitable 
ART DIRECTOR-LAYOUT ARTIST arrangement. 
On national accounts. Desires change to Box 4008, ADVERTISING AGE 
smaller midwest agency with greater 200 E. Illinois St., Chicago 11, Illinois 


challenge to creative thinking. “BOAT NEWS — POOL NEWS” 
Box 4007, ADVERTISING AGE Representatives for these 2 proven fields 


200 E. Illinois St., Chicago 11, Illinois New weekly publications w/guaranteed 


Here's a top young food AE who likes | circulation. Need experienced reps for 
hard work—and has plenty of 4A agency | Dallas, Houston, New Orleans, St. Louis, 
mkg exp on blue chip accts to go with it. | Seattle and Portland. 
Box 4009, ADVERTISING AGE General Publications, Ltd., 356 8S. West- 
200 E. Illinois St., Chicago 11, Illinois ern Ave., Los Angeles 5, Calif. Phone 
COPY WRITER-ACCOUNT EXECUTIVE | DUnkirk 73-8201. 


25 years experience industrial, consumer- 
agricultural, with enough business to pay 
most of salary, wants Chicago agency 
connection. 
Box 4010, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ulinois 


BUSINESS OPPORTUNITIES 
FRENCH LESSONS 


Experienced native teacher, 
between 11 and 5. 


TR 9-4282 


WORTH MORE TO YOU THAN A 
SOLID GOLD SMITH-CORONA 
When deadlines tighten, and clients blaze 
the icy eye, it’s the pro’s, not the semi's, 
who see and do things your way p.d.q. 
So you'd soon learn to treasure this 
visualizing copy pro. Drugs (ethical, too) 
foods, soap, furnishings, appliances, cos- 
metics, etc. in medium and large N.Y. 
agencies. Interview will show TV, print, 
radio, trade and sales promotion cam- 
paigns strong enough to stretch. Direct 
mail pulled up to 43%. Staff or free lance. 

N. Y. City only. 
Box 4004, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


AD AGENCY 
WANTED 


Top ad executive wants to 

acquire substantial interest 

in established progressive 

agency. Can contribute cash, 

billing and ability. Write in 

confidence. 

Box 333, Advertising Age 

200 E. Ilinois St., 
Chicago 11, Il. 


WRITER 


(Live a Little!) 


Come with us and you'll work on 
the Eastman Kodak account. 

If you know photography, so much 
the better. More important is that 
you know people and how to reach 
them with. words. 

You'll have the opportunity to con- 
tribute ideas on all of our accounts. 
We work that way. Look us up in 
the “red " to see what ac- 
counts we're talking about. 

You'll work with people who know 
that ideas are the important things 
in this business, and that those who 
have them are the important people. 
You'll read the evening paper at 
5:30, at home. You'll watch your 
kids grow up in one of the finest 
school systems in the country. You'll 
work on the outskirts of the city 
in our own modern building. (We 
have our own parking lot, too.) 
You'll be two stop lights away from 
the N.Y. Thruway .. . seven hours 
from Manhattan, an hour or so from 
Canadian playgrounds. 

You'll be amid all the culture you 
ean handle. You'll enjoy four sea- 
sons of sport and beauty. (There 
must be something you can do in 
the Adirondacks when you get tired 
of swimming in the Finger Lakes 
and taking pictures of Niagara.) 
Our three offices are billing over $10- 
million and prospects are splendid. 
We pay well, have incentive pro- 
grams, offer stock participation, and 
come equipped with all the other 
fringe benefit jazz. 

Write and sell us that you're the 
man for the job. 


P.S. You'll like our coffee machine, 
too. 


Creative Director 
The Rumrill Company, Inc. 
1895 Mt. Hope Avenue 
Rochester 20, N.Y. 


“FRANKLY, 8.L.-'M YOUR MAN!” 
12 yrs. solid ad experience. Exceptional 
creative ideaman. Experienced with IBM 
for addressing, sales & market analysis. 
33, family, avail. immed., any location. 
Box 4011, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALES 
TOP NOTCH-YOUNG-EXPERIENCED 
Box 4012, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 
ADVERTISERS WANTING TO SHARE 
SPLIT RUN IN LIFE MAGAZINE 
Series of full page ads Sjarting 
October. Please contact Bill Collins, 
Rie Grande Bidg., Dallas, Texas. 
Apartment to Rent: 
Small modern apartment on magnificent 
Estate Nassau county commuting distance 
PE -6-4696. 
ENGINEERS AT THEIR HOME AD- 
DRESS. Over 125,000 Select by types. On 
Speedaumat Plates. Lowest rates. DECI- 
SION, INC. 4617 Red Bank Rd., Cincin- 
nati 27, O. BR 1-3200 


in 
856 


NEW YORK’S PRETTIEST! 
Models and Showgirls, ready at a 
moment’s notice for any Advertising, 
Illustrative, or Photographic assign- 
ment. See Photos and Resumes in 
New “SHOWGIRL,” magazine. Trial 
Subscription $1.00. Sample 35¢ 

A. RICARDO, PUBLISHER 
1170 BROADWAY NEW YORK 1, N. Y. 


It's always too late when you wait! 


COPY-MEN! NOW! 


Dozens of old friends—prominent in ad- 
vertising—are asking us NOW for copy- 
men. Read and see. ¢ 


CUBS—with ‘“some’’ experience. For 
Agencies and Departments. $5200 to 
$7500. 


ASST’S.—for copy men, acct. execs and 
ad mers. Big demand for bright young 
men. $6000 to $10,000. 

WRITERS—Red hot openings. (A) For in- 
dustrial and/or consumer ad copy—$9000 
to $15,000. (B) House organ writer-editor 
—to $12 000. (C) Pub. Rel. writer—to 


COPYWRITER 


Major agency serving large na- 
tional accounts is looking for a 
talented, ambitious young 
writer (under 40) interested in 
a very real opportunity. Loca- 


tion: large midwest city, not $12,000. (D) Ass’t. to copy chief—to 
Chicago. Write giving full details $12,000. (€) Copy-creative director—to 
including salary requirements. $20,000. 

All negotiations confidential. Our Write, "phone or come in—NOW. 
employees know of this ad. Cliff Knoble—Consultant 


Box 334, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Advertising-Marketing 
IMPERIAL PERSONNEL 
37 So. Wabash—Chicago—Fr. 


2-4233 


IF ADVERTISING 

IS YOUR BUSINESS 
..» PLACING 

YOU IS OURS! 


Melba, Hever. 


1229 NATIONAL CITY BANK BLDG., 
CLEVELAND 14, OHIO 
PHONE: TOWER 1-6165 


Transformation of the man who 
entrusts his personnel problem to 


Methe, Kever SPECIALIZED PERSONNEL SERVICE, INC. 


Serving the MIDWEST for over 25 years. 


NEED: Sales and 


Representative— 
for 

| Four-Color 
Separation 
Negatives 


Service 


Will be able to quote prices, with 
substantial savings, to users, 3-week 
delivery, and excellent quality. Must 
be experienced in this field and be able 
to give service and assistance to 
customers. 


Box 329, Advertising Age 


200 E. Illinois Street Chicago 11, Illinois 
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Advertising Age Needs an 
Editorial Man in Chicago 


We need another man for the Advertising Age Chicago edi- 
torial staff. He should be young enough to find life exciting, 
old enough to know his way around. News writing background 
is essential, knowledge of the advertising business extremely 
helpful. Write (don't call) giving your qualifications and expe- 
rience, and your price range, in complete confidence, to 
J. J. Graham, Managing Editor, 200 E. Illinois St., Chicago I. 


—-—-—-— 


Better Jobs and Lower Fees 
AD MGR. major mfg. co. 15-20M 
A.E. consumer food field 12-20M 
A.E. young pet foods 8-10M 
COPYWRITER prop. drug OPEN 
COPY CHIEF fashions 10-15M 
SALES PROM. appliances 10-15M 


SALES ‘PROM. bidg. products 10-12M 

MARKET RESEARCH 5 yrs. expr. 10-12M 

ART DIRECTOR layout abil. 10-13M 

Send us 2 complete resumes, includ- 

ing past earnings, for confidential 
handling. 


WALKER 
83 So. 7th Street, Mpls. 2, Minnesota 


WANTED 
MIAMI AREA 
ADVERTISING AGENCY 


Fast growing organization wishes 
to purchase outright or merge 
with growing agency for the pur- 
pose of expanding activity in the 
Florida area. Agency must have 
proven ability in handling exist- 
ing accounts and acquiring new 
business. All replies will be kept 
in strictest confidence. 


Box 332, Advertising Age 
200 East Illinois Street 
Chicago 11, Illinois 


EXPERIENCED 4A AD WRITER- 
BROADCAST PRODUCER WANTS UP 
This young ad pro has age 4 

0 awards for creative wo 
in the — 3 years. _ copy sings 
and sells. His TV Radio pro- 
duction sparkles. Hee has 10 years 
experience in broadcasting and 4A 
—, creative work — includin; 
rT and client contact. I 
veuee 're * ing for a creative pro- 
essional who thinks ads are for 
selling, write him. He will relocate 
. . . prefers N.Y.C. Box 327, AD- 
VERTISING AGE, 630 Third Ave- 

nue, New York 17, New York 


PUBLIC RELATIONS 
DIRECTOR 


Well established, growing Detroit 
advertising agency needs a man to 
manage its Public Relations Depart- 
ment. 


Primarily, he should be experi- 
enced in the business paper field 
and personally acquainted with ed- 
itors in it. The major emphasis 
would be in metalworking areas. 
Obviously, he should be a good 
writer but, even more important, 
be a manager. Above all he must be 
imaginative and able to initiate 
projects rather than have them as- 
signed to him. 


Salary will be commensurate with 
experience and ability. In addition, 
there is an excellent opportunity for 
future advancement. Replies should 
be in complete resume form with a 
statement as to approximate income 
requirements. 


Box 330, ADVERTISING AGE, 200 
E. Illinois St., Chicago 11, Illinois. 


TOP JOB AND TOP DOLLAR FOR 
MAGAZINE PROMOTION MAN 
WITH MANAGERIAL SKILLS 


Our Promotion Director is seek- 
ing a departmental manager 
who combines a thorough 
knowledge of the craft—and 
takes pride in his craftsmanship 
—with the ability to organize 
and supervise a staff capable of 
converting creative ideas into 
the realities of a vigorous and 
original promotional program. 
Yes, creativity is needed. Yes, 
experience is essential. But our 
priority need is for the one pro- 
motion man in a hundred or a 
thousand who has the drive and 
the tact, the strength and the 
insights, the savvy and the ini- 
tiative to forge a team, and to 
plan and execute a continuing 
promotional effort which in- 
cludes advertising, circulation, 
subscription, merchandising, 
trade and editorial promotion. 
As the largest selling and fast- 
est growing 60¢-and-over mag- 
azine in the world, we know we 
ean offer unparallelled oppor- 
tunity and challenge to a man 
of mental vigor and imagination 
who can convert great plans and 
big ideas into the exciting tan- 
gibles of a working, producing 
department. Write at any length 
you wish; tell us who you are, 
what you’ve done, why you 
think you’re the man for the 
job and what your salary re- 
quirements are. Confidential 
communiques will be r 

as such: chances are if you’re 
our man, you have a good job 
now. 


PLAYBOY Magazine 
232 E. Ohio 
Chicago 11, Hlinois 
Att.: Personnel Department 
This position is in the Chicago 
(home) office. 


WE'RE GOING PLACES 
WANT TO COME ALONG? 


New accounts plus healthy growth 
of our present clients have made 
——¥ our, third major expansion 
ten years. We're enlarging our 
—s with nine new copy offices 
ding to our personnel with 

two knowledgeable writers 
edgy ye agency experience. If 
ave a proved ability to create i a 
and write highly original copy, 
we'd like to have you go places with 
us. We’re a $214 million agency lo- 
cated where you can = oy small 
city living—big_ city vantages. 
And you’'l articipate in an out- 
standing pro ae pension plan, 
om bonuses and a liberal hospital- 
zation insurance plan. If — re in- 
terested, write us detailing your 
qualifications and why you ink 
-_ ‘re the man for us. You'll hear 

rom us right away. 


= 


Howard Swink, President 
HOWARD SWINK ADVERTISING, INC. 
372 E. Center Street, Marion, Ohio 


Fine job for 
GIRL 
WRITER 
at C&W 


Like all men, we are influenced by 
the woman's point of view and we 
like it that way. 

We need a girl who has the gift of 
perception—and intuition—and can 
write print copy like a dream. 

A girl with ideas and verve and 
spirit. For this is a happy ad making 
family and there’s room for one more 
at the table. 

Please mail your resume to me. The 
facts. We may have a profitable and 
interesting proposition for you. 


Arch Macdonald (Creative Consultant) 
Cunningham & Walsh, Inc. 


6 North Michigan Avenue 
Chicago 2, Ilinois 


A 2 


9 .. Adm gers. . . Art Studios: 
CUT DOWN YOUR OVERHEAD! 
rt free-lance 


writing is avail- 
ab! eny time you meen it .. . and enly 
when you need it! Past, professional, 
part-time service backed by 10 years of 
national and local consumer, retail and 
industrial experience. Top references. 


HOLDEN ADVERTISING 
6620 W. Diversey Ave., Chicago NA 2-6355 


Our 49th Year 
ART DIRECTOR—¢raphic 


midwest terri 8,500+ 
cory WRITER animal feed- 
medicinal—small town 7,000 
IR. COPYWRITER—some exp. 
good potential 6,500 


MANY MORE-—MAIL RESUME 


GLADER CORPORATION 


110 8. Dearborn St., CHICAGO, ILL. 
Phone: CEntral 6-5353 


rienced Copy 
Watee oith th fra ideas and abt, 


ity to plan and create institutional 
t advertising, publicity and 
public relations agg oe por- 
tunity to work for a leading ha 
motion-minded Blue Cross 
which also retains advertising 
agency. For diversion and recrea- 
tion . . . only 2 hours from New 
York and popular New Jersey 
beaches, 1% hours from Philadel- 
phia and the scenic Pocono moun- 
tains. Starting’ salary open. Mail 
> ggg Fe to—Mr. Earl G. Wray, Jr., 
Mgr., “in St, Valley Blue Cross, 
17 N. 7th Allentown, Penn- 
sylvania. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 
167 NORTH LASALLE STREET CHICAGO |. MLINOIS 


PUBLICITY co 
INDUSTRIAL 


INDUSTRIAL COPYWRITIN 


AND SALES PROMOTION 
Heavy equipment manufacturer has 
for competent 
be capable of 
of promotion writ- 
ing suc ouse organ, direct 
Genter, material and special 
promotion. Job scope will also in- 
clude other phases of advertising 
—_ promotion. Ideal family town 

= Pees. & Southwest area. Send 
ful background resume and salary 
required to start. All replies con- 


fidential. 
Box 320, Advertising Age 
200 E. Tllinois St., 


PUBLIC RELATIONS DIRECTOR 


Are you considering setting up a 
Public Relations unit within your 
agency? Held to one man or few, 
but persy guided? Successful Pub- 
lic Relations Disogior in charge of 
top 4A nary Bs Department is 
our man—to Res. up—or join with, 

n creating and developing profitable 
ho unit. Agency as well as client 
P.R. products. All forms of commu- 
nications: Wire services, News- 
gover. Publications, TV-Radio, etc. 
ackage goods to appliances, con- 


sumer or trade, industrial, institu- 
tional, corporate, financial, bro- 
chures, conventions, ete. Prefer 


New York City or environs: or can 
r+) —— as New York-based division. 
e: 


Box 331 ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


If you've got it— 
YOU CAN KEEP IT. 

If you have billings of $100,000 or 
over, we offer a unique proposition. 
We need someone to service our 
accounts. Most are small infrequent 
advertisers. On the one big account 
we have (over $100,000) all the 
work comes in a few months in the 
fall. Then you’re through. We are 
a solidly established (25 years) New 
York recognized agency with 10 em- 
ployees. We have ample space for 
you. Depending on the amount of 
your billings, you can practically 
write your own ticket on a sala 

plus arrangement. Shall we talk. it 
over? Box 236, Advertising Age, 630 
Fe Sg Avenue, New York 17, New 

ork. 


AVIATION WRITER 


The Position: Responsibility for copy 
and creative direction of sales bro- 
chures and trade paper advertising 
of aviation communication, navi- 
gation and instrumentation equip- 
ment for both the airline 
general aviation markets. 


Qualifications: An experienced . ad- 
vertising writer with background in 
flying would be ideal. We'll com- 
premaee on the flying background 
f necessary. 


Wanted 
Sales Manager for 
Business Publications 


We have an openi: for a high- 
grade, experienced business paper 
salesman to serve as sales manager 
of two successful monthly publica- 
tions in related fields. Headquarters, 
New York. 


Man must be experienced, with 
demonstrated ability to do creative 
sales job, and capable of directing 
efforts of salesmen, promotion peo- 
ple and others. 


Compensation will be substantial, 
with bonus, profit-sharing and other 
benefits. Send complete information 
and photograph with first letter. 


335, Adve 


Box rtising 
200 E. ‘iinois St., “Chicago i. Ni. 


Details: Send your letter of ap- 
plication and salary requirements 
to Mr. L. K. Breuer, Advertising 
Manager, Collins Radio Company, 
Cedar Rapids, Iowa. 


DON HARRIS NEEDS: 

. less poses for a little while. 
jummer, supposedly dull in his business. 
an like after Labor Day. So, again this 
week, he lists only a few hard-to-fill jobs 
His files at Monarch now include extra- 
good men for most jobs. If you're in ad- 
vertising or marketing, and provably 
eeee-saes, write him and get into his 

es 

AE, CANDY. An agency job but agency 

rience not required if the client 
would respect you as an ad and 
candy marketer... 
FOOD COPY-CONTACT. First-rater, in 
30’s, to handle account completely, includ- 
ing marketing problems. High-standards, 
small-city agency in over 5-million group. 
Ex-big agency men like it here...... $15M 


DON HARRIS, DIRECTOR 
Advertising and Marketing Division 
MONARCH PERSONNEL 
28 E. Jackson, Chicago, WA 2-9400 


ADVERTISING MANAGER 


Full charge of 
seven-figure budget. Midd 


national © gpm for consumer goods company with 
le west location, 


progressive, well-known 


company, receptive management climate. We want a man in his thirties 


with knowledge of media, copy, . Brap 


a department of four people an 


phics and 
rk with 
experience with soft goods or other merchandise sol 
ment stores. Ideally, he will have combination ex 


int-of-sale, able to direct 
e agency. He should have 
through depart- 
rience with manu- 


facturer, agency and retailer. Reply | in strict confidence. 


Box 328, Adve rtising Age 
200 E. Illinois St., Chicago 11, Illinois 
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‘Industrial Research,’ 
Fawcett and Shaw 
Announce Rate Hikes 


New York, Aug. 11—New cir- 
culation and rate figures were an- 
nounced this week by the follow- 
ing magazines: 


e Industrial Research, a bi-month- 
ly published in Chicago, an- 
nounced that effective with its 
February-March issue, circulation 
guarantee will be increased from 
31,000 to 41,000, while the b&w 
page rate will go from $880 to $1,- 
105. 


e Fawcett Publications, effective 
with February, 1961, issues, will 
increase circulation and rates for 
Cavalier, Electronics Illustrated, 
Motion Picture and Fawcett Wom- 
en’s Group. 

Cavalier will increase its cir- 
culation guarantee from 400,000 
to 450,000, while the b&w page 
rate will go from $1,100 to $1,250. 
Electronics Illustrated will in- 
crease its circulation guarantee 
from 150,000 to 175,000 and will 
boost its b&w page rate from $480 
to $560. 

Fawcett Women’s Group will 
increase its circulation guarantee 
from 2,250,000 to 2,300,000 and will 
boost its b&w page rate from $5,- 
510 to $5,630. At the same time, 
Motion Picture’s circulation zuar- 
antee will be increased from 1,- 
000,000 to 1,100,000 and the b&w 
page rate will go from $2,900 to 
$3,190. 

Fawcett also announced that 
bleed charges for Cavalier, Motion 
Picture and Fawcett Women’s 
Group will be reduced from 15% 
to 10% on pages and to 5% on 
spreads, effective with the Febru- 
ary, 1961, issue. 


e Shaw Publications, publisher of 
Congratulations and My Baby, will 
increase its circulation base for 
Congratulations from 550,000 to 
700,000 per quarterly issue and 
will boost the b&w page rate from 
$5,900 to $7,500. Circulation base 
for My Baby will go from 450,000 
to 500,000 and b&w page rate will 
be boosted from $2,820 to $3,300. 
Increases on both magazines are 
effective with January, 1961, is- 
sues. # 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E. MADISON - SUITE 1418 
CHICAGO 2, III. 
CEntral 6-5670 


CAN YOU SELL ADVERTISING? 


Top ong 6 needs 
manager eland or Detroit. ‘Terri- 
tory not covered now. Successful sales 
record required. $9-10,000 plus lib- 
eral commissions. resumes, in com- 
plete confidence, to Box 311, Adver- 
tising Age, 630 Third Avenue, New 
York 17, New York. 


wa TO SAVE MONEY? 


o poeple read the stock market 
-- ons, but the editorial people 
at Gebbie Press read house organs. 
4,000 a month, as a matter of fact. 
It pays off, too, because we’ve shown 
many a client how to save money 
on his house organ. bbie 

151 W. 48, NYC 


FOR EXECUTIVES ONLY 


@ Sr. & Jr. Account Executives 
© Marketing & Market Research 


@ Copy Writers 


Positions now available from $5,500 to $62,000 
DRAKE PERSONNEL, INC. 
Chicago 2, Illinois * Financial 6-8700 


29 East Madison Bidg. ° 


COPYWRITER 


Write copy for sales advertis- 
ing in newspapers, magazines, 
flyers, etc. Sales advertising 
experience essential. To $5700. 
starting salary. Excellent firm. 
Send resume with letter of 
application. 
Employment Office 
Conn. Light and Power Co. 


P. ©. Box 2010, Hartford 1, Connecticut 
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Bad Service Cuts Appliances’ Glamor, 


Price Ads Hurt Their Sales: Packard 


Geyer VP Tells 
NARDA How to Make 


Sales Reach Potential 


Wasuincton, Aug. 10—The ap- 
pliance business faces a marvel- 
ous opportunity in this decade 
(1) if it can recapture the glamor 
which appliances enjoyed at the 
end of the war; (2) if more trou- 
ble-free appliances can be de- 
veloped, and (3) if it can dispel 
the confusion of “too much em- 
phasis on price advertising at re- 
tail levels and too much empha- 
sis on gimmicks and gadgets in 
national advertising.” 


® These are highlights of an anal- 
ysis by Daniel A. Packard, vp of 
Geyer, Morey, Madden & Ballard, 
Detroit, at the National Appliance 
& Radio-TV Dealers Assn.’s in- 
stitute of management seminar at 
American University here. 

Mr. Packard figures that the 
sales opportunity goes like this for 


the °60s—about 307,000,000 ap- 
pliance sales, or 30,000,000 a year, 
provided the industry can (1) re- 
place each appliance sold in the 
1950s with a new one; (2) bring 
the saturation of the seven ap- 
pliances other than refrigerators 
and washers up to 50% of pres- 
ent homes [the seven other ap- 
pliances are freezers, electric 
ranges, dryers, water heaters, 
dishwashers, disposals and air 
conditioners]; and (3) if each of 
the 10,000,000 new homes of the 
decade were to be supplied with 
a refrigerator and washer, and half 
of them with one each of the oth- 
er seven appliances. 


® This is a forecast of opportu- 
nity, he emphasized, adding that 
most economists think sales will 
range from 180,000,000 to around 
200,000,000 for the decade, or about 
two-thirds of the opportunity. 

The problem of the industry is 
loss of glamor, with the house- 


‘og gia 


ance advertising and, at least, dis- 
satisfied with our sales people.” 
Mr. Packard thinks 
lost a lot of the tremendous pub- 
lic good will” the appliance in- 
dustry had 15 years ago. One of 
the major reasons is_ service. 
Where 15 years ago a housewife 
called a service man once or twice 
a year to fix one of the three ap- 
pliances she owned (range, refrig- 
erator, wringer washer) today— 
if she owns seven to nine appli- 
ances—she is likely to be waiting 
for a service man a day a month, 
if they have only one call a year 
to make for each item—when ra- 
dio and tv and plumbing are add- 
ed to the list. Result: Appliance 
service is the most disrupting in- 
fluence in household routine. 


® Mr. Packard asserted that man- 
ufacturers are seriously concerned 
about consumer attitudes toward 


service and that they have engi-|- 


neering and manufacturing staffs 
working around the clock to pro- 
duce better and more trouble-free 
appliances. 

He believes the trend in nation- 
al advertising is now away from 


|\gadgets and gimmicks “to more 
wife now “disgusted with appli-| 
ance service, confused by appli- | 


real information on product bene- 


fit” and what the new appliances | 


“we have) 


+ PCE ey pole 


,will do that those 10 or 15 years 
old won't. 

Mr. Packard talked hard and 
|directly about retail appliance ad- 
\vertising. An analysis showed that 
140% of present advertising is 
good, 20% fair to poor, and 40% 
“name, picture, price alone.” 


s He contended that - name-pic- 
ture-price advertising reaches on- 
ly 2% of a potential market. He 
figures that a city of 100,000 pop- 
ulation has 25,000 homes equipped 
with 25,000 refrigerators of which 
6,250 are 10 years old or older. 
The present sales rate in the 
market is 1,400 units a year, or 117 
a month. If the “period of consid- 
eration” is a month in refrigerator 
sales, and only customers or pros- 
pects actually looking for a refrig- 
erator see this kind of ad, then the 
retailer is only reaching 117—or 
2%—of the 6,250-home potential. 

He argued that a change in ap- 
proach requires neither more space 
nor giving up price advertising; it 
requires only that “each ad, and 
especially that each product, has 
a few lines put in to attract the 


not ready to be brought into the 
market on price alone.” 
Mr. Packard also suggested that 
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appliance selling 
more 
an 


is more and 
“a mature industry’—that 
increasing percentage of its 


|business will be done in replace- 


ment sales. 

“A study of other mature in- 
dustries directs our attention to 
the importance of retaining a cus- 
tomer once our advertising has 
attracted her to our store,” he 
commented. He called attention to 
the automobile industry’s efforts 
to maintain constant mail and 
telephone contact with customers 
to be sure they don’t defect to 
some other brand of car. # 


Nabisco Names Mortimer 

John A. Mortimer, formerly an 
account executive with Batten, 
Barton, Durstine & Osborn, New 
York, has been named marketing 
manager of the bread division of 
National Biscuit Co., New York. 
Mr. Mortimer will direct marketing 
activities for Nabisco’s 13 bread 
bakeries. 


Akridge Joins ‘Look’ 
Dale O. Akridge has joined the 


|New York sales staff of Look. Mr. 
attention of those people who are| 


Akridge was formerly manager of 
television advertising and _ sales 
promotion for the tv receiver de- 
partment of General Electric Co. 


GETS MORE VOTES THAN 
POST OR LOOK 


(OR ANY MAGAZINE) 


WITH ADVERTISERS OF 
TOILETRIES & TOILET GOODS 


(JAN. - JUNE, 1960) 


ADVERTISING 
RANK MAGAZINE REVENUE 
1. LIFE $5,000,649 
2. McCall's 2,555,368 
3. Ladies’ Home Journal 2,547,915 
4. | Saturday Evening Post 1,347,508 . 
5. Look 1,305,787 
DRUGS, & REMEDIES 
| ADVERTISING 
RANK MAGAZINE REVENUE 
1. LIFE $2,586,310 
2. Saturday Evening Post 1,435,592 
3. Ladies’ Home Journal 1,291,551 
4. Look 1,251,632 
5S. McCall’s 933,063 


SOURCE: P.I.B. (GROSS FIGURES) 


SELL THE MARKET OF THE 60’S RIGHT NOW 
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200 Top Farm Paper Advertisers, | |the Canadian operation of Ogilvy, 


|Benson with Canadians. He added, 
January-June, 1960-1959 | "title, wi 


\“I don’t know what my title will 
Compiled by F Publs Re F \ | be. I haven’t decided that yet.” 
ompiled by Farm Publication Reports Inc. | 


‘ELLIOTT JOINS OGILVY 


Jen.-Jene Jan.-June ; Jan.-June Jan.-June } 
Rank Advertiser 1960 1959 Rank Advertiser 1960 1959 | AS SHELL ACCOUNT BOSS 
1. Ford Motor CO. sessccsecsnsnsnsen $ 1,084,354 $ 1,122,072 | 97. Amchem Products Ine. .ccononn 53,928 68,171 x. ~; can hae hagas eo, 
2. General Motors Corp. ............ 950,845 934,894 98. Continental Oil Co. ........000 53,778 75,309 ’ epee Me 
3. International Harvester Co. ... 886,307 644,518 | 99. J. R. Watkins Co. ......ccccsseemees 53,172 43,416 at “eg next 
4. American Cyanamid Co. ........ 709,440 ° 591,032 | 100. Western Condensing Co. ........ 52,969 57,995 a th go 
5. Massey Ferguson, Inc. ............ 517,953 708,409 oll a “ cou rs t 
De Te GW actesitettceincceesecrsee 493,397 519,716 | 101. Olson Rug Co. ......cccsesseseesesvenes 52,836 49,155 here. Mr. Elliott 
7. Ralston Purina Co. cesccecscesne 459,614 411,895 | 102. Allied Mills Inc. ..... 52,778 67,977 will be a senior 
8. New Holland Machine Co. ...... 411,680 370,119 | 103. Chemagro Corp. ..... vb 52,500 43,903 vp and a mem- 
9. Allis-Chalmers Mfg. Co. .......... 393,909 353,936 | 104. James Mfg. Co. o...ceccescsecseeeseens 52,350 61,829 ' ber of the exec- 
10. Firestone Tire & Rubber Co. .... 315,282 325,821 105. Wisconsin Motor Corp. Sh Rs 52,099 54,559 MURRAY GOODWIN, formerly a crea- Es ; utive commit- 
11. Goodyear Tire & Rubber Co... 302,543 332,991 | 106. Colgate-Palmolive Co. ..........-. 52,088 77,849 |\tive growp head at J. Walter tee. He joins 
12. Chas. Pfizer & Co. ....ccccssseeen 253,467 352,898 | 107. Farm Bureau ......ccsssssssssseseeeee 51,768 54,824| Thompson Co., has joined C. J. OBM from Bat- 
V3. Eli Lilly & CO. on secssescseeeesneeennes 248,739 218,959 | 108. California Packing Corp. ........ 51,319 27,718 | LaRoche & Co., New York, as copy tn, Barton, Dur- 
14. Standard Oil Co. (Indiana) .... 244,958 189,335 | 109. Wirthmore Feeds, Inc. ............ 50,127 50,002 director. stine & Osborn, 
15. American Tel. & Tel. .............. 241,576 246,365 | 110. Honeggers & Co. ......--ecssessese+0 50,111 53,015 where he was 
> Oliver — datiseatactiicteve me 234,333 ramentd 111. International Milling Co. ........ *49,383 42,549 “ John Elliott Jr. vp and super- 
yl, eet on 228,304 167, 112. Gambles Stores 49,324 82,103 C d Sh l] i 
Ss IE IIS iis ccicsacncocnsssopenceee 202,663 593,171 | 113. Kroehler Mfg. Co. .......cessessesese: 48,363 ana lan e bee prety as 
19. R. J. Reynolds Tobacco Co. ...... 200,493 201,873 | 114. Cities Service Co. ......... y 47,560 65,658 


; : one of BBDO’s most promising 
20. Allied Chemical & Dye Corp. .. 199,369 207,014 | 115. Cunningham & Sons .... sit 46,446 68,461 N 0 il i] younger men. In his aa essign- 
116. Fort Dodge Laboratories ........ 46,227 68,607 ames gl vy § ment at OBM he will be dealing 


21. Minneapolis-Moline Co. .......... 198,033 152,731 | 117. Esso Standard Oil ..........ssnseee 45,315 31,410 with problems arising from Shell’s 
22. Champion Spark Plug Co. ...... 195,720 132,865 | 118. Colorado Fuel & Iron Corp. .. 44,620 52,158 s traditional regional marketing set- 
23. Virginia-Carolina Chemical Co. 190,019 93,978 | 119. Land O’Lakes Creameries ........ 44,017 33,686 Toronto Office up; one of the solutions reportedly 
= Ti IE EERIE. snasnconesdescenoseses pot feo my ; - A 7 pe pr oo under discussion is the creation of 
. American Home Products Corp. 173,8 * . Stauffer Chemical Co. * Continued from Page 1 a mobile team of marketing men to 
26. B. F. Goodrich Co. .................. 168,050 DE TOS | UR, COT SBA: cicnnccrrisiccecsrenttrccree 43,195 76,814 a ae sell” rh ge 1) move from one area to another. + 
27. Phillips Petroleum Co. ............ 164,208 173,624 | 123. LP-Gas Information Service .... 43,192 45,207 However, trade aourens nese bee 
28. DeKalb Agricultural Assn. ........ 163,325 151,476 | 124. Studebaker-Packard Corp. ...... 42,866 gan speculating, after the U.S. an- Seeks to Bar FCC 
See 154,515 184,741 | 125. Meyer Mfg. Co. ....ccccccceessrrereeeee 42,374 40,505 nouncement in June. that Cana- ) 
30. Genera! Electric Co. ..... 153,094 243,373 | 126. Maytag Co. sernernnennennney ae 42,172 4,271 | dian Shell also would switch shops Favor to TV Bidders é 
ee PRT I, icccccnctnssconserconsosin 148,255 113,359 | 127. Outboard Marine Corp. .......... 41,495 for its product account 
ee a eee 145,879 124,342 | 128. H. D. Hudson Mfg. Co. .... 41,390 29,650 D. B. Vale. exec vp of Shell With Congress Ties 
33. Spencer Chemical Co. .. 142,238 123,505 | 129. F. E. Myers & Bro. ............ 40,881 43,017 here, anid in the official announce- 
34. Northrup, King & Co. ..........0 141,650 125,960 | 130. Electric Auto-Lite Co. . ‘isi 40,515 42,962 ment that the product advertising WasHInGTON, Aug. 10—Sen. Ga 
35. M to Chemical Co. .......... 140,812 136,062 | 131. Schering Corp. ......... hese 40,414 52,909 | account would be moved to the | William Proxmire (D., Wis.) in- ies 
36. E. 1. DuPont de Nemours ........ 138,862 95,828 | 132. America’s Independent Electric Ogilvy agency, effective Jan. 1 troduced an amendment today : 
37. Olin Mathieson Chemical Corp. 137,999 134,104 Light & Power Cos. oo... 39,375 51,390| ond that the agency shortly will | Which would prohibit the Federal 
38. New York Life Insurance Co. .. 135,840 161,334 | 133. Pillebery Co. ..ccrccccoccccscsccscsessees 39,371 50,648 open an office here Communications Commission from 
39. State Farm Mutual ........c000- 134,308 69,811 | 134. National Steel Corp. .......:-..0 39,179 68,494| “The agency change ” he saiq. | 8Ving favorable attention to sta- 
40. American Agricultural Chemical 133,666 38,606 | 135. Cooperative Gulf Exchange .... 38,638 40,791|“was part of an extensive rece. tion applicants whose stockholders 
136. American Motors Corp. ..........+: 38,310 ganization program. Our decision include members of Congress. 
41. McMillen Feed Mills ................ 133,256 20,035 | 137. Western Land Roller Co. .......... 38,300 24,611 | to change was not easily made, as 
Me ET ON is acess cassevevotcsndinse 133,178 122,096 | 138. Radio Corp. of America .......... 37,543 ——~—|Shell’s long association with J. ph add Pam Penge iti 
43. Gehl Bros. Mfg. Co. cesses 133,124 100,238 | 139. Norwich Pharmacal Co. .......... 37,335 73,095 | Walter Thompson has always been | °... ° Beaiprw AM g 
: : Se i eatae 7 32,445 ;, | with ex parte presentation in FCC 
44. Geigy Chemical Corp. ............ 132,192 58,569 | 140. Oelwein Co. 36,676 f most congenial and productive. : 
45. Standard Brands 129,340 186,172 cases. The bill has been approved 
. Standard Brands ..............c0000-++ ; . ‘ a gemini aimenie> 
SII ti coitictasaitibaiercentcnbeinaines 128,170 153,650 | 141. Badger Northland Inc. «.........+- 35,521 33,217 = In New York, David Ogilvy, by yet aS tl iti 5 
i 127,601 138,969 ae president of OBM, said the agency | tee and is presently awaiting ac 
47. Abbott Laboratories ................ J B 142. Granite City Steel Co. ..._..... 35,520 25,110 P j the Senat lend 
48. Dow Chemical Co. .......:0000 125,801 30,503 | 143. Consumers Cooperative ............ : 35,442 - 25,984 would open in Toronto shortly. He | ton on the a oe 
i 125,227 41,400 “ : 4 emphasized that Shell of Canada Sen. Proxmire presented the 
49. Vitasafe Corp. .....cseccssesssessees , ’ 144. Balfour Guthrie... 35,275 36,995 : : F 
; woulde be the “first” account, | amendment in the wake of an FCC 
50. American Tobacco Co. ............ 120,990 113,719 145. Brillion 1 Works 34,922 38,839 ’ 
| ib area 120.832 143,912 + Beillion tron Works q...ecssssn- 5 F clearly implying that it will be | channel award to an Albany, N.Y., 
, . — ee . 146. Ginden Nursery. ..........:::cc0ee00 34,879 18,940 joined by other business ty company in which congressmen 
SE. Grell ON Co. .ncserssecnvesessereneee 118,839 99.716 | 145 Ses Se Chea Alan 34.651 17.950 
ts Seth & C 118.289 143,847 47. Douglas Fir Plyw 6 peas / ’ Mr. Ogilvy said no personnel |©wned a small number of shares. 
hp spi ig mae aca ean ae y é 148. H. W. Naylor Co. .......cccccecceee 34,539 30,649 arrangements have yet been made The senator said FCC Chairman 
54. Moorman Mfg. TE ccesaceiissieteie 111,561 106,130 149. Federal Chemical Co 34,336 28,611 A ’ ’ Frederick W. Ford d ied that i 
55. Westinghouse Electric Corp. .... 107,258 158,954 , j ‘ ; nor has office space been acquired, | * rederic - FC Cone aber 
56. Netrene Mille 99.474 185,020 | 150. Farnam Co. ........ senakibiiementier 34,032 61,905| but since OBM takes over Jan. 1,|the Albany case the presence of 
- - > Va 97.759 94,465 | 151. Kentile Ime. ...sssssoseeesnsssseeeeene 34,006 14,202 | all of these moves must be made|Congressmen among the share- 
58. Commercial Sulvente Cor aes 97.158 81,537 | 152. Hesston Mfg. Co. .......0-rsssnsneeen 33,895 38,733 | promptly. holders was a deciding factor, but 
ona oles wblgiel onsen 14.388 | 153. Pittsburgh Plate Glass ... 33,705 37,965| He emphasized, as well, that the |conceded that substantial con- 
60. Funk Bros ait Ps napanungegye 95.201 76,136 | 154. Simplicity Pattern Co. 0.000.000 32,550 29,800 | new office will be “99% staffed by gressional ownership isa favorable 
, ; net meanest : 155. Hills Bros. Coffee .........csccs 32,508 31,248 | Canadians,” obviously mindful of | factor in the “civic participation 
61. Florida Citrus Commissi 93,735 156. Gravely Tractors i.-....--sesss0e 32,440 21,897 | Canada’s growing nationalism and | Titerion. 
. Florida Citrus Commission ...... p pa ay | VEE: PRI Cet enn 32,230 80,726 |its attitude toward account acqui- : : 
62. Delaval Separator Co. ............ 93,4 ’ sitions by U. S.-based i s In introducing his amendment, 
i. Un hae Rail Co. 93,190 94,600 | 158. Drackett Co. ...ccccsseesnsesuneenn 31,615 y U. S.-based agencies. Sen. Pronmmire dail, “Ot te bevfoctly 
64. Food Machinery & Chemical 88,923 117,933 159. Anchor Serum Co. evercccocccsocccoccs 31,175 24,184 obvieus that the d Federal Com- 
. 5 70,383 | 160. A. E. Staley Mfg. Co. cesses 30,702 27,761 |KERSHAW TO HEAD ; Bi 
65. Pfister Associated Growers ...... 86,68 D OGILVY IN TORONTO munications Commission, especial- 
66. Socony-Mobil Oil Co. .............. 83,019 38,635 ee * ly in view of the clearly expressed 
67. California Spray-Chemical Corp. 82,148 64,859 | 161. Excelsior Insti 30,522 5,030 ORONTO, Aug. 10—Andrew Ker- attitude of its chairman in approv- 
68. Armco Steel Corp. ..........:ceses0: 81,505 60,152 | 162. Cockshutt Farm Equipment .... 30,387 58,900 |shaw told ADVERTISING AGE today ing this policy of congressional 
69. Avco Mfg. Corp. ...ccececseessessnees 80,214 98,376 | 163. Oyster Shell Products Corp. .... 30,198 31,769 | that he had resigned as budget con-| ¢avoritism in awarding tv and 
70. Kewanee Machinery & Conveyor 79,358 58,822 | 164. Farm Journal Ine. ...........c00 30,088 trol director of MacLaren Adver- radio franchises, is not going to 
71. Farmhand Co. ...seccseessessseessseeeee 78,624 101,256 | 168. Sterk Bros. Murseries .............. 29,224 14,428 | tising Co. to head up the Canadian | «ange this policy by itself. 
72. Salsbury Corp. .cecccscsssccssssecceee 76,585 75,454 | 166. Fairbanks, Morse & Co. oc... 28,528 11,950 | Operation of Ogilvy, Benson & Ma-| «we in Congress benefit from 
73. Keystone Steel & Wire Co. ...... 75,805 64,255 | 167. Crows Hybrid Corn Co. ......... 28,191 14,190 | ther, which Monday was awarded|+i, immoral, payola practice of 
74. A. O. Smith Corp. ....cccecceesseeeees 74,381 SA 1D8 | 16: bee ae eee cin 28,190 28,643 |the product advertising account of | 44; own creature, the FCC. It’s 
7S. Wincls Form Supply nu... 70,706 51,110 | 169. Mid South Chemical Co. ........ 28,058 24,816 | Sheil Oil Co. of Canada. up to us to end it. We know in 
76. Weyerhaeuser Sales Co. ........ 68,195 77,070 | 170. Corn States Laboratories ........ 27,986 6,825| = A European who has spent many | fact that unless we act it will not 
77. Smith, Douglass Co. ...........0+-+ 67,274 21,227 | 171. W. F. Young Ime. ........sccssseee 27,813 19,440 | years in advertising, Mr. Kershaw | be ended,” Sen. Proxmire told the 
78. Borg-Warner Corp. .......:...00000- 66,722 31,142 | 172. Coats & Clark’s Sales Corp. .. 27,475 13,460| was a senior executive with the| Senate. + 
79. Caterpillar Tractor Co. .......... 66,197 87,026 | 173. Sealed Power Corp. .......::00 27,454 British Travel Assn. before join- 
80. General Foods ...........s::c:sesee0 66,130 105,791 | 174. Coast to Coast .....cccccccsecsesesnes 27,156 14,012|ing MacLaren. As such he was a| Carpenter Joins Street 
175. Hahn Inc. 27,138 client of Ogilvy, Benson. MacLaren Clinton Carpenter, formerly a 
81. Pioneer Hi-Bred Corn Co. ........ 65,760 32,207 | 176. Behlen Mfg. Co. ....ccccesssesseesoee 27,038 30,374|handles the British Travel Assn.|copy supervisor at Dancer-Fitz- 
82. Butler Mfg. Co. .....ccccccsceseseseneee 65,661 81,320 | 177. Velsicol Corp. ..... 2 27,014 19,134 | account in Canada. gerald-Sample, has joined Street 
83. F. S. Royster Guano Co. .......... 64,882 66,708 | 178. Starline Inc. ......... ma 26,717 38,444| ‘Mr. Kershaw said he will staff| & Finney, New York, as copy chief. 
B4. Babson Bros. Co. ......ssssesssesseeee 63,510 101,087 | 179. Kimber Farms ...........00000 ae 26,670 34,330 
85. Murphy Products Co. ............++ ne pen 180. Hercules Powder Co. ............-0-. 26,371 8,502 190. Lindsay Co. 24,710 27,488 
86. Fox River Tractor Co. ............. 7 191. M. W. Gear Co. 24,657 
87. Portland Cement Assn. .... 62,370 50,813 | 181. John W. Eshelman & Sons ...... 26,204 29,799 | 192. inland Steel Products 24,408 27,809 
BB. Singer Mfg. Co. .........ce- 62,277 87,315 | 182. Thompson-Hayward Chemical Co. 26,050 3,410 | 193. H. D. Lee Co. 24,288 37,970 
89. Eaton Mfg. Co. ........-.-. obs 61,820 60,305 | 183. Intl Minerals & Chemicals ...... 25,958 27,164| 194. Johnson & Johnson 24,274 34,058 
90. Union Carbide Corp. .............- 58,992 65,550 | 184. Wolverine Shoe & Tanning ...... 25,290 27,520 | 195. Char-Lynn Co. 24,059 26,058 
91. U. S. Rubber Co. 57,710 52,886 | 185. Chilean Nitrate 196. Encyclopedia Britannica ..............esesseceeseeneres 23,800 
92. Cargill Inc. .............. Miischaanrnae 57,618 8,081 Educational Bureau 25,209 29,660 | 197. Perfect Circle Corp. 23,706 26,845 
93. Equitable Life Assurance ........ 56,630 186. Long Mfg. Co. ........00000 sate 25,100 441 | 198. Glidden Co. 23,700 - 12,870 
94. Dairy Equipment Co. .......-...-.-+ 55,644 51,873 | 187. Davie Rose Co. -..-ccscsesseesseeseee 25,060 16,485 | 199. Standard Oil Co. (Ohio) .....ccscsssesssesseesneeseesnes 23,614 21,878 
95. Republic Steel Corp. .....---..----- 55,583 31,815 | 188. Sterling Drug. ........-cccssscsveeeee 25,047 16,552 | 200. Black Sivalls & Bryson 23,439 


96. Willys Motors Inc. ..........sceeee 54,369 520 | 189. Nitragin C6. ........c-cccssssccscssorses 24,831 9,912 Totals $20,347 407 $19,068,654 
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Parkin Harris Marsh Bailey 
IT’S THE BERRIESI—Car card of the month in the July selection made by 
the National Assn. of Transportation Advertisers was the Manning’s 
Inc. coffee cafe ad, “It’s the Berries!” Approving their choice are 
four of the judges, Rod C. Parkin, manager, City Lines Transit Ad- 
vertising Co.; R. T. Harris, president, Harris & Love; R. W. Marsh, 
of R. W. Marsh & Son; and Richard Bailey, president, Bailey & 
Montague Studios. All are of Salt Lake City. The ad was prepared 
for the Manning’s coffee cafe chain by Knollin Advertising Agency, 

San Francisco. 


JACKSON GROWS 
47% IN 10 YEARS 


Jackson is Mississippi's center of popula- 
tion with a city count of 144,178 in the 1960 
census . . . and this 16-county trade zone 
now ranks as a major market where the in- 
come te spending ratio is 4 out of 5 dollars 
compared with the U.S. average of 2 out of 3. 


The Jackson area shows dramatic growth 
and no wonder dramatic sales results come 
from advertising in the Clarion-Ledger and 
Jackson Daily News. 


CLARION * LEDGER 


AND 


IL 
Represented by the Katz Agency, Inc. 


Co-Owners WJTV (TV) WSLI (Radio) 


JACKSON D 


—4 


Sets Eastern Test 
for Bic Dart Pen 


(Continued from Page 2) 
minute spots scheduled weekly in 
prime time. Mr. Adler said Water- 
man-Bic is “committed” to the 
campaign for six months. He 
called it “the most extensive tv 
campaign ever for a low-priced 
pen.” 

The Bates commercials will fea- 
ture the 69¢ Bic’ Dart as the pen 
“with the revolutionary M-15 ink,” 
with nothing to press to bring out 
or retract the point. The student 
commercials will carry this sales 
message: 

“Write and the ink flows in- 

stantly— 

Lift and the ink retracts like 

magic.” 


® In addition to naming Bates for 
broadcast and publication adver- 
tising, Mr. Adler also announced 
that Gramercy Advertising, New 
York, will handle trade publication 
advertising, merchandising, sales 
promotion and public relations. 

Gramercy is an agency that has 
specialized in the retail jewelry 
field, a prime outlet for pens. Mr. 
Adler this week was informing 
dealers in Connecticut and Massa- 
chusetts that the Bates tv cam- 
paign will “‘pre-sell” the Bic pens 
for them. 

“We will also offer a completely 
integrated point of sale promo- 
tional package that will sell fast 
at the retail level, at more profit 
than ever before for Waterman- 
Bic dealers,” he said. 

Mr. Adler conceded that before 
going national Bic will have to 
improve greatly its distribution. 
At the present time Bic’s distri- 
bution is largely limited to eastern 
markets. The company has ball- 
points selling for 29¢, 49¢ and 69¢. 


s The naming of Bates and Gra- 
mercy and the launching of the 
new campaign culminates a two- 
year period of confusion and in- 
decision for the French company,’ 
Societe Bic. 

Bic acquired 60% control of 
the old Waterman Pen Co. of the 
U.S. in 1958. It was immediately 
immersed in a hassle that saw two 
agencies each claiming the ac- 
count. 

Fletcher D. Richards Inc., the 
old Waterman agency, claimed the 
business, and so did Bruce Ender- 
wood, a young adman who set up 
his own company to handle the 
account. The dispute was finally 
settled in Mr. Enderwood’s favor 
(AA, Dec. 8, 58). 

Five months later—in April, 
1959—Mr. Enderwood moved him- 
self and the Waterman-Bic ac- 
count into E. T. Howard Co., a 
shift that had a sentimental over- 
tone because Howard was Wat- 
erman Pen’s first agency at the 
turn of the century. 


s Then, four months later, Mr. 
Enderwood dropped from sight 
and the account turned up at Kas- 
tor, Hilton, Chesley, Clifford & 
Atherton. Meanwhile, virtually no 
advertising had appeared for Wa- 
terman-Bic. 

Societe Bic has since acquired 
100% control of the U.S. company 
|and the old management has been 
displaced by a new team headed 
by the young Mr. Adler, who had 
been with Waterman for five years 


|as controller. 

According to one observer close 
| to the company, Marcel Bich, trou- | 
| bled by his lack of progress in the 
| U.S. market, turned to Mr. Adler | 
jand asked him what was wrong. | 
|Mr. Adler told him and Mr. Bich 
|reportedly replied: “All right, | 
you’re in charge from now on.” 
Ted Bates entered the picture | 


as a result of the work done for 
Bic in the British market by Hob- 
son, Bates & Co. This agency was 
formed last year by Bates’ acqui- 
sition of John Hobson & Partners. 

In Britain Bic enjoys 50% of 
the British market, which is low 
for this company; on the continent 
of Europe Bic does a fabulous 70% 
of the pen business. 

Bic pens were originally intro- 
duced in France about 10 .years 
ago and have expanded to markets 
all over the world. They have been 
heavily advertised, primarily in 
newspapers. 

Bates has named J. Ross Mac- 
Lennan, a senior vp, account su- 
pervisor on Waterman-Bic. + 


POPAI Will Release Two 
New Studies in the Fall 

The Point-of-Purchase Advertis- 
ing Institute expects to have a new 
tool to sell the medium this fall. 
POPAI’s research committee has 
commissioned Mass Marketing Re- 
search to conduct a study to deter- 
mine “the exposure and circulation 


Advertising Age, August 15, 1960 


of point-of-purchase merchandis- 
ing materials in retail outlets.” 

In another “major” POPAI- 
sponsored study, Louis Harris & 
Associates. is preparing a report on 
the utilization of point-of-purchase 
materials in retail outlets. This will 
also be ready in the fall. 


IT&T Components to Gaynor 
International Telephone & Tele- 
graph Corp., New York, has 
switched the ad account of its com- 
ponents division from Conti Adver- 
tising Agency, Ridgewood, N. J., to 
Gaynor & Ducas, New York. The 
components division, headquar- 
tered in Clifton, N. J., manufac- 
tures rectifiers, diodes, capacitors, 
glass seals and special-purpose 
tubes for industrial, military and 
communications use. 


Promote John Glascott 

John A. Glascott Jr., a sales rep- 
resentative for Mail Advertising 
Corp. of America, New York, for 
four years, has been named vp and 


}eastern manager. 


HOW TO ROPE AND BRAND i 


TEE RMON NA. eC 


crossed the Texas Panhandle. 


_ weather conditions! 


Dre oa Sic 
es 


CHANNEL 7 
: Charlie Keys 


BS a OEM Page FO% 
vi Se OME ts, k a LAL 


K-7 did it... made a live telecast of a rip-roaring tornado as it 


This is a part of KVII-TV’s new twice-a-day weather service 
featuring Don Peeples, West Texas’ only registered TV 
meteorologist. In addition to new studio weather facilities, 
KVII-TV has installed a weather station with live camera atop 
Amarillo’s tallest building. “Eye-in-the-Sky” report on severe 


a Another good reason K-7’s local viewers are loyal’ viewers. 


a ace 


KVII-TV 


+ 


oY” ee ee 


AMARILLO, TEXAS , 


General Manager 


KROD-TV KVII-TV KOSA-TV 


EL PASO 


DELIVERS 3 OF 


AMARILLO ODESSA-MIDLAND 


THE NATION’S 


FASTEST-GROWING TV MARKETS 
1950-1959* 


Rank in 

Texas 
Odessa-Midland st 
El Paso 2nd 
Amarillo 8th 


3 QUALITY STATIONS / 
QUALITY 
Jack C. Vaughn, Chairman of the Board 


Cecil L. Trigg, President 
George C. Collie, Nat. Sales Mgr. 


13th 
14th 
39th 


Rank in 
U.S. 


WATIONAL REPRESENTATIVE 
THE BOLLING COMPANY, INC. 


*Television, Feb. 1960 
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